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A B S T R A C T
Considerable behavioural research has suggested that it is important 
to understand the constraining as well as the facilitating factors when attempting to 
identify potential clients for specific tourism activities. If personal constraints can be 
surmounted the likelihood of participation increases, in many tourism enterprises - 
skiing being no exception - the challenge is to transform latent or potential demand 
into existing demand. In this thesis, the author operationalised the negotiation of 
constraints model proposed by Crawford et al. (1991), who contend that there are 
psychological orientations, or intrapersonal constraints, that may prevent 
individuals from experiencing higher level constraints. Therefore individuals who 
are most affected by intrapersonal constraints would be less likely to want to 
participate in a given leisure activity and therefore would not reach higher order 
constraints (interpersonal and structural constraints). A qualitative approach was 
used to develop a detailed and accurate categorisation of constraints which was 
built into a questionnaire, that was subsequently completed by a sample of 412 
individuals.
Analysis of the qualitative research showed that non-skiers reported a 
high proportion of intrapersonal constraints, whereas skiers were constrained by 
time, family or economic factors. Analysis of the questionnaires indicated that these 
economic factors were the major constraints for both groups. When the two groups 
were compared, not surprisingly non-skiers reported higher constraints for all 
statements apart from their fear of lack of snow. T-tests indicated that their 
differences were significantly greater for intrapersonal constraints, supporting the 
findings from the qualitative research. Factor analysis with an oblique rotation of 
the 30 constraints resulted in the extraction of three factors which appeared to 
correspond to the three constraint typologies, suggesting that the model of leisure 
constraints is tenable. A metamodel was used to determine the possible existence 
of a hierarchy of constraints, and the results did not support the existing 
hierarchical model.
Based on these results, the author proposed a new model of leisure 
constraints, showing a relationship between existing participants and intrapersonal 
constraints, suggesting that there is a clear distinction between the intrapersonal 
constraints of participants and non-participants. The new model also indicates that 
if intrapersonai constraints are successfully negotiated, then structural constraints 
will be the next stage in the hierarchy, and not interpersonal constraints. The author 
suggests that consumer behaviour models of the future should acknowledge the 
constraints facing consumers in the decision making process, and should not 
assume that attitude leads directly to purchase. A new model of consumer 
behaviour in tourism is proposed.
The author recommends that different marketing strategies should be 
implemented for both skiers and non-skiers to influence participation. Based on the 
primary and secondary research, a variety of strategies are proposed, each 
targeting a different segment of the market. The author concludes that the skiing 
industry needs more sophisticated marketing policies not just to maintain loyal 
skiers, but more importantly to attract new ones into the market.
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I N T R O D U C T I O N
“ Leisure constraints research appears poised  to b e co m e  on e  of the 
dominant - and m ost challenging and exciting - them es in leisure studies in the 
19 9 0 s” (Jackson , 1991 :283).
C onsiderable behavioural research has su ggested  that it is important 
to understand the constraining as well as the facilitating factors when attempting to 
identify high potential clients for specific tourism activities (W ade, 1985). Individuals 
w ho express interest but do  not participate due to constraints, represent potential or 
latent dem and. If personal constraints can be surm ounted the likelihood of 
participation increases. In many tourism enterprises - skiing being no exception  - 
the challenge is to transform latent or potential dem and into existing dem and.
The UK Ski Industry is worth approximately £300 million (holidays 
and clothing alone), and accounts for over 2 ,000  directly em ployed individuals 
(Mintel, 1996). However, the market for skiing holidays has fallen slightly over the 
last seven  years from 710 ,000  holidays in 1988/89, to reach an estim ated 645 ,000  
holidays in 1995/1996, 12%  o f the total market for Winter holidays. In recent years 
the industry has experienced a num ber of major challenges, not least has been  the 
severity of the UK recession . Other external and often uncontrollable influences on 
the business include poor snow  se a so n s  and a weakening pound. With 
dem ograph ics indicating a declining num ber of young adults, and the Education 
Reform  Act im posing far stricter regulations on sch ool trips, few er young p eop le  
will be  introduced to the sport. If the Ski Industry is to grow, or survive in its present 
form, then m ore sophisticated marketing is required from all section s o f the 
industry.
In the past, the ski industry has largely approached  the problem  of 
shrinking population growth by attempting to encourage existing skiers to ski m ore 
often. A s the path of least resistance, it has allowed the industry to com p ete  for the 
favours o f a market with which they are familiar. Likewise, in the last few  d e ca d e s  
tourism researchers have devoted  considerable attention to participation and 
tourism behaviour, and it is only recently that papers have begun to appear on the 
ob verse  o f participation, m ore specifically related to barriers or constraints (se e  
Jackson , 1988 & 1991).
S ince W a d e ’s book, constraints on leisure has received  increasing 
attention from leisure scholars. Partly as a result of integrative efforts and the 
ensuing opportunity to com pare conceptual fram eworks and empirical results, 
leisure constraints research has began  to exhibit levels of theoretical, conceptual, 
and analytical sophistication that w ere lacking in many earlier studies (Jackson, 
1993). The field is progressing on several fronts, including enhancem ent of our 
understanding of the con cept of constraints, investigation of the many facets of 
leisure that are constrained in som e  way, analysis of variables related to the 
experien ce  of constraints and construction of theoretical fram eworks and m odels.
Crawford and G od b ey  (1987) and Crawford et al. (1991) have 
su ggested  that the m ost apparent avenue for future research regarding leisure 
constraints involves operationalisation and sim ultaneous investigation of all three 
constraints levels - intrapersonal, interpersonal, and structural - if a  com plete 
picture o f the nature and operation of leisure constraints is to be  achieved.
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Intrapersonal constraints according to Crawford et al. involve individual 
psychological states and attributes which interact with leisure preferen ces rather 
than intervening betw een preferen ces and participation. Exam ples include stress, 
depression , religiosity, anxiety, perceived  self-skill, and subject evaluations o f the 
appropriateness o f various leisure activities. Leisure preferences are form ed 
following the negotiation or a b se n ce  of intrapersonal constraints. Interpersonal 
constraints occu r as a result of interaction or the relationship betw een individuals’ 
characteristics. For exam ple, individuals may experience  an interpersonal 
constraint if they are unable to find a partner or friends to participate with. Structural 
constraints are the intervening factors betw een leisure preference and 
participation, exam ples being econ om ic barriers, availability o f time, a c c e s s  and 
opportunity.
Other authors (Hultsm an,1995) have su ggested  that m ore clarity in 
constraints research would be present if examination focu sed  on specific types of 
activities instead of looking at constrained participation in a general context. In 
addition, the published research which exam ines differences betw een  participants 
and non-participants in travel program m es is virtually non-existent (Blazey, 1987), 
and constraints researchers have indicated that participants can  a lso  be 
constrained, not from participating, but from participating as frequently as they 
desire (Wright & G ooda le ,1991 ; Shaw et al., 1991; and Kay & Jackson , 1991).
O b je c t i v e s
The ob jectives of this thesis are two-fold. On purely theoretical 
grounds, the author intends to further the area of leisure constraints by 
operationalising the negotiation m odel p rop osed  by Crawford et al. (1991).
Analysis will be  carried out to: firstly establish the three types of constraint - 
intrapersonal, interpersonal, and structural - as separate c la sse s  o f constraint on 
skiing; and secondly , to test the prop osed  hierarchy on a specific tourism activity. In 
addition, the author intends to further this field of research by com paring the 
constraints of high potential non-participants with the constraints of existing 
participants. S om e recent papers have inferred that reported constraints do  not 
always prevent participation (Kay & Jackson, 1991). It is therefore possib le  that 
loyal skiers have the sam e constraints as non-skiers but still ski. This could have 
important implications for the industry.
The secon d  set of ob jectives are to gain a stronger understanding of 
high potential non-skiers, with respect to what factors might heighten their interest 
and willingness to participate in skiing; what constraints have repressed  their 
previous involvement; and what incentives and promotional m e ssa g e s  might 
influence their future levels of skiing. It would appear that there is limited interest 
concern ing the analysis o f and the applications of consum er behaviour research in 
the downhill ski market in Europe. The Industry n eed s m ore aggressive  marketing 
policies not just to maintain the loyal skiers, but m ore importantly to attract new 
on e s  into the market. Such policies must be based  on sound research, not just the 
gut feelings of operators, tourist boards or resort m anagers. It is the author's 
intention that this research initiative will not only further the fast growing field o f
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leisure constraints research, but will a lso provide vital market information from 
which a nation-wide marketing program can b e  designed to bring m ore skiers to 
the slopes.
C h a p te r  O u tlin e
Figure 1 sh ow s the outline to the thesis in diagrammatic form. The 
thesis is con cern ed  with consum er behaviour in the skiing industry, s o  Chapter 1 
an alyses the industry, underlining its significance within the activity sector of 
tourism. Chapter 2 fo cu se s  on the im portance of consum er behaviour in tourism, 
and looks in detail at the motivations, the typologies, and the destination ch o ice  
p rocess  o f tourists. M odels of tourism behaviour are analysed, and criticised for 
neglecting the increasingly important segm ent of non-users and their associated  
constraints. The chapter con clu des with the suggestion  that future m odels should 
ackn ow ledge the constraints facing consum ers, and should not assu m e that 
attitude leads directly to purchase.
Chapter 3 reviews all the academ ic literature related to skiing and 
con su m er behaviour, including skiers motivations and their reason s for ch oosin g  
specific destinations, and the research pertaining to the non-skiing population and 
their constraints to the activity. Constraints on leisure in general is the fo cu s  of 
Chapter 4, w here the literature is classified according to that relating to ceasing  
participation, constraints facing non-participants, constraints facing existing 
participants, and the recent theories o f constraints negotiation.
Chapter 5 provides a foundation of understanding o f research and its 
relevance to leisure and tourism, before outlining the m ethodology ch osen  for this 
particular study. The results o f the qualitative studies are presented in this chapter, 
and Chapter 6 is devoted  to the analysis and findings of the quantitative research, 
ach ieved  using S P S S  for W indows. Chapter 7 highlights the theoretical and 
practical implications of the results. A new  m odel of leisure constraints is proposed , 
and then a m odel o f con su m er behaviour in tourism is built incorporating elem ents 
o f the constraints m odel. R ecom m endations for the industry are m ade, and the 
chapter con clu d es with limitations of the study, and suggestions for further 
research.
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CHAPTER 1
TOURISM AND THE SKI
INDUSTRY
T O U R I S M  A N D  T H E  S K I IN G  I N D U S T R Y
In tr o d u c t io n
This chapter begins by looking at tourism overall, and the p lace of the 
skiing market within the industry. Section 2 is a summary of the evolution of 
wintersports, follow ed in Section 3 by an examination of the world ski market with 
particular fo cu s  on the UK industry. Section 4 is an analysis o f destinations 
frequented by British skiers, leading to Section 5 and a study of the ski operators 
involved and the distribution structure of the industry. Section 6 fo cu se s  on the 
skiing con su m er in the UK, follow ed in Section 7 by an evaluation of that part o f the 
industry responsible for ski clothing and equipment. Sections 8 and 9 look at the 
impact o f alternative wintersports on skiing, in particular snow boarding, and at the 
impact o f skiing on the environment, and how this has influenced trends in the 
business.
Finally, Section 10 looks at the future of the skiing industry, 
concluding that the industry worldwide fa ce s  a number of cha llenges in the future, 
con cern ed  with the consum er, the destinations, distribution of the holidays, the 
environm ent and alternative Wintersports. O ne particular challenge that em erg es  is 
the n eed  to gain a stronger understanding of both skiers and high potential non­
skiers, with respect to what factors might heighten their interest and willingness to 
participate in skiing; what constraints have repressed their previous involvement; 
and what incentives and promotional m e ssa g es  might influence their future levels 
of skiing.
1. T o u r is m
The significance of tourism
O ver the past few  d e ca d e s  tourism has em erged as on e  of the world’s  
major industries, exceed in g  the im portance of many manufacturing industries and 
other serv ices in terms of sa les, em ploym ent and foreign currency earnings. The 
growth of the tourism industry has occurred in both industrialised and developing 
countries, and while ev iden ce  indicating the sheer size of tourism is well known 
and extensively written about elsew here (Burkart & Medlik, 1989; C ooper, 1989; 
Edgell, 1990), straightforward statistics that dem onstrate its sca le  are worth 
reiterating. According to World Tourism Organisation analyses (W TO, 1992), 
international tourism receipts grew  faster than world trade in g o o d s  and serv ices in 
the 1980s (9 .6%  betw een 1980 and 1990). Tourism is now  ranked third (after 
petroleum and motor products) in the list o f global export categories, and the W TO 
exp ect this growth to continue. The World Travel and Tourism Council (W TTC,
1995), an industry-sponsored pro-tourism pressure group, claim s that tourism: is 
the world’s  largest industry; the world’s  largest em ployer and creator o f jobs; 
a ccou n ts for on e  in nine global jobs; represents 11%  of global w a g es ; is 
responsible for 11%  of world GDP; and accounts for 11%  of n on -food  consum er 
retailing. They su ggest that in 1995, travel and tourism generated $3 .4  trillion in 
g ross  output, and provided direct and indirect em ploym ent for 212  million peop le .
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By the year 2005, they estim ate that travel and tourism will double in size  (112 .3%  
in nominal terms), and increase output by 5 4 .6%  in real terms. Although these 
claim s are biased, they do em phasise the sh eer sca le  of tourism, and the huge 
range of econ om ic , social and political actions that can affect it and the effect that it 
can have on the external sociopolitical environment.
It is only recently that tourism has been  considered worthy of serious 
b u sin ess endeavour or a cadem ic study. However, the figures a b ov e  support the 
notion that the tourism industry is of sufficient econ om ic im portance, and its im pacts 
upon econ om ies , environm ents and societies  are significant enough for the subject 
o f tourism to d eserve  serious consideration.
R esearch  on the tourism industry
The ca s e  for the study of tourism as a distinct acad em ic activity has 
been  m ade (notably through ‘Annals of Tourism R esearch ’). H ow ever, while 
tourism rightly constitutes a domain of study, at the m om ent it lacks the level of 
theoretical underpinning which would allow it to b ecom e  a discipline (C oop er et al., 
1993). The popularity o f tourism as a subject, and the recognition o f its im portance 
by governm ents, has accelerated  its study, and tourism now has its own small, but 
growing, academ ic community. Many text books provide descriptions of the 
tourism industry, for exam ple, Burkart and Medlik (1974), C leverdon and Edwards 
(1982), H odgson  (1987), Holloway (1990), Lundberg (1989) and McIntosh and 
G oeldner (1986). Others texts are o f a m ore applied nature, exam ining the 
m anagem ent or marketing of tourism for exam ple (Witt & Moutinho, 1994; Holloway 
& Plant, 1988; Middleton, 1988). B ooks studying the developm ent of tourism have 
been  written by P earce  (1987; 1989), Smith (1983) and R obinson (1976), whilst 
others have concentrated on the effects o f this developm ent. M athieson and Wall’s 
(1982) broad review of the econ om ic, social and physical im pacts of tourism is still 
widely cited, but lately others have fo cu sed  on the contem porary im pacts in a m ore 
critical m anner (Krippendorf, 1987; Burns & Holden, 1995).
The content and range of tourism books generally reflect th ose  of the 
wider journal literature. Descriptions of the structure, operation and m anagem ent of 
the industry, and of its attempts to influence consum er dem and via marketing 
strategies, can b e  found in such journals as ‘Tourism M anagem ent’ , ‘ International 
Tourism M anagem ent’ , Travel and Tourism Analyst’ , and the ‘S ervice Industries 
Journal’ . H owever, Sinclair and Stabler (1993) su ggest that there is little research 
on the tourism industry and its operation which is analytical in em phasis, providing 
explanations of the p ro ce sse s  which occur, their ca u se s  and effects. They believe 
that the interrelationships betw een the industry, the consum er and the destination 
have been  neglected , largely b e ca u se  modelling has been  insufficiently integrated.
The volum e of journal literature on the spatial developm ent and 
interrelationships which characterise the tourism industry is well represented in the 
‘Journal o f Travel R esea rch ’ , ‘Journal o f Leisure R esearch ’ , and ‘Tourist R eview ’ , 
and contributions have a lso been  included in specialist geograph ic journals like 
‘G eogra p h y ’ and ‘G eoJournal’ .
Examination of the effects o f the tourism industry and tourism 
developm ent is varied. Journals such as ‘Annals of Tourism R esea rch ’ , ‘Leisure 
Studies’ , and Tourism  M anagem ent’ have consistently carried articles o f this
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nature. M ore recently, there has a lso been  a growing aw aren ess o f the broad 
range of im pacts that tourism bu sin esses  may have on culture and the 
environment, reflected in new  academ ic journals such as the ‘Journal o f 
Sustainable Tourism ’ .
Definitions
Sam uel P egg  reported the use of ‘tour-ist’ as a new  word for travellers 
in the 18th Century; England’s  Sporting M agazine introduced the word ‘tourism ’ in 
1811. Yet despite the fact that the word has now  been  part o f the English language 
for nearly two centuries, there is still no universally a ccep ted  operational definition 
for tourism. Tourism is a multidimensional, multifaceted activity, which tou ch es 
m any lives and many different econ om ic  activities. Not surprisingly, tourism has 
therefore proved difficult to define. However, a s  tourism has b e co m e  m ore 
important econom ically, the term inology used to describe it is becom ing 
increasingly precise (Hunt & Layne, 1992). S om e analysts (C oop er et al., 1993) 
have adopted  the definition by M athieson and Wall (1982) w ho described  tourism 
as ‘the tem porary m ovem ent of peop le  to destinations outside their normal p lace  o f 
work and residence, the activities taken during their stay in th ose  destinations and 
the facilities created to cater for their n ee d s ’ . A similar definition by Burkart and 
Medlik (1974) a lso identifies the inclusion of th ose  activities (like skiing) which are 
involved in the stay or visit to the destination. Others prefer a m ore holistic definition 
that ack n ow ledges the consequential a sp ect (ie. the ‘co s t ’ in human and 
environmental terms) of the relationship betw een supply and dem and. Burns and 
Holden (1995) for exam ple, em brace the w ords of Jafari Jafari (1977) w ho defined 
tourism as ‘a study of man away from his usual habitat, of the industry which 
responds to his n eeds, and the impacts that both he and the industry have on the 
host socio-cuitural, econ om ic, and physical environm ent’ .
Gilbert (1990) believes that current definitions of tourism are not 
adequate for marketers, as they have been  derived for the econom ists. He 
su ggests  that the simplistic view  o f tourist behaviour could be  rejected and 
replaced with a new  understanding of the tourist as a consum er w ho dem onstrates 
particular actions of behaviour. T h ese  actions involve the n eeds, motivation, 
attitudes, values, personality and perceptions which all lead to specific  preferen ces 
for tourism-related activities. T o carry this argument further, the study of tourist 
con su m er behaviour should not only seek  to understand the ch o ice  p rocess  of 
tourists, but should endeavour to com prehend the range of constraints preventing 
non-tourists from becom ing tourists. Gilbert prop oses  a definition for a social 
understanding of tourism and d escribes tourism as  ‘on e part of recreation which 
involves travel to a less familiar destination or community, for a short-term period, in 
order to satisfy a con su m er need for on e  or a com bination of activities.’
The definitions and con cep ts  o f tourism provide little reference to 
constraints on tourism. However, origins o f the word ‘travel’ provide clu es as to why 
individuals c h o o s e  not to be tourists. It is only relatively recently that travel has 
been  a ssociated  with pleasure and relaxation. Going right back, the word co m e s  
from ‘trapelieum ’ , m eaning a three-pronged instrument of torture (today ’s three 
prongs for som e, being airports, sunburn and upset stom achs)! This turned into the
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word ‘travail’ , French for ‘work’ , which for many years w as synonym ous with ‘travel’ . 
Perhaps this explains why a certain section of the population do not travel. They 
believe it to be  m uch like work. For them, taking a break could m ean doing as little 
as possib le , avoiding any kind of heat, waiting, crow ds, strange tongues, 
exhausting excursions, and the pressures of learning new activities. T h ese  
constraints on travel may be quite pertinent to this thesis.
The definitions provided a b ov e  a lso do not clarify what is included in 
the classification of tourism dem and and supply m easurem ent. An extended 
classification system  of tourism dem and delineating the main purpose of visits by 
major groups w as developed  based  upon that first proposed  by the United Nations 
(1979). The major groups (show n in Figure 1.1) include:
1) Leisure, recreation and holidays
2) Visiting friends and relatives
3) B usiness and professional
4) Health treatment
5) Religion/pilgrim ages
6) Other
F ig u re  1 .1 : C la s s if ic a t io n  o f  T ra v e lle r s  (T h e o b a ld , 1 9 9 4 )
Theobald  (1994) recom m ends that tourism consum ption expenditures 
should b e  identified by a system  of main categories, and should include:
1) P ack age  travel (holidays and pre-paid tour arrangem ents)
2) A ccom m odations (hotels, m otels, resorts etc.)
3) F ood  and drinking establishm ents
4) Transport (air, rail, ship, bus, taxi etc,)
5) Recreation, culture and sporting activities
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6) Shopping
7) Other
While any dem and for tourism should include so m e  form of activity, 
this important characteristic is seldom  a sse sse d , and Gilbert (1990) believes that 
greater consideration should be given to dem and segm entation and activity 
preferen ces in the analysis of tourism. Furthermore, if tourism enterprises are to be  
su ccessfu l in developing marketing plans, then they need to understand the nature 
and behaviour of each  o f the segm ents they attempt to satisfy.
The classification sch em e  offered by Chadwick (1987) extends the 
primary purpose of visit to include activities (s e e  Figure 1.2).
F ig u re  1 .2 : C la s s if ic a t io n  o f  T ra v e lle r s  A c t iv it ie s  (C h a d w ick , 1 9 8 7 )
Gilbert (1990) provided m ore specific classifications of the main types 
of activity which represent certain aspects  of tourism dem and. T h ese  he saw  as: 
com m uning with nature; visiting attractions; visiting heritage sites; sports activities 
such as skiing; entertainments other than sport; relaxation; health purposes; 
shopping; and business activities.
While writers differ on the d egree  to which other form s of travel (eg. for
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business, for health or educational purposes) should be included under tourism, 
there is a growing recognition that tourism constitutes on e end of a broad leisure 
spectrum . Gilbert (1990) s e e s  tourism as part of a continuum of activities ranging 
from local leisure pursuits and h om e-based  activities (non-tourist), to th ose  of travel 
away from hom e or work and extended tours (tourist). Defining leisure is just as 
problem atic a s defining tourism, but leisure can be thought of a s  a com bined  
m easure o f time and attitude of mind to create periods of time when other 
obligations are at a minimum (C oop er et al., 1993). Recreation can b e  thought of a s  
the pursuits en ga ged  in during leisure time, and an activity spectrum  can be 
identified from recreation around the hom e, at on e end of the sca le , through to 
tourism w here an overnight stay is involved, at the other (see  Figure 1.3).
F ig u re  1 .3 : L e isu re , R e c r e a t io n  a n d  T o u r ism  (C o o p e r  e t  a l 1993 )
C oop er  et al. (1993), classify tourists in two basic w ays which relate to 
the nature of their trip; firstly the distinction betw een dom estic and international 
tourists, and secon d , the purpose of visit. Within the latter, three ca tegories  are 
cited:
1) Leisure and recreation - including holiday sports and cultural tourism, and 
visiting friends and relatives.
2) Other tourism purposes - including study and health tourism.
3) B usiness and professional - including m eetings, con feren ces , incentive and 
business tourism.
Although a minority o f skiers do go  skiing for purely health or 
educational purposes, skiing can be p laced into the first of th ese  three 
classifications. In the UK, skiing is often classified as an ‘activity holiday’ , w hereas
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in the United States, it is em braced  by the US Adventure Travel Industry. In fact, in 
the US, skiing is the third m ost popular adventure activity behind cam ping and 
hiking (Travel Industry Association  of Am erica, 1997). The author prefers to p lace 
skiing in the growing sphere of ‘sports tourism’ . Sport and tourism tend to be 
treated by academ ic and practitioner alike as  separate sph eres of activity, and 
integration of the two disciplines is rare. However, in terms of popular participation 
and so m e  a sp ects  o f practice they are inextricably linked (Glyptis, 1991). T h ese  
links have been  strengthened over recent years b eca u se  of several new  influences 
and trends. T h ese  include:
1) the com m on  contribution both sport and tourism might m ake to econ om ic  
regeneration ;
2) the heightened se n se  o f the benefits o f exercise  for health;
3) the increased stress in the m edia upon con su m er ch o ice  o f ven u es;
4) the increased m edia-profile o f international sport.
Heineman (1986) has observed  that sport is now  in m any c a s e s  a 
highly structured activity with a production background which is highly technical, 
com m ercially organised  and com m ercially profit-oriented. Sports exp erien ces  in 
the wilds of nature are now  s o  well-controlled that they can b e  efficiently 
adm inistered and sm oothly packaged . They can be  created and structured as a 
particular type of tourist experience. ‘G am e tourism ’ in Kenya and ‘sports tourism ’ 
in the G am bia have b e co m e  new variants of the w idespread pervasion o f the 
‘romantic g a z e ’ (Urry, 1990). Likewise, skiing is no longer the strenuous climb to 
risky terrain and untouched nature, but a m ass touristic undertaking in a highly 
m echan ised  ski arena. How the activity o f skiing has developed  to be  such an 
important part o f sports tourism, is described in the next section.
2. T h e  E v o lu tio n  o f  S k iin g
Docum entation of skiing’s  earliest em ergen ce  as a leisure pastim e 
associated  with tourism, dates back  to the mid nineteenth century in Europe. 
R eferen ce  alludes to Norwegians travelling on skis from Telem ark to Christiana 
(now  O slo) in Norway in 1868, primarily for social purposes. Alm ost two d e ca d e s  
later (1890), recreational skiing em erged  in North Am erica (Scharff, 1974), and 
soon  after this date, socially fo cu sed  skiing clubs began to develop  a cross  Europe 
and North Am erica. T h ese  organisations not only fostered travel betw een  them  for 
socially fo cu sed  competition, but a lso facilitated the creation of m ore and better ski 
facilities (Batchelor et al., 1937).
It is believed that winter mountain holidays started after 1866, when a 
hotelier from St. Moritz in Switzerland invited a small group of British sum m er 
gu ests  to visit his property during the winter months (Cockerell, 1988). They 
a ccep ted  and, o n ce  back from their trip, enthused so  much about their experien ce  
that it b eca m e  the ‘in’ thing am ong the British upper c la sses  to take a winter holiday 
in Switzerland. In the early days o f skiing there w ere no lifts, s o  much time w as 
spent in walking and climbing mountains, but in the winter of 1910-11 Sir Henry 
Lunn m anaged to persuade the local authorities in Murren to open  the 
Lauterbrunnen-Murren railway line. The Lauberhorn drag-lift op en ed  the following 
year.
Meanwhile the 1905 Olym pic G am es included skiing in its
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program m e of activities despite not being a recognised  Olympic event. This 
inclusion w as in respon se  to not only a growing interest in skiing a s  a participant 
sport, but a lso a desire on the part o f the destination’s  m anagers and d evelopers to 
keep  the site operational for the entire winter sea son . In the p rocess  of developing 
this strategy, the con cept of a broader set o f physical facilities and a m ore 
sustainable market b ase  for skiing developm ent is believed to have originated 
(Williams, 1993).
By the beginning o f the First World W ar in 1914 there w ere at least a s  
m any Germ an skiers in Switzerland as there w ere British. Hotel accom m odation  
w as already in g ood  supply, with Switzerland accounting for over 215 ,000  hotel 
b ed s  in 1914. Dem and w as further enhanced  as a result o f the higher profile that 
skiing w as receiving in potential travel markets. In 1924, skiing w as introduced a s  a 
formal event at the O lym pics in Cham onix, France. It w as highlighted again in the 
1932 Olym pic Winter G am es in Lake Placid. T h ese  two occu rren ces  helped to 
p lace skiing in the forefront o f winter recreational activity on both continents and 
ga ve  a further push to its developm ent as a major contributor to w inter-based 
tourism (Liebers, 1963).
The first real mountain resort in France w as M egeve, its developm ent 
coinciding with the first ski lift in France in 1933. S oon  after, the Kandahar binding 
w as introduced - replacing the heel strap with a spring loaded cab le  - which w as to 
be  the forerunner of the m odern skiing technique. The Winter Olym pic G am es of 
1936 held in Partenkiirchen, included both downhill and slalom  races, but just as 
interest w as beginning to quicken, the growth of skiing w as dam pened  by the 
S e co n d  World War.
It w as not until after World W ar II that skiing in a m ass tourism context 
began  to em erge. Pushed by the military role skiing played in northern com bat 
areas, its introduction to thousands of returning troops as a form o f winter 
recreation, rapid im provem ents in safer and m ore com fortable ski equipm ent, better 
a c c e s s  to ski destinations brought on by the developm ent of family autom obiles, 
and rising standards of living, skiing dem and m ushroom ed during the postwar 
period.
By the mid 1940s, skiing had w oven its way into the leisure and travel 
patterns of a strong core  of North Am erican and European residents. Skiers began  
seeking opportunities for longer stay visits to ski destinations. By the late 1940s 
and 1950s the se con d  phase of ski resort developm ent took  p lace  in France with 
the opening o f centres such as Courcheval, Meribel and Tignes. Along with the 
availability o f on -slope  activities for skiing, o ff-slope amenities for apres-skiing 
b eca m e  apparent. Ski facilities and serv ices a ssociated  with lodging, food  and 
beverages, and entertainment b eca m e important com ponents of the ski vacation 
exp erien ce  (Tanler, 1966).
The 1960s saw  the start o f the great ski boom . Europe w itnessed the 
creation of a new  generation of fully integrated ski stations, whilst in North Am erica, 
larger resorts in New England, C olorado, California, the Canadian R ockies, and 
Eastern townships of Q u eb ec  em erged  to m eet the growing dem and for winter 
vacations. W ood en  skis w ere slowly phased out to be replaced by metal and fibre 
glass, leather boots  by plastic on es.
While the 1970s w ere a period of m assive market and product 
expansion , the 1980s presented a d e ca d e  characterised by industry consolidation
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and product m anagem ent (Williams, 1993). Influenced by changing dem ographics, 
skiing markets began  to mature, and by the mid 1980s ski facility supply had in 
m any regions outstripped dem and, and many less w ell-m anaged ski destinations 
w ere experiencing financial difficulties (Kottke, 1990). In respon se, m any ski 
destinations w ere forced  to address both product and market issu es in a m ore 
businesslike fashion, and there began  a m ore tourism -focused approach  to ski 
area developm ent.
It is worth noting here the sh eer variety of w ays to ski. Snow boarding 
is d iscu ssed  later on in this chapter, but apart from just sliding downhill (officially 
term ed Alpine Downhill), on e  can ski in the following w ays: cross-country skiing, 
which is the m ost ancient w ay of skiing and requires special long, m etal-edged 
sk ies allowing skiers to travel horizontally from place to place; extrem e skiing, 
which is growing in popularity but is very dangerous, requiring total control and 
spot-on  precision; heli-skiing, which is just skiing via transportation by helicopter; 
horse-draw n skiing, an old tradition in Finland that has yet to take off in the Alps; 
m ono-skiing, which is skiing with both feet strapped into on e  very fat ski; and ski 
touring or mountaineering, w here participants use  special skins on their skis to 
a c c e s s  mountains not a ccess ib le  by ski-lifts.
3. T h e  W or ld  Ski M arket
The current ski market is estim ated at som e 65-70  million skiers 
worldwide (Cockerell, 1994). Around 55 million are primarily downhill skiers, while 
the rem ainder prefer cross-country skiing. Neither market nor destination share is 
ea sy  to determ ine accurately as there is a dearth of statistical data, and different 
countries’ estim ates conflict quite strongly. But Europe accounts for approxim ately 
30 million skiers, including dom estic business (those w ho only ski within the 
frontiers o f their own country). Table 1.1 sh ow s the estimated num ber of skiers, and 
it should be  noted that skiers can m ake several trips each  year. H ence, the 
National Ski A reas A ssociation figures of 52 .7  million for ski visits to Am erican 
resorts in 1994/95, a drop of 3 .6%  on the previous year (G oeldner, 1996). G erm any 
h eads the list of European markets, with som e  5.5 million skiers, follow ed by 
France and Scandinavia with around 5 million each . Much of this ski business is 
not only dom estic, but a lso involves no overnight stays.
T a b le  1 .1 : T h e  W o r ld ’ s  L e a d in g  Ski M arkets, 1993  
(C o c k e r e l l ,  1 9 9 4 )
M a rk e t  E stim a ted  n o . o f  s k ie r s  ( ‘0 00 )
U SA  15,000
Japan  14 ,000
G erm any 5 ,500
C a n a d a  5,000
France 5 ,000
S can d in av ia  5,000
Austria 3 ,000
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Italy 3 ,000
M exico 2 ,900
Sw itzerland 2 ,000
(United Kingdom 700)
The USA and C anada betw een them generate an estim ated 20 
million skiers - again primarily dom estic - and Japan 14 million. Few er than 1 
million Am ericans have ever been  abroad for a skiing holiday, and som e  4 00 ,000  
of such  trips w ere to Europe. The num ber of Japan ese  skiing outside Japan is said 
to be a m ere 50,000, of whom  Europe has seen  about 7 ,500, but this num ber is 
increasing.
Lazard (1996) produced a recent report that analysed skiing 
worldwide with respect to countries, their resorts and lift num bers, and skier visits. 
The results are show n below  (se e  Table 1.2).
T a b le  1 .2 : S k iin g  W o r ld w id e  (L a za rd , 1996 )
C O U N T R Y  R E S O R T S  L IF T S  SK IE R  VISITS
m illio n %
Japan 7 00 3 ,600 75 19.2
France 431 4 ,143 56 14.4
U.S.A. 5 16 2 ,269 54 13.9
Austria 5 50 3 ,473 43 11.0
Italy 2 60 2 ,854 37 9.5
Switzerland 4 8 0 1,762 31 8.0
C a n a d a 2 45 1,375 22 5.6
G erm any 2 25 1,670 20 5.1
S w e d e n 3 40 950 12 3.1
Norway 2 10 405 8 2.1
C zech oslovak ia  (former) 3 00 1,500 4.8 1.2
S pain 27 294 4.3 1.1
Y ugoslavia  (former) 21 200 3.0 .77
Australia 11 139 2.6 .67
Finland 117 505 2.0 .51
P oland 15 110 2.0 .51
South K orea 9 70 1.9 .49
Andorra 11 115 1.5 .38
New Zealand 12 64 1.1 .28
U .S .S .R . (former) 10 32 .9 .23
Chile 14 84 .8 .21
Argentina 15 72 .7 .18
Bulgaria 7 50 .6 .15
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Iran 7 45 .5 .13
G re e ce 10 40 .4 .10
Turkey 10 25 .3 .08
L eban on 4 18 .2 .05
Rest o f the World 50 150 2.0 .50
T O T A L 4 ,5 0 0 2 6 ,0 0 0 3 9 0 1 0 0
Although Lazard admits that the data presented in the table is 
im perfect and w as not developed  for publishing, the figures are quite unique, and 
offer additional interest when com pared  to other information. For exam ple, Japan 
represents over 19%  of the world ski area activity, but con su m es alm ost twice this 
am ount in skier equipment, and the US (14%  of the market) account for 2 4%  of 
equipm ent sa les.
Lazard believes that the skiing market is mature in Europe as well as 
in Japan and North Am erica, and is bound to evolve  faster in other areas of the 
world such  as Eastern Europe, Korea and Southeast Asia. A ccording to the latest 
Mountain International Opinion Survey (MINOS), conducted  at ski resorts in 
Austria, Switzerland, Italy and France, the ev iden ce  is that skiing num bers are 
dwindling in Europe (Spring, 1996). While the average num ber of days skied are 
up, the actual num ber of skiers are down. The fear is that the vacation skier, skiers 
from the northern countries such as Germ any, the Benelux countries, the UK and 
Scandinavia, which represent half the skier market for the European Alpine 
countries, are skiing less often.
Figures available in the UK also reflect a maturing industry. Skiing 
holidays have fallen in line with the total winter holiday market since the recession  
took hold in the early 1990s, yet unlike winter holidays, have not picked up 
significantly in volum e since then. Again, statistics are varied and hard to co m e  by. 
Mintel (1994, and 1996) believe the market to have peaked in 1988/89  with a 
record 710 ,000  skiing holidays sold, w hereas a Ski Industry Report written by on e  
o f the leading operators (Crystal Holidays, 1996) su ggests  that the total ski market 
for 1995/96 w as 760 ,000, a slight increase of 2 %  on the previous year. Their report 
on the 1996/97  sea son  w as even  m ore encouraging, suggesting that the total skier 
market had risen to 830 ,00  skiers.
W hichever report on e  acknow ledges, the ski market has been  fairly 
flat for five or six years with tour operator sa les  levelling out at som ew h ere  betw een
400 ,000  and 440 ,000  - alm ost exactly w here the market w as a d e ca d e  ago . A 
further 150 ,000-200 ,000  skiers m ake their own way to the mountains. T he biggest 
decline has been  felt by the specialist sch oo ls  skiing operators. Here there has 
been  a dramatic fall from as many as 500 ,000  ski holidays sold six years a g o  to as 
few  as 150,000 last sea son , largely as  a result o f the 1988 Education Reform  Act 
with its tough regulations about sch ool trips. The con seq u en ces , if not addressed , 
cou ld  be  considerable, for it is through sch ool trips that many adults acquire their 
taste for skiing (Baimer, 1995), and there is ev iden ce to su ggest that m any sch ool 
children consequently  introduce their parents to the sport (Mintel, 1994).
According to Lewis and Wild (1995), the total ski market in the UK
con sists  o f about 7 .5  million peop le  w ho have skied at som e time, of whom  3.75 
million have skied in the past five years. T o put the skiing market in context, UK 
residents m ade around 42 million visits abroad in 1995, of which 15 million w ere 
inclusive tour holidays. Skiing, therefore, has a 4 -5%  share o f the outbound holiday 
market and a 12%  share of the winter holiday market. Other winter segm en ts 
include winter sun breaks, cru ises and lakes and mountain tourism.
How much the ski industry is worth worldwide is difficult to gauge. 
Statistics provided by the National Ski A reas A ssociation (Hager, 1989) indicate in 
e x c e s s  of $3 billion in annual revenues for Am erican resorts, split betw een sa les  of 
lift tickets and ski shops. Table 1.3 sh ow s Mintel’s  estim ates of the num ber of 
skiing holidays taken abroad by the British and their expenditure (Mintel, 1996). 
Their figures have been  revised from the previous report of 1994, perhaps 
recognising the differences betw een their estim ates and th ose of the industry (and 
perhaps indicating that their statistics are not always accurate!), but they still 
su ggest a top figure of 645 ,000  skiers for 1997 com pared to 830 ,000  put forward by 
Crystal (Crystal Holidays, 1997). Note that they are no longer skiing holidays, but 
‘snow  sports ’ holidays.
T a b le  1 .3 : UK S n o w  S p o r t s  H o lid a y s , 1 9 8 8 /8 9  - 1 9 9 5 /9 6  
(M in te l, 1 9 9 6 )
Y e a r  H o l id a y s  I n d e x  £ m  In d ex  S p e n d
1 988 /89 7 10 100 2 15 100
p er  h o lid a y (£ )
3 03
1989 /90 6 75 95 2 02 94 299
1990/91 610 86 185 86 303
1991 /92 635 89 2 08 97 3 28
199 2 /9 3 616 87 2 05 95 3 33
199 3 /9 4 6 35 89 2 20 102 346
1 994 /95 625 88 2 25 105 3 60
1995 /96 645 91 2 45 114 3 80
4. D e s t in a t io n s fo r  B ritish S k ie rs
The literature on ski-field developm ent is heavily oriented to studies 
from the European Alps, the world’s m ost developed  Alpine region in term s of 
skiing. Barbier (1978) calculated that in 1975-76 about 60 per cent o f the world’s
20 ,000  ski-lifts w ere located in the European Alps. The major deve lop ed  ski areas 
of Europe are shared by the five nations of the alpine arc: France, Italy, Austria, 
Switzerland and Germ any ( Lewis & Wild, 1995). Together they provide an area of 
approxim ately 5 ,800  Km2 of posted  and m anaged skiing (se e  Table 1.4).
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T a b le  1 .4 : M a jo r  S k i  A r e a s  o f  E u r o p e  ( L e w is  a n d  W i ld ,  1 9 9 5 )
C o u n tr y Ski A
France 2 ,0 0 0
Italy 1 ,350
Austria 1 ,050
Sw itzerland 950
G erm any 450
However, the range of destinations visited by UK skiers has 
expan ded  rapidly as the market has grown, and as skiers have began  to seek  new  
ch a llen ges and experien ces (se e  Table 1.5). Although Austria and France continue 
to dom inate the market, there has been  considerable growth in less  traditional ski 
destinations, m ost notably Andorra, Bulgaria and North Am erica. Stats MR have 
different statistics than Crystal Holidays, suggesting that Italy now  has 2 0%  of the 
market and Austria only 15% , with Andorra accounting for 11%  of the UK market 
(Lewis & Wild, 1997). The three m ost popular European ski resorts for British 
skiers in 1997 w ere S au ze  d ’Oulx, Italy (11,221 skiers), Livigno, Italy (10,287), and 
C ourcheval in France (7,417).
T a b le  1 .5 : T ota l T o u r  O p e ra to r  Mix b y  C ou n try  1 9 9 6 /9 7  (C ry sta l 
H o lid a y s , 1 9 9 7 )
D e s t in a t io n  %  s h a r e  o f  sk ie r s
France 24.5
Austria 20.1
Italy 19.8
U S A /C an ad a 10.6
Bulgaria 8.3
Switzerland 5.0
Others 11.7
Traditionally, Austria has been  the leading destination for British 
skiers, but unfavourable exch an ge  rates against a strong Austrian shilling, has 
se e n  a dramatic drop in traffic to the country. Austria’s  share has dropped from 5 0%  
to 2 0 .1 %  over the past 8 years, despite many hoteliers holding prices for the three 
sea so n s , and in som e  c a s e s  dropping them for the British market by as m uch as 
15%  (Travel W eekly, 1996).
D e sp ite  lo s in g  3 .4%  o f th e  m a rke t s h a re  in 1996 , F ra n c e  h a s  p ro ved
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very popular over the last five years, due to the trend towards self-drive skiing 
holidays, and the opening of the channel tunnel. However, the French are worried 
about recent drop in numbers, with fears that their product is out o f date. For many, 
the sp a ce , facilities and general disposition of French apartments are no longer 
acceptab le . Value com parisons with co n d o s  in North Am erica m ake the French 
product look outm oded, over-priced and uninviting. But for g ood  British skiers, 
France is likely to remain the m ost popular country simply b eca u se  of the quality of 
its principal ski areas and lift system s. Also, the pound has now  strengthened 2 0%  
on the French franc in the last two years.
N o-one den ies the downturn in the Sw iss ski business, and the 
destination that used to sell on quality has b e co m e  com placent in its service 
delivery (H udson & Shephard, 1998). With a strong currency and few  econ om ies  to 
offer the skier, Switzerland has seen  the num ber of British visitors fall by 200  per 
cent in the last five years (from a 15%  share in 1992 to 5 %  in 1996). Tour 
operators are confident that th ose  with m oney will still g o  to Switzerland, and Sw iss 
tourist officials say  the British will quickly return on ce  they sam ple the inferior 
quality o f a ski holiday in Italy (English, 1996). It d o e s  seem  that after years of 
com p lacen cy , Switzerland seem s at last to have b ecom e  alert to its shrinking share 
of the ski market. Few resorts increased their lift-pass prices last year, and Verbier 
actually reduced its full area on e-day  ticket and introduced a ch eap er pass 
covering all but the m ost challenging slopes. The strongest incentive for the British 
to return to Switzerland is likely to be  the exch an ge rate. The pound is over 2 5%  
stronger against the Sw iss franc than it w as two se a son s  ago.
Owing to Sterling’s  strength against the devalued Italian Lira, skiing 
holidays to Italy have been  given a major boost and now account for nearly 2 0 %  of 
the UK market, up over 100%  in two sea son s . Most of the m ass-m arket operators 
virtually sold  out their Italian program m es at full brochure price in 1996, and 
expanded  considerably the following year. The Italians have invested substantially 
in their infrastructure over the past few  years, and it is only lack of capacity that 
could hold back their growth. H owever, the Italian lira has strengthened recently, 
and m any Italian resorts have increased their lift pass prices and hoteliers are 
putting up their rates in what they feel is a seller’s market. S o , although Italy still 
represents g ood  value, it is no longer the bargain it was.
O ne country which is quietly building its ski business is Spain. 
Although the destination is the se con d  m ost mountainous in Europe, Spain is 
usually associa ted  with sunshine holidays. The im age has slow ed Spain ’s 
progress in the wintersports market, although m ore UK operators are featuring it 
each  year. Andorra is now  taken seriously by m ost o f the major operators, w ho 
feature the destination heavily. Buiit on budget-priced products, the principality’s 
popularity has grown steadily and now boasts five ski areas that have had 
excellent sn ow  cover  over the last few  winters. Its market share is difficult to 
interpret, a s  Mintel include the country as part of France, but som e  reports put their 
share o f UK ski business as high as 12%  (Lewis, 1997).
In Eastern Europe, Bulgaria and Rom ania continue to attract groups 
and first-time skiers. The currency remains relatively w eak in both countries but 
internal co s ts  have risen steadily (Heard, 1996). However, both remain extrem ely 
g o o d  value for m oney and repeat business is high, particularly am ong families and 
mixed-ability groups. If the Polish resort o f Zakopane in the Tatra Mountains is
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su ccessfu l with its bid to stage the Winter Olym pics in 2006, the spin-off for the rest 
o f Eastern Europe would b e  beneficial, with long-overdue acknow ledgem ent o f the 
investment now  being m ade in the ski product certain to fuel operator interest. 
Increased num bers visiting the mountains of Poland, the C zech  Republic, Slovakia, 
S lovenia, Rom ania and Bulgaria would provide funds to raise the quality o f th ese  
resorts.
Scandinavia is attracting m ore skiers every year. S w eden , for 
exam ple w elcom ed  1,200 UK skiers in the 1996/97 sea son , and num bers are 
exp ected  to increase dramatically with the start of winter charter flights in 
D ecem b er 1997. There are around 20-30  ski resorts in S w eden  and seven  are 
offered by UK operators, including Crystal and Ski Scandinavia. Are and Salem  
are the m ost popular resorts. Many operators also offer p ack ages to Norway, the 
distinct advantage over the Alps being the variety of terrain for cross-country skiing.
S a les to the US and C anada have perform ed well in the 90s, 
although they still represent only a small share of the market. Nearly three quarters 
of British skiers to North Am erica g o  to C olorado (Mintel, 1994), with Breckenridge 
being the num ber on e  ch o ice  of resort. R esearch  indicates that UK skiers visiting 
the USA are experienced  skiers with high d isposable incom es, willing to spen d  up 
to four times as much as the average skier to en joy ‘guaranteed’ g o o d  skiing 
(C olorado Board of Tourism, 1992). Several things happened to m ake the 
international business - and especially  the British business co m e  alive in the US: 
several con secu tive  se a so n s  o f poor snow  conditions in the Alps en cou raged  
dedicated  skiers to look for other destinations; the currency exch an ge  rate 
im proved, making an Am erican ski holiday m ore competitively priced; and the 
incredible exposu re generated by the World Cham pionships at Vail in 1989 
sh ow ed  off Am erican ski conditions at their finest (Gillen & Best, 1991). M oreover, 
years o f marketing evangelism  from Ski USA, C olorado Ski Country and m ajor US 
destinations like Snowbird and Jackson  Hole began to attract converts.
C anada has reaped huge rewards from its decision  to g o  on the 
offensive and prom ote its skiing on price, with the num ber of Britons skiing there 
now  m ore than 10,000. The w eak Canadian dollar, and direct sch edu led  services, 
have seen  resorts like W histier/Blackcom b, two hours drive north o f Vancouver, 
and Banff/Lake Louise, an hours drive w est of Calgary, increase the num ber of 
British visitors by 100 per cent in two years.
Standards in the US and C anada are incom parably higher than 
Europe, and the attitude of staff is warm and friendly (Hardy, 1994). The root o f this 
is that, with rare exception, each  resort and lift system  is ow ned by on e  com pany. 
Everyone, from the ski-shop attendant to ski instructor, works for the sam e 
organisation with a single corporate identity. By contrast, ownership o f the s lop es  in 
traditional Alpine resorts may be  split betw een a dozen  small farm ers. This m eans 
a w hole range of lift com panies, ski sch oo ls , ski bu ses and other serv ices  all exist 
independently o f each  other in a village usually sp iced  by generations of inter­
family rivalry.
Until recently, Scottish skiing, which began in the early Sixties, had 
grown steadily. There are five Scottish ski centres: in the Nevis range and G len coe  
(w est Scotland); at G lenshee; Cairngorm; and the Lecht in the east. A ccording to 
the Scottish Ski A reas Association, the five resorts have averaged  5 00 ,000  ski- 
days annually over the last ten years and they forecast that this will increase after
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the current investment program m es takes effect. T h ese  include a £20  million 
investment at Cairngorm, £7 million spent on the Nevis R ange area since  1991, 
and European developm ent fund assistance for the Lecht. The Scottish Tourist 
Board, together with other public agen cies , en cou rage the developm ent of skiing in 
the Highlands. In conjunction with AT Mays, the largest Scottish travel agent, a Ski 
Scotland brochure has been  produced for the last two sea son s .
The industry is vital to the Highlands, em ploying up to 3 ,000  peop le  
and injecting m ore than £30  million into the local econ om y  each  year. O perators 
have tackled the problem  of under-investment but the vagaries o f the w eather 
remain, with som e  now fearing that global warming threatens the future of the 
entire industry (Arlidge, 1996).
A s for the rest o f the world, many of the resorts in Chile, Argentina, 
Japan, New Zealand and even  Australia have a strong curiosity value and 
com pelling scen ery  but som etim es little in the way of challenging skiing (W ilson,
1996). It is relatively ea sy  to book  a skiing holiday to these countries, and som e  
operators are even  offering skiing trips to unusual destinations like India and 
Alaska. H owever, betw een them they com prise a very small percen tage of the total 
skiing market.
In retrospect, the trends in destination preferences for British skiers 
sen d s  out confusing m essa g es . On the on e  hand, there is a huge increase in the 
num bers travelling to Italy b eca u se  o f price. On the other, it is significant that the 
m ore expen sive  and tim e-consum ing skiing holidays to North Am erica should be 
s o  buoyant. It would appear that many peop le  are taking a fresh look at what they 
want from a skiing holiday, but overall they are seeking value for m oney.
5. S u p p ly  S tru ctu re  a n d  th e  L e a d in g  O p e ra to rs
O ne subject guaranteed to spark off a lively debate am ong ski tour 
operators is the size of the ski market, and their respective share of this market. 
W hen launching their industry overview , Crystal Holidays sought to im prove on 
Stats MR and Mintel figures, by including the smaller operators and the 
independent sector. They divided the market into three sectors: tour operator 
business, which generated sa les  o f 475 ,000  in the sea son  1996/97; independent 
skiers at around 205 ,000 ; and sch oo ls  at 150,000. The report (Crystal Holidays,
1997) a lso sh ow s (perhaps not surprisingly) Crystal as the clear market leader with 
a 2 3 .7 %  market share (s e e  Table 1.6).
T a b le  1 .6 : T o ta l T o u r  O p e ra to r  M arket 9 6 /9 7  (C ry sta l H o lid a y s ,1 9 9 7 )
O p e r a t o r P a s s e n g e r s M arket
Crystal 112 ,500 23 .7
Ingham s 95,000 20.0
First C h oice 77 ,000 16.2
T h om son 56,500 11.9
N ielson 39,500 8.3
Airtours 34 ,000 7.1
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O th e rs 60 ,5 0 0 12 .8
Both First C h oice  and T hom son have contested  the report’s  findings, 
but it is clear from statistics that independent and direct bookings have increased at 
a m uch faster rate than tour operator bookings through travel agents. It is estim ated 
that around 7 0%  of the market book  through an operator and 3 0%  travel 
independently (Mintel, 1996). T o support the growing independent market, the ferry 
com p a n ies  have launched ail-inclusive ski-drive packages, and the Channel 
Tunnel has provided a boost to the self-drive independent market for skiing 
holidays. Continued im provem ents to the European m otorway network now  allow 
ea sy  travel to within the last few  miles of major resorts in France, Switzerland and 
Austria. The channel tunnel has a lso increased the popularity o f snow-trains, and 
the co a ch  market is now  virtually non-existent.
It is not just this growing trend in independent bookings that has 
affected  the industry’s  200  tour operators. S ince the start of the 1990s they have 
had to deal with the impact of the recession  on skiing holidays, poor w eather 
conditions adding to the trend towards later booking, and the devaluation of 
Sterling, which has forced  operators to increase prices. In an attempt to stimulate 
dem and, tour operators have introduced snow  guarantees, new  destinations, early 
booking incentives and m ore flights from regional airports. H ow ever, th ese  m oves 
have increased their costs  and had only a limited effect on stimulating the market. 
The result has been  heavy discounting and the production of s e co n d  and even  
third brochures with reduced rates. C onsequently, margins and profitability have 
been  extrem ely low (Mintel, 1994). H owever, the signs are that sa les  for the 
1997/98  se a so n  will be  much im proved.
O perators can be  categorised  according to destination: the 
mainstream carriers like Crystal and Thom son w ho g o  everyw here; sm aller firms 
like Mark W arner and Club Med which have resorts in several countries; those 
specialising in on e  country or region like Meriski and Ski Verbier; specialists in on e  
or two resorts such  as Finlays and P eak Ski; and the ‘boutique’ operators, w ho 
focu s  on a single market. Small firms specialising in everything from children to 
cross-country  to Christian holidays continue to challenge the mainstream 
operators. The ski business resem bles the long haul market in that while it is well 
served  by the major operators, there is still room, and a need, for so m e  highly- 
specia lised  com pan ies. The wintersports specialists cover a range of products, 
from single destinations and small chalet accom m odation , to catering for the skills 
asp ect o f skiing. This includes tuition in pow der skiing, race training and bump 
skiing. Most of these com pan ies m ake no pretence at offering low -cost holidays.
It is difficult to calculate the proportion of operators ’ advertising spend 
on skiing products, b eca u se  the published data refers to an overall holiday 
advertising spend. Skiing holiday advertising, how ever, can be  found in the quality 
Sunday new spapers from around N ovem ber through to March. The Sunday Tim es 
claim s to attract 345 ,000  of the estim ated 1.5 million British skiers, com pared  with
250 ,000  w ho read The Mail on Sunday and 211 ,000  The Daily Telegraph. T h ese  
figures w ere based  on a Target Group Index survey on the 12 m onths to 
S eptem ber 1995.
The sport is a lso  widely covered  by the media. BBC’s Ski Sunday has 
been  running for alm ost twenty years and averages 3 million view ers, despite
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growing com petition from Eurosport. The spectacular mountain scen ery  and the 
occasion a l crash attract the audience, and the them e tune - ‘P op  Looks Bach' by 
Fontaine - is widely thought to be the m ost stirring in televised sport. The 
program m e d o e s  not try to blind view ers with ski scien ce , and form er presenter 
David Vine has never skied.
Specialist m agazines a lso cover skiing, the m ost popular of th ese  
being the The G ood  Ski Guide, Ski and Snow board, the Daily Mail Ski M agazine 
and Ski Special. Furthermore, there are several annual ski exhibitions around the 
country, the biggest being the Daily Mail Ski Show  at Olympia in London.
Distribution
A num ber of different purchase channels are available to skiers in the 
UK. In addition to retail travel agents, ski holidays can be book ed  directly through 
the tour operators, or ‘do-it-yourself p ack ages  can be assem bled  by making 
arrangem ents direct with accom m odation  suppliers in resort. The distribution 
channel used varies according to a num ber of factors, including skill level, 
destination and incom e (Richards, 1995). In general, the less experien ced  the 
skier, the m ore likely they are to use retail travel agents (s e e  Table 1.7). This is 
b e ca u se  booking direct with tour operators or resort-based suppliers generally 
requires m ore product know ledge on the part of the consum er than using a travel 
agent.
T a b le  1 .7 : D istr ibu tion  C h a n n e l U se d  b y  L evel o f  S k ier  
( R i c h a r d s , 1 9 9 5 )
H o lid a y  p u r c h a s e d  th r o u g h %  R e s p o n d e n t s
A d v a n c e d I n te r m e d ia te B e g in n e r s
Travel agent 41 51 66
Direct from tour operator 33 29 17
M ade own travel arrangem ents 2 6 20 17
Total 100 100 100
Despite the fact that 6 0 -65 %  of ail skiing holidays are b ook ed  through 
a travel agent (Mintel, 1996), the growing vertical integration in the travel trade has 
m ade it increasingly difficult for smaller operators to get g ood  racking sp a ce  in the 
larger multiples and this has led to m ore direct selling. Tour operators that deal 
direct with the public tend to be  smaller, specialist com panies w ho sell only skiing 
holidays. Although th ese  com pan ies sa ve  the cost of the travel-agency 
com m ission , they tend to sell m ore exclusive, up-market holidays than the larger 
com pan ies, and the average holiday price is therefore higher. The exception  to this 
pattern is found in com pan ies selling ski holidays to sch ool parties, w ho a lso often 
sell direct, but sell low-priced group tours (Richards, 1995).
The brochure is still the m ost powerful marketing tool for the large 
operators. For exam ple, the 1997/98 Crystal Holidays ski brochure is 388  p a g es
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long, with prices leading in at £175 for on e-w eek s self-catering in the P yrenees.
The brochure a lso contains three new  destinations - Finnish Lapland, G eorgia  and 
Slovakia. Traditionally brochures ca m e out in the early Sum m er, but m ore and 
m ore operators are producing preview brochures to en cou rage skiers to book  
early. Stats MR figures reveal that at the end o f March 1997, 25 ,000  clients had 
book ed  a ski holiday for the following sea son , representing a three-fold increase 
over the previous year. S om e  operators have tried dedicated snow boarding 
brochures, but these have been  unsuccessfu l. For exam ple, the Inghams 
program m e, called T h e  E d ge ’ , has been  dropped for 1997/98 and incorporated 
into the core  brochure to increase its racking.
The trend towards late booking could benefit the travel agent, but an 
increasing num ber of bookings are m ade via teletext, and it will not b e  long before 
skiing holidays are being sold through the Internet. Richards (1995) in his survey of 
100 UK travel agents, found that an appreciable information gap exists betw een 
retail travel agents and potential ski-products purchasers. This information 
deficiency on the part o f the retailer leads to experienced  skiers finding alternative 
purchase channels for ski products. As experienced  skiers a lso tend to be  th ose  
with higher incom es and levels o f ski-holiday consum ption, the resulting loss to 
agents o f potential revenue is likely to b e  much greater.
Richards believes that while it may be  difficult for travel agents to m eet 
the information n eed s  of an increasingly dem anding clientele, there is room for ‘n o­
frills’ products, even  at the top end of the market. The major growth area in the 
European tour operating industry is ‘part p a ck a g es ’ - individual holiday elem ents, 
such as airline seats or hotel beds, which allow the tourist to a ssem ble  their own 
holiday. The current research indicates that a high proportion o f skilled con su m ers 
are assem bling their own ski holidays, using their own extensive product 
know ledge. For th ose on high incom es, creating such holidays can  involve high 
opportunity costs  com pared  with buying a package through a travel agent. If agents 
can learn to use the new potential o f Com puter Reservation System s (C R S) and 
the Internet, they can tap a lucrative new market.
Many destinations are creating their own hom e p a g es  on the Internet. 
Steam boat, C olorado for exam ple, has a W eb  site with over 200  p a g es  of 
information and pictures o f the resort (N elson, 1997). C onversions from Internet to 
sa les  are don e  on the phone w here the resort get the credit card information. To 
sa v e  paperw ork and aid in making reservations, Steam boat have d eve lop ed  a 
‘Book-it’ form that guests fill out and send  by e-mail.
In the UK, Virgin Holidays have started selling the first ever “Ski-D 
R om ”, claim ed to be  Britains first interactive holiday brochure (Travel Marketing,
1996). The disc, which costs  clients £10, is a techno-guide to ski holidays in 
California, New England and Utah, as featured by the tour operator. The d isc 
includes v id eos  o f resort areas, with ‘virtual’ helicopter tours o f three of them, 
interactive ski trail m aps, as well a s  a variety o f puzzles and gam es.
6. T h e  C o n s u m e r
In spite of the relative lack of dom estic skiing in the UK, the total ski 
market consists of about 7.5 million peop le  w ho have skied at so m e  time, o f whom
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3.75  million have skied in the past five years (Mintel, 1994). Included in this total is 
a  relatively small but important group of frequent, committed skiers. The Mintel 
report a lso  indicates that the num ber of regular skiers grew  by 5 %  betw een 1985 
and 1992, and in addition, ski club m em bership in the UK grew  from 51 ,000  in 
1983 to 71 ,000  in 1990 (Sports Council, 1991). Mintel’s latest survey (1996) went 
into frequency of skiing in som e  depth in order to isolate and profile the regular 
skier. They found that 2%  of adults had been  skiing five times or m ore betw een 
1990 and 1995. This is the core  market o f 1 million regular skiers, although the ski 
industry often u ses  a broader figure of 1.5 million active skiers as its yardstick. The 
15-19 a g e  group are twice as likely to be  regular skiers reflecting the recent growth 
o f the youthful snow board market. In fact, British skiers are very youthful in 
com parison  to the profile o f skiers in m ost continental European nationalities. The 
statistics for UK skiers a lso show  that 9 1%  of AB C s over 55 have never skied. 
Skiing is therefore a m odern as well a s  a youthful and so c io e co n o m ic  group- 
related pastime.
In 1993 and 1996 the type of consum er w ho had ever skied w as 
predom inately m ale, aged  betw een 15-34 years and from the ABC so c io e co n o m ic  
groups. Mintel believe that this confirm s the notion that skiing is an up market 
young m an’s  sport, requiring a spirit of adventure, youth and energy and d egree  of 
wealth. The type of adult o f th ose ever having skied in 1989, w as similar, but while 
num bers w ere equally m atched betw een the sex es , the a g e  profile w as slightly 
younger and there w as a higher proportion of skiers from the lower so c io e co n o m ic  
groups. The Mintel figures su ggest that in 1989, those ch oosin g  not to ski did s o  
b e ca u se  they preferred to take an alternative form of holiday, while in 1993, the 
recession  had hit th ose  w ho still might have ch osen  a skiing holiday if they could 
afford on e. It appears that by 1993 skiing had b ecom e  much less o f a m ass-m arket 
activity, and this pattern has remained to this day. Only the m ost com m itted to the 
sport have continued to take skiing holidays.
Other surveys have attempted to understand the m ake-up of the 
British skier. A 1990 Sports Marketing survey found that 63%  of skiers w ere in the 
ABC categories  - professional, senior and junior m anagem ent - and that skiers 
tended to be  m ore sporty than the average individual, with 80%  playing at least 
on e  other sport on a regular basis (Greer, 1990). More men than w om en favoured 
skiing holidays in 1990 and tended to be o f a higher standard than w om en. The 
average a g e  of skiers w as 29, with 8 0%  under 40. The survey a lso d iscovered  that 
many skiers travel in groups, and it is the group leader who m akes the ch o ice  of 
destination. If not in a group, the main criterion are skier’s  previous experien ce  of a 
resort, and the price.
Precision Marketing (1993), used data from NDL Direct Marketing to 
build a profile of the skiing enthusiast. They say that most indicators point to skiers 
a s affluent people, w ho are drawn from the professional and m anagem ent c la sses . 
They cannot provide an accurate a g e  profile, as the data is con fu sed  by the 
num ber of students and young peop le  living at hom e who co n fe ss  to taking part in 
skiing. H owever, they have used lifestyle indicators to provide a fuller picture of 
how  skiers spend their time when they are not skiing. The m ost outstanding 
pastim e is sailing, close ly  follow ed by tennis and power-boating. Other strong links
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exist betw een  skiing and interests in squash , cycling and health and fitness. A side 
from sporty activities, skiers are likely to b e  partial to theatre-going, g ood  food  and 
w ines, and fine arts and antiques. They are also far more likely to b e  interested in 
stocks and shares or unit trusts, than bingo or doing the pools. Precision Marketing 
a lso reported that skiers are heavily represented in Northern Scotland and South- 
East England.
The fact that skiing is a minority attraction to UK con su m ers m eans 
that the structure of the non-skiing population is just as illuminating as the skiing 
population. It is still the ca s e  that 9 7%  of the C 2D E s aged  over 55 have never 
experien ced  skiing. A m ong the young, affluent consum ers (ABC 15-34s), the 
majority (61% ) have never skied, but a core  enthusiastic group of ABC 15-34s,
12%  of this group, had skied at least three tim es betw een 1990 and 1995.
The 1996 Mintel survey revealed that regionally, London and the 
South had the highest proportion of skiers and also the highest proportion of 
lapsed skiers, illustrating the depth of the recession  in the South East o f England. 
T h ose  least likely to ski w ere from the South W est/W ales and the North W est.
T h ese  findings point to a core  market w h ose  propensity to be  skiers is 
not only related to a g e  but to a com bination of so c ioecon om ic  c la ss  and regional 
factors, and this is elaborated in Table 1.8 with a breakdown of skiing frequency.
T a b le  1 .8 : D e m o g r a p h ic  D eta ils  o f  R e g u la r  S k ie rs  a n d  N o n -s k ie rs ,
1 9 9 5  (M in te l, 1 9 9 6 )
B ase: 2 ,038  adults
1 o r  2 
t im e s
All
%
6
Men 7
W om en 5
15-19 15
2 0 -2 4 10
2 5 -3 4 9
3 5 -4 4 4
4 5 -5 4 4
5 5 -6 4 4
65+ 1
A 11
C1 8
C 2 3
D 3
E 3
3 or N ot in la st N e v e r
m o re 5 y e a r s s k ie d
% % %
5 5 83
5 7 80
4 4 87
10 4 66
6 4 66
8 8 73
3 8 83
1 4 88
2 2 93
* 3 95
8 9 71
7 6 80
3 3 89
* 2 90
- 2 93
2 6
ABC 15-34 16 12 8 61
3 5 -5 4 7 5 8 79
55+ 2 2 4 91
C 2D E  15-34 6 4 5 82
3 5 -5 4 2 1 4 92
55+ 1 - 2 9 7
L ondon 7 5 7 7 8
South 4 5 10 81
Anglia/M idlands 7 3 5 84
South W est/W ales 4 3 3 8 7
Yorkshire/North East 4 3 4 89
North W est 6 4 4 85
S cotlan d 5 5 4 83
Pre-family 13 11 6 67
Family 5 2 7 84
Empty nester/no family 5 4 6 85
Post family/retired 2 - 3 94
* less than 1 %
The bias to the pre-family life cycle  stage am ong frequent skiers is 
basically a function of a g e  in skiing, a s  in other sports, but the transition to family 
stage has resulted in the proportion of frequent skiers falling from 11%  to 2 %  as 
family com m itm ents take hold. In m any European countries w here resorts are 
within driving distance, skiing has developed  m ore as a family pursuit, but the UK 
outbound market is still b iased  to pre-family adults w ho can afford a skiing holiday 
A ccording to the data from Mintel, the arrival o f family responsibilities and 
budgeting redu ces the propensity to go  skiing.
C onsum er interest in skiing can be greatly stimulated by m edia 
cov era g e  of skiing events, such  as th ose  held at the Winter Olym pics in 1992 and 
1996. In addition, a s  su ggested  previously, the BBC’s Ski Sunday has proved 
popular, a s  has specialist and national press coverage  of the sport. Table 1.9 
draws upon Mintel data (1994) to exam ine the dem ographic profile o f th ose  m ost 
interested in m edia cov era g e  of the sport.
T a b le  1 .9 : C o n s u m e r  In terest in S k iin g , 1993 
(M in te l, 1 9 9 4 )
B ase: 25 ,832  adults
W a tch  o n  TV R e a d  r e p o r ts
%  %
Ail 16.6  1.9
M e n  17 .2  2 .5
2 7
W o m e n 16.1 1.4
15-24 19.4 2.5
2 5 -3 4 19.1 2 .6
3 5 -4 4 17.1 2 .2
4 5 -5 4 17.6 1.8
5 5 -6 4 14.7 1.4
65+ 11.8 1.1
A 23.2 4.1
C1 20 .0 2 .2
C 2 14.2 1.3
D 12.4 1.2
E 11.4 0 .7
£ 3 5 ,0 0 0 28.1 5.5
£ 2 0 ,0 0 0 -£ 3 4 ,9 9 9 23 .0 3.1
£ 1 5 ,0 0 0 -£ 1 9 ,999 20 .9 2 .8
£ 1 1 ,0 0 0 -£ 1 4 ,999 17.7 2 .4
£ 8 ,0 0 0 -£ 1 0 ,9 9 9 16.3 1.4
£ 5 ,0 0 0 -£ 7 ,9 9 9 14.0 1.0
£4 ,999  or less 11.8 1.2
Not stated 11.6 0.9
Television is clearly the preferred medium as it lends itself m ore to the 
excitem ent and action -based  nature of the sport. 16.6%  of con su m ers claim ed to 
watch skiing on the television, com pared  to 1 .9%  w ho claim ed to read reports. Not 
surprisingly, those m ost interested in m edia coverage , w ere th ose  w ho participated 
in the sport, men, those in the 15-34 year old a ge  group, ABs and th ose  in the 
higher h ousehold  incom e brackets.
The notion of skilled consum ption su ggests  that frequent participation 
in order to increase skill levels should be  a prominent feature of activities such as 
skiing. Richards (1995), from a survey of 1415 UK skiers, d iscovered  that advan ced  
skiers take m ore skiing holidays than intermediate-level skiers (s e e  Table 1.10).
T a b le  1 .1 0 : F r e q u e n c y  o f  Ski H o lid a y s  b y  Skill L ev e l (R ic h a r d s ,1 9 9 5 )
F r e q u e n c y  o f  L evel o f  s k ie r
sk i h o lid a y   -
A d v a n c e d  I n te r m e d ia te  B e g in n e r
M ore than a year 68 40 10
1 a year 3 0 55 71
L ess often 2 5 13
Total 100 100 100
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A dvanced-level skiers are alm ost twice as likely as interm ediate-level 
skiers to take multiple ski holidays annually. Frequent participation in ski holidays 
by advan ced  skiers is a lso linked to a high overall level of holiday taking. The 
average  advan ced  skier reported taking three long holidays (four or m ore nights) a 
year, com pared  with a m ean of 2 .5  holidays for intermediate skiers and 2 .3  
holidays a year for beginners. The duration of holiday taken is normally on e  w eek, 
although there has been  an increase in specialist operators offering w eekend 
breaks for skiers with m ore m oney than time. Sw iss Travel Service recently 
reported that w eekend ski breaks of three/four nights show ed  an 8 5%  increase 
year-on-year, while sa les o f holidays of 14 nights or m ore fell by 10%  (Lewis &
Wild, 1995).
Skiing is a lso making a com eb a ck  as an inspirational incentive for 
em p loy ees  (O ’Callaghan, 1996). There are a num ber of specialist com pan ies in 
the market, and even  Crystal has recently launched a specialist incentive division 
to handle group business. The perceived value of such a trip is high as skiing is still 
seen  as  an expensive sport which is out of m ost p eop le ’s  reach.
Factors involved in destination ch o ice  for UK skiers, and a lso  reasons 
for not taking skiing holidays, are d iscu ssed  in Chapter 3.
7. Ski C lo th in g  a n d  E q u ip m en t
The market s ize  for ski clothing and equipm ent and a cce sso r ie s  is 
largely determ ined by the fortunes of the skiing holiday market, s o  sa les  have 
suffered over the last d eca d e . T o som e  extent, ski clothing can double up as winter 
clothing, s o  has had som e  protection against falling sa les, and it has been  the 
equipm ent market that has experienced  the worst effects of the maturing ski 
industry. Table 1.11 illustrates sa les  in the UK market from 1990 to 1994.
T a b le  1 .1 1 : S a le s o f  S k iin g  G o o d s , 1990 /91  an d 1 9 9 3 /9 4
(M in te l, 1 9 9 4 )
1 9 9 0 /9 1 1 9 9 3 /9 4 % c h a n g e
£ m  % £ m  % 1 9 9 0 - 1 9 9 4
Ski clothing 47 .5  62 34 .0  63 -28 .4
Ski equipm ent 7.0 9 4.9 9 -30 .0
Ski boots 7.7 10 5.6 10 -27 .3
A cce s s o r ie s 13.9 18 9.6 18 -30 .9
T o ta l 7 6 .1  1 0 0 5 4 .1  1 0 0 - 2 8 .9
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The w hole market has fallen from £76.1 million in 1990/91 to an 
estim ated £54.1 million in 1993/94, and all sectors have suffered a decline. O ne of 
the reason s for the decline in equipm ent sa les  is the im proved quality of hired 
facilities in European resorts. Many skiers now  prefer to hire equipm ent rather than 
buy their own. It is just a s  ch eap  if co sts  are spread over the lifetime of skis or boots, 
and it avoids the problem s of travelling with skis, as airlines now  charge extra for 
ski carriage. P oor snow  cover in the early 1990s began a trend am ongst th ose  with 
their own equipm ent to replace it far less frequently than in the past.
S a les  o f ski equipm ent includes skis, ski poles and ski bindings and 
m ost o f these are imported from France, Germ any and Italy. For th ese  European 
m anufacturers, sa les  of wintersports gear worldwide have slum ped considerably  
over the last five years, and the large ski manufacturers like R ossignol and 
Salom on have trimmed manufacturing costs  and laid off large num bers of workers. 
Even though snow  cover  has been  adequate in the US and Japan and ski sa les  
have held up there, the strength of European currencies against the dollar and the 
yen presented European manufacturers, which rely heavily on exports to th ese  two 
markets, with a foreign -exchange problem  (se e  Table 1.12).
T a b le  1 .1 2 : W or ld  M arket fo r  D ow n h ill S k is  1989  (F ra se r , 199 0 )
V o lu m e  % V a lu e
Japan 24.1 29 .0
U SA 2 1 .3 21.1
G erm any 12.4 10.5
Sw itzerland 8.1 7.7
France 7.5 6.1
Italy 6.5 6.6
C a n a d a 6.1 5.5
Austria 4.2 4.0
Other countries 9.8 9.6
In the UK the market for skis has fallen dramatically - 7 1%  betw een 
1988/89  and 1993/94 (se e  Table 1.13). An estim ated 13,500 pairs o f skis w ere sold 
in the se a so n  1994/5, com pared  to 8 ,500  snow boards (Balmer, 1995).
T a b le  1 .1 3 : S a le s  o f  Ski E q u ip m e n t , 1 9 8 8 /8 9 -1 9 9 3 /9 4  (M in te l, 1 9 9 4 )
£ m I n d e x %  c h a n g e
1 988 /89 17.0 100
1 9 8 9 /9 0 14.0 82 -18
1990/91 7.0 41 -50
1991 /92 6.8 40 -3
1992 /93 5.7 34 -16
1993 /94  (est) 4.9 29 -14
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S ales of boots in the UK rose to a peak in the 1988/89 sea son , mainly 
ca u sed  by a ch an ge  from traditionally front clipped boots to new  ‘rear-entry’ boots. 
H owever, since  then the market has slum ped and Table 1.14 sh ow s that sa les  of 
ski boots  fell by nearly 4 0%  in five years. The big trend in ski-boot design  in recent 
years has been  aw ay from the rear-entry m odels that accounted  for 8 0%  of all 
sa les  in the late 1980s, back  to conventional three-or four clip front-entry overlap 
shell m odels.
T a b le  1 .1 4 : S a le s  o f  Ski B o o t s  in th e  UK, 1 9 8 8 /8 9 -1 9 9 3 /9 4  (M in tel, 
1 9 9 4 )
£ m I n d e x %  c h a n g e
1 988 /89 9.2 100
1 989 /90 9.0 98 -2
1990/91 7 .7 84 -14
1 991 /92 6.9 75 -10
199 2 /9 3 6.5 71 -6
1 9 9 3 /9 4 5 .6 61 -14
In the past, major com pan ies in the industry kept to their own 
business, but recently the market has b e co m e  much m ore com petitive. Salom on, 
traditionally a boot and binding maker, entered the ski market in 1990 with the 
launch of a prestigious new racing ski. A lso, Rossignol, w ho had always 
concentrated  on making skis, recently bought the Italian ski-boot m aker Lange, and 
soon  after launched a R ossignol boot.
S a les o f ski clothing have been  equally disastrous. The sector had 
en joyed  strong growth rates through the 1980s, as ski anoraks b eca m e  
fashionable street wear. This trend has now  faded and the market plunged by 5 5%  
betw een  1989 and 1994 (se e  Table 1.15).
T a b le  1 .1 5 : S a le s  o f  Ski C lo th in g  in th e  UK, 1 9 8 8 /8 9 -1 9 9 3 /9 4  
(M in te l, 1 9 9 4 )
£ m I n d e x %  c h a n g e
1988 /89 75 100 -
1989 /90 65 87 -13
1990/91 48 64 -26
1 99 1 /9 2 44 59 -8
1 9 9 2 /9 3 4 0 53 -9
1993 /94  (est) 3 4 45 -15
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The major manufacturer for ski clothing in the UK is the departm ent 
store C&A, which sells around 3 5%  of all clothing under its R od eo  brand. The top 
selling independent brand is Nevica, with about 15%  of the market. Other brands 
with m uch sm aller shares include Campari, Lutha, Berghaus, Killy and Head 
(Mintel, 1994). All manufacturers in this market have suffered declining sa les  over 
the last d eca d e .
Due to the mild winters o f the early 1990s, skiers had little n eed  for 
heavy anoraks and windsheaters, and R ossignol even d isposed  of its clothes 
subsidiaries Anoralp and V eleda  (which sells under the Killy brand nam e). Instead 
they are concentrating on high-margin a cce sso r ie s  like g loves, ski-bags, 
sweatshirts and rucksacks. Other manufacturers are relying on the boom ing 
snow boarding market for their business. The ow ners of many Alpine ski sh op s  now  
know that snow boarders account for anything up to 30%  of their winter business. 
Also, m ost o f the real fashion innovations are com ing from com pan ies such  as 
O xbow  and Quicksilver that design clothes primarily for boarders than skiers. S a les 
o f sn ow board s are running at around 10,000 boards a year, and an average 
expenditure of £350 -400  on boards and bindings would m ean that the equipm ent 
market for snow boarding is worth around £4 million.
Skis, too, are increasingly influenced by the snow board  culture in 
term s o f cosm etic design and graphics. The revolutionary Atom ic P ow der Plus (Fat 
B oys) ow e  their origins to the snow board: they w ere invented by an Austrian 
engine driver w ho had studied the way boards cut through the snow . A narrower 
form of pow der ski, the ‘Explosiv’ w as introduced by Volkl a few  years ago, in 
resp on se  to the need  for a ski that provided an acceptab le  com prom ise  betw een 
d eep  sn ow  stability and all round versatility. A ccording to som e  ski writers, the Fat 
B oys have brought pow der skiing within the reach of most intermediate skiers, and 
the A m ericans believe they will have a big influence on the regeneration of their ski 
bu sin ess (Heard, 1996).
in a mature market, the big manufacturers like R ossignol and 
S alom on, are having to p lace  m ore em phasis on technical innovation and 
com petition to im prove their profit margins. In addition to spreading their activities 
a cross  all sectors  o f the ski market, m ost manufacturers are attempting to reduce 
their d ep en d en ce  on skiing by entering less w eather-sensitive sports like golf and 
tennis. R ossignol have experienced  limited s u cc e s s  from their diversification into 
the m anufacture of tennis rackets, and Salom on have only fared a little better from 
their m ove into making golf clubs. With winter sports under a cloud and no bright 
light appearing from sum m er alternatives, som e  analysts are predicting that there 
will have to be  further concentration in the equipm ent and clothing sectors  (Fraser, 
1990).
7. A lte rn a tiv e  W in te r s p o r ts
Ski destinations, and in fact the w hole ski industry, can not afford to 
ignore the active non-skier, w ho still travels to the mountains in the Winter. Williams
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and D ossa  (1990) estim ate that betw een 20 and 30 per cent o f visitors to ski 
centres in C anada do not ski. An analysis of market trends in Europe su ggests  that 
similarly, an increasing proportion o f th ose  w ho take winter sports holidays on a 
regular basis d o  not ski at all. The respective share am ong the French, for exam ple, 
is estim ated as high as 4 0%  (Cockerell, 1994). Even those w ho d o  ski are, 
reportedly, skiing for few er hours every day on average than in the past. W ickers 
(1994) su ggests  that on e  in eight visitors to Zermatt, one of Switzerland’s  top ski 
resorts, d o e s  not ski.
Many resorts have m ade significant capital investm ents into providing 
alternative activities (Row an, 1989), and these days active non-skiers will find an 
increasing m enu of substitute sports facilities, including heated pools, mini-gyms, 
sau n as and solariums. M ost Alpine ski resorts have d eveloped  such  a w ide range 
of sports and activities to attract sum m er holiday-makers, but the facilities are 
increasingly used in the winter months. Vail in C olorado have created  Adventure 
Ridge, a four-acre com plex  at the 10,350-foot level of Vail Mountain, alive with 
m usic, and featuring a wide ch o ice  o f restaurants and a great range of activities 
(Best, 1997). G uest surveys had indicated a lack of evening activities, s o  Adventure 
R idge w as developed , and crow ds often e x ce e d  2 ,000 per night. The outdoor 
activities range from the high-energy - like snow boarding, ice-skating, and the 
latest craze  ‘snow tubing’ - to the m ore passive, like a moonlight snow m obile  ride.
Many ski brochures now  provide detailed information about facilities 
such  as tennis halls, snow  rafting, skating rinks, horse riding, go-karting, 
tobogganing, curling and hot-air ballooning, that individual resorts m ay offer. In 
Zermatt for exam ple, the 12.5%  of visitors w ho ch o o s e  not to ski, can select from 
38  mountain restaurants served by cab le  car, chair lift or funicular. The resort has 
30 kilometres o f footpaths, sleigh rides along the car-free streets, 15 indoor pools, a 
curling hall, ice rink, indoor golf, and language cou rses.
Specialist p ack ages now  cater for those wishing to take winter 
walking w eeks in the Alps, ride the Cresta Run (bobsleighing) in St Moritz, 
toboggan  in St. Anton, or ride a snow m obile (or ‘sk idoo ’) in Finland. In addition, 
there is a lso  the possibility to g o  ice climbing, ice driving, play ice golf, and even  
build igloos. A lso, ‘Telem arking’ appears to be making a com eb a ck . The telemark 
turn, design ed  to be  executed  in a loose -h ee led  binding, worn with light-weight 
boots  and skis that are com fortable walking uphill and on the flat, has co m e  into its 
own again. The old-fashioned skiing technique that takes its nam e from the 
province of Telem ark in south-eastern Norway is taught by ski s ch o o ls  throughout 
Scandinavia. Instructors in m any Alpine resorts and in North Am erica teach  it too.
S n ow boa rd in g
The sport that is having the greatest impact on the ski industry is 
snow boarding, which is now  probably the biggest winter sport in the US, and its 
popularity in Europe is burgeoning (Balmer, 1995). Amazingly there is no single 
body  which com piles statistics on skiing and snow boarding a cross  Europe. 
Apparently there are 4 million snow boarders worldwide (N ew som , 1996). In the 
US, the National Ski A ssociation in conjunction with Ski Industries Am erica has 
been  plotting the snow board increase carefully. The US has so m e  2 million 
snow board ers com pared  to 5 million cross-country skiers and 10 million alpine
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skiers. Therefore, in m any US resorts, snow boarding represents 2 0 %  of lift ticket 
sa les. At the C olorado resort o f Steam boat, a new  experimental snow board  park 
called Dude Ranch has been  so  su ccessfu l it will be  joined by three other similar 
parks in time for next sea son  (Heard, 1996). According to Spring (1996), the 
percen tage o f Am erican peop le  visiting ski destinations w ho say  they snow board  
increased  in 1996/97 to 27%  of the population, up from 15%  on the previous 
sea son , and from 9%  the sea son  before. However, he su ggests  that in general, 
m any resorts are reluctant to consider the sport a s  an opportunity to increase traffic 
and revenues. D eer Valley and Alta in Utah and T aos in New M exico still outlaw 
snow boarders, and in Japan, snow boarders are banned from 7 5 %  o f resorts. 
Ironically, snow boarding w as included in the recent Winter Olym pics, held in 
N agano, Japan. In Europe, snow boarding is increasing at a slow er p a ce  than in 
North Am erica, and in France boarders make up only 9%  of mountain users 
(Hardy, 1997).
The snow board boom , which has had a greater impact on young 
people, has ca u sed  the ski industry to a s s e s s  its effect on the market. O ne of the 
disadvantages of skiing is that it is technically dem anding at a high level of 
perform ance. Unless they start at a very young age, the average recreational skier 
taking an annual tw o-w eek  holiday, cannot develop  the skills n ecessa ry  to ski 
steep  fast runs, big bum ps and d eep  pow der snow . However, a snow boarder (and 
the author writes from experience) can learn to stay upright and turn after on e  
morning, and tackle pow der within a w eek. Such a high learning curve has led to 
m any skiers crossing over to boarding, and figures from Am erica indicate that over 
6 0 %  of boarders have skied before they adopted boarding (Spring, 1997).
It is clear that the growth and impulse for innovation in the winter­
sports business is com ing from snow boarding rather than conventional skiing. 
Projections show  that the proportion of mountain users on snow boarders may 
co m e  to be  greater than that o f conventional skiers within the next 10 to 20 years 
(Scott, 1995), and som e  predict that it could account for a third o f winter sports 
holidays within a few  years (Heard, 1995). F aced  with the inevitable rise of 
snow boarding, both skiers in general, and resort authorities in particular, are 
increasingly conciliatory tow ards snow boarders and their n eeds. It is now  generally 
agreed  in Europe that adherents of the two disciplines must co-ex ist on the sam e 
s lop es . T h ose  that believe that snow boarders should be  confined to particular 
mountains or pistes (s e e  Bray, 1995), are now  a minority. R esorts that practise such 
discrimination - m ost o f them in Am erica - are starting to notice problem s in 
attracting family business. Many resorts in Europe, especially France, Switzerland 
and Austria, are making a special effort to attract families with snow boarding 
children, by building special snow board  parks, com plete with half-pipe jum ps.
Many ski sch oo ls  now  have special snow boarding section s to m ake 
sure they do  not lose  custom  to som e  of the newly form ed snow board  sch oo ls , and 
an increasing num ber of potential instructors are studying to gain qualifications to 
teach  snow boarding as well as skiing. It w as m entioned in the previous section  on 
equipm ent and clothing that m ost o f the design and fashion innovations are heavily 
influenced by the snow board culture, and tour operators are a lso starting to 
harness the potential of the snow boarding growth. Many are changing the 
em phasis of their marketing and the range of accom m odation . Crystal Holidays 
w ere the first major operator to produce a brochure directed at snow boarders. They
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feature a range of dedicated  accom m odation , tuition and equipm ent-hire 
p a ck ages . Inghams have a com bination ski/snow board product in four Austrian 
resorts, w here beginners can try both disciplines and decide  which is for them. 
T hom son  have just expanded  their snow boarding with six specia lly -ch osen  resorts 
offering ‘Freeriders’ , a snow board guiding service. They have learn to ride 
p a ck ag es  at another thirteen snow board centres. Finally, Panoram a have an 
em phasis on snow board  throughout their dedicated  Snow board brochure, with 
specia l Snow board cam ps. In 1997 they introduced the con cep t of Switch Packs, 
allowing skiers and snow boarders to switch betw een equipm ent for the different 
sports for a cost of £57  for six days.
H owever, so m e  operators and many downhill skiers continue to sn eer 
at snow boarding as a passing fad, as inconsequential as the m ono-ski. They 
ignore its popularity at their peril. Increasingly downhillers are crossing  over 
betw een  the two disciplines. The ev id en ce  presented above  su g g ests  significant 
growth. A lso an estim ated 30 ,000  p eop le  attended the Switzerland Snow board 
C up in N ovem ber 1995, an inaugural event which ran to a packed  C ovent Garden 
Plaza, and attracted major sponsorsh ip  from ‘Sw atch ’ . And in Britain last sea son  
so m e  13,500 pairs o f skis w ere sold and 10,000 snow boards. Significant sa les  for 
a fad!
9 . E n v iro n m e n ta l C o n c e r n s
A major deterrent to the further developm ent of the ski market has 
em erged  over the last d eca d e , in the form of growing environmental con cern s 
about human and traffic con gestion  in the mountains and the intensive use  of 
natural resou rces  by skiers. S ager (1996) believes that environm ental aw aren ess, 
how ever perceived , will have the greatest impact on skiing in our lifetimes, 
especially  in the Alps. The Alps account for on e  quarter of the world’s total tourism 
revenue. An estim ated 100 million p eop le  visit the Alps each  year, and with them 
have co m e  the problem s of pollution and erosion  (H udson, 1995). Despite its 
apparent strength, the Alpine environment supports a very fragile eco -system . Any 
human impact is felt twice as strongly there than down in the valleys. Destruction 
has been  ca u sed  by deforestation and altering the use of traditional Alpine land for 
construction o f dam s, skiing facilities and hotels and by the dumping o f w aste 
which has polluted nearby lakes. Though tourism has saved  w hole facets  o f Alpine 
culture and e con om y  since  the last century, death by tourism and over­
developm ent is on e  of the major threats hanging over the Alps.
The continual use of the sam e location and the sam e runs, together 
with the pressure to expand the skiing areas has bought skiers and 
conservationists into conflict. Unfortunately there is no way of com pensating for the 
d am age d on e  on the ski s lop es, and it is often permanent rather than tem porary. In 
the long term, the fa ce  of the landscape ch a n ges  and the w hole ecosy stem  is 
altered. It is not just a matter o f physical destruction such as erosion, deforestation 
and the d isappearance of rare habitats. There are also the problem s created  by 
building ski lifts and cab le  cars, building new  roads to allow c o a c h e s  up the 
mountains, artificial snow , avalanche fen ces , car pollution and litter.
There is a growing view  that the landscapes of the western Alps in
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France, Switzerland and Austria are under serious threat from tourism, especially  
the developm ent of higher resorts. The growing tendency for the alpine pastures, 
and pistes with them, to deteriorate could be attributed to the loss o f peasant 
farming which traditionally has maintained the ecolog ica l balance and 
conservation  of the natural beauty o f the Alps. The very important mutual links 
betw een land use, forestry, lan dscapes and tourism can only be  maintained if the 
p eop le  w ho m anage the landscape, the peasant farmers, are en cou raged  to 
remain in the mountains (May, 1995).
Statistics docum enting the tide of vacationers flooding into the Alps 
m ask significant regional variations in the structure of the tourism industry and 
variations in econ om ic im portance. The statistics also obscu re  d ifferences in 
cultural values and political organisations that determine the actions of 
governm ents and host populations (Barker, 1994). In the French Alps, over the last 
30 years, the regional e con om ic  developm ent policy o f the central governm ent has 
resulted in the construction of urban-style ski stations with high bed  capacities. The 
Tarentaise for exam ple has a quarter o f a million bed s and the m ost d en se  
concentration of ski lifts in the world. Such stations are physically, econom ically  
and culturally divorced from the farming com m unities in the valleys. Inevitably there 
is a price to pay. The skiing facilities with hotels, lifts, car parks and roads leave a 
network o f im perm eable water surfaces w here water will collect instead of 
gradually draining away.
In Switzerland on the other hand, mountain agriculture and tourism 
have coex isted  in a sym biotic relationship which has been  strengthened by federal 
subsid ies fostering local participation and control. But the issue of responsibility 
tow ards the environm ent is on e  which skiing authorities som etim es seem  reluctant 
to a ccep t (H udson, 1995). S om e are even  unwilling to admit the fact that skiing can  
dam age the environment. E conom ic m otives prevail, and the fear o f losing 
business prevents them from making ch a n ges that could alter the w hole nature of 
the sport.
A 1994 R oper survey on environmental attitudes in the US found that 
public con cern  for the environm ent is very high, and skiers especia lly  are worried 
about the environmental results o f developm ent and growth in the mountains 
(NSAA, 1994). Universal con cern s regarding growth and developm ent such  as 
traffic, adequ acy  of utility infrastructure and effects on air and water quality are now  
beginning to focu s  on ski areas and their impact on surrounding com m unities. If 
skiers are genuinely worried about the environmental im pacts o f developm ent, and 
resorts a ccep t that sustainability is the only way to survive into the next century, 
then the ‘greening ’ o f resorts must b e  the goal. There are several variables that 
contribute towards the effective greening of a destination, and th ese  w ere 
represented in a m odel prop osed  by Hudson (1995). The m odel (s e e  Figure 1.4) 
sh ow ed  the relationships betw een th ese  variables. In his article, H udson d iscu ssed  
each  variable in turn, and then applied the m odel to Verbier, a ski resort in 
Switzerland. He found that this particular resort had a long way to g o  before it could 
claim to be  ‘green ’ .
In a follow  up paper, Hudson (1996), focu sed  on the ‘responsible 
marketing’ part o f his m odel. He adapted a previous m odel put forward by Wight 
(1994) w ho had identified a n eed  for a balance betw een com m itm ent to 
environmentally responsible action and com m itm ent to environmental marketing. In 
H udson ’s  m odel (se e  Figure 1.5), ski destinations were positioned based  on their 
com m itm ent to responsible marketing. The policies of four destinations from 
different countries w ere analysed, and each  took  up a different position on the 
m odel. The French purpose-built resorts have already been  d iscu ssed , and from 
qualitative research in Verbier, Switzerland, the author found that the resorts in 
Switzerland generally, have adopted  sound environment program m es, but have 
failed to com m unicate their purpose and their s u cc e s s  to em p loyees, skiers, the 
general public and the m edia.
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Environmentally Responsib le Action
'G reen ’ ski resort
F ig u re  1 .5 : Ski D estin a tio n  P o s it io n in g  fo r  E n v iron m en ta l A c t iv it ie s  
a n d  E n v iro n m e n ta l M ark etin g  (H u d s o n , 1 9 9 6 )
An exam ple of the com m itm ent towards the environm ent c o m e s  from 
Vail, C olorado, w here an innovative new  program m e, called sk e -co logy , allows 
young skiers the opportunity to learn about wildlife while skiing (N elson, 1995). 
Skiing with instructors w ho have been  trained to present the wildlife information, 
kids stop  at signs along the trails to learn how  animals and trees adapt, and how  
ski areas, in turn, adapt trail designs and tree-cutting to the forest eco -system .
At the Winter O lym pics in 1994, set in Lillehammer, Norway, the 
organisers set out to market the first ‘g reen ’ gam es. Acknow ledging the negative 
im pacts m ajor sporting events can have, the organisers used sport, culture and the 
environm ent as the three pillars that form ed the foundation philosophy of the 
Lillehammer Winter O lym pics. They appointed executives responsible for 
environmental issues and invested extra time and m oney in an attempt to m ake the 
ga m es the first in which the environmental challenge b eca m e an equal partner to 
the high profiles of sport and culture.
H udson con clu ded  that despite growing environmental aw aren ess 
both ski resorts and the skiing public have a long way to g o  before they really 
understand the benefits and necessity  o f sustainable developm ent. Until this
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education is com plete it will difficult for a destination to gain com petitive advantage 
by marketing itself as ‘g reen ’ . Such findings have implications for deve lop ers  and 
resort marketers in the world’s  ski destinations. If they are to se ize  on the latest 
environmental buzz w ords, then they must ensure that their em p loy ees  and 
custom ers understand the meaning of the w ords. It m akes se n se  to use  the fact that 
‘green se lls ’ for marketing purpose, but only when the product labelling con form s 
with both con su m er expectations and industry standards. Lewis and Wild (1995) 
claim that so m e  European resorts have already picked up on the potential 
advan tages of using conservation  (environm ent or tradition) as a selling point, 
appealing to an ever growing num ber o f ‘g reen ’ skiers. H owever, this author found 
little ev id en ce  o f this, and even  in North Am erica, according to the National Ski 
A reas Association, ski resorts that have laudable environmental program m es often 
fail to com m unicate their s u cc e s s  to the con su m er (NSAA, 1994).
Further research is required before any resort con siders developing a 
niche market on the basis of its ‘perce ived ’ greening. Primary research  should be 
used  to investigate the environmental aw aren ess o f skiers from all nationalities. In- 
depth qualitative and quantitative research  m ethods could provide d eep er  insights 
into con su m er perceptions and possib le  future behaviour patterns. If skiers are 
attracted to ‘green ’ products, then the industry must be informed.
10. P r o s p e c t s  fo r  th e  In d u stry
Maturity or Growth?
In North Am erica, and in Europe in so  far as on e  can tell, skiing has 
actually d ecrea sed  in popularity. Latest figures from North Am erica su ggest that 
skiing is still on the decline in that part o f the world. In 1994/95, skier visits w ere 
down approxim ately 3 .6% , dropping to 52 .7  million from 54.6  million, and it 
appears that the num ber of Am erican skiers peaked at 12 million in 1988.
H ow ever there are m ore potential skiers in Am erica today than there 
w ere in the 70s and 8 0s  (Otten & King, 1996). Subjected to the strategic planning 
technique of ‘STE E P ’ analysis - in which on e  considers the social, technical, 
environmental, e con om ic  and political a sp ects  o f the m arketplace - Otten and King 
su ggested  that the ski industry in Am erica is facing several challenges. T h ese  
include an aging core  market of skiers; less time to ski due to the rise in tw o-incom e 
families; rising costs  in technology  required for new lifts and snowm aking 
m achines; m ore and m ore attractive free time and d isposable incom e alternatives 
in the m arketplace; no h eroes in ski industry; minimal m edia co v e ra g e  for skiing; 
only 15%  o f Am ericans have the risk-activity orientation and the financial 
wherewithal to en g a g e  in snow  sports; cost o f operations continues to rise, s o  cost 
o f entry into the sport d o e s  also; skiing is widely perceived to be a sport exclusively 
o f the wealthy - s o  cla ss  issues arise; and finally the potential market may perceive 
skiing a s  harmful to the environment.
On the positive side, the following points w ere m ade in their analysis: 
there is an appeal to risk sports and a bubble o f new potential skiers in the 
pipeline; there is greater interest in travel - and m ore econ om ic strength - am ong 
minorities; there are better, faster lifts meaning greater com fort and m ore skiing for 
the dollar; there are better sn ow  conditions than ever, due to snow m aking and
3 9
groom ing; there are better and m ore effective m eans of reaching the market than 
have been  traditionally em ployed - direct mail, Internet etc; m oney is com paratively 
ch eap  now  for investm ents in skiing; and finally, skiing can be  addictive and many 
families will m ake it fit into their budget.
Similar cha llenges fa ce  the European and the UK ski industry. At the 
first UK National Ski C on feren ce in 1993, a Henley Centre report looked at UK 
leisure trends and the prospects for skiing (Stewart, 1993). From this report there 
appear to b e  eight main trends that will affect the skiing industry over the next 
d eca d e . T h ese  are:
1) A slow , steady econ om ic growth. The Centre’s forecast is for overall GDP 
growth o f 2 .1 %  betw een 1994 and 1998, with growth of 2 %  forecast for con su m er 
spending overall.
2) A m ore cautious con su m er and an em phasis on value for m oney. C onsum er 
con fid en ce  is expected  to remain subdued due to con cern s about job  security, 
negative equity and an indebted society.
3) T o the year 2000, the real incom es of the top 20%  of the population will grow  by 
over 30% , whilst the incom es o f those in the bottom 2 0%  will remain broadly static. 
S o  within the overall backdrop of slower, steadier growth, there remain 
con siderab le  opportunities am ong the higher incom e groups, w ho have greater 
discretion and am ong w hom  holiday spending will be an important priority.
4) An ageing population. There will be  a decline in the num ber of 16-34 year olds 
(about 10% ), but an increase of 12%  in the num bers of 35-44  year olds and a 
corresponding increase in the num ber of children. Also, there will be  a 11%  
increase in the size  of the middle a g e  population of 45-59  year olds. There will 
therefore have to b e  greater em phasis focu sed  on families and th ose  in the post 
family middle a g e  groups over the next d eca d e .
5) A continued fragmentation in household  structure. The main point of interest is 
that the fastest growing household type is the 35-59  year old single person 
household . This su ggests  an important potential niche market for older single 
p eop le .
6) A growth in se con d  holidays and short breaks. This will co m e  about b e ca u se  of 
m ore flexible working patterns, m ore free time, greater annual holiday entitlement 
and an increase in leisure spending. Given the overall im portance attached to 
holidays (it ranks behind only washing m achines and cars as a priority for 
expenditure), the holiday market is expected  to be  on e  of the m ajor beneficiaries of 
the growth in leisure spending forecast to the year 2000.
7) A greater focu s  on activities and a m ore adventurous tourist. This is partly the 
result of the majority being en ga ged  in m ore sedentary occupations as well as the 
impact o f increasing health con sc iou sn ess . A lso, the m ore travel p eop le  undertake, 
the m ore they want to do. They also tend to b e co m e  m ore adventurous and 
confident as their level o f affluence and travel experience increases, and seek  
greater in depen den ce and flexibility. The Henley Centre supported th ese  
assum ptions with a m odel of holidaytaking, which is d iscu ssed  in Chapter 2.
8) M ore safety and environmental con cern s. There are con cern s that skiing is not 
environmentally friendly, and this is a challenge that the industry must confront. 
A lso, despite the increase in activity holidays, peop le  are still worried about the 
safety o f certain sports, and skiing is still perceived as unsafe.
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The UK ski market appears to have now  reached maturity, which 
m eans that although it will continue to form a significant part o f winter holiday sa les  
throughout the rem ainder of the 1990s, it will grow  at a much reduced rate. Lewis 
and Wild (1995) predict that the average rate o f growth over the next five years will 
be  approxim ately 5%  per annum. This forecast is in line with that o f Mintel’s, w ho in 
1996 used the Statgraphics Tim e Series package to forecast the market to 2000. 
H ow ever, their forecast is well below  the figures provided by Crystal Holidays in 
their industry reports of the last two years. Understandably, th ese  are quite bullish, 
but they are the only statistics available at this time. Figures provided by Mintel and 
Crystal are com pared  in Table 1.16.
T a b le  1 .1 6 : M arket S iz e  (a n d  f o r e c a s t s )  fro m  M intei a n d  C rysta l
Y e a r H o lid a y s  (0 0 0 )
C r y s ta l M in te l
1 988 /89 - 710
1 9 8 9 /9 0 - 675
1990/91 - 6 10
1 991 /92 - 635
1 992 /93 7 30 616
1 9 9 3 /9 4 7 47 635
1 994 /95 7 30 625
1 995 /96 7 60 645
1 9 9 6 /9 7 8 30 630 (Estimated)
1 9 9 7 /9 8 - 640 (Estimated)
1 998 /99 - 646 (Estimated)
1 9 9 9 /2 0 0 0 - 663 (Estimated)
S o u r c e :  M intel (1 9 9 4 ,1 9 9 6 ) a n d  C ry sta l H o lid a y s  In d u stry  R e p o r t s
( 1 9 9 5 /9 6 )
S om e segm ents o f the market will grow at a m uch higher rate. It is 
estim ated that that independent ski holidays will increase twice as quickly as the 
general market (Lewis & Wild, 1995). The opening of the channel tunnel and 
im provem ents in European m otorw ays now  allow ea sy  travel to within the last few  
miles of m ajor resorts in France, Switzerland and Austria. A lso, tour operators are 
com ing up with so m e  innovative new  products to cater for the growing segm ents. 
T h ese  include dedicated  program m es for beginners, com preh en sive  arrangem ents 
for families, clinics for advan ced  skiers and the em ergen ce  of the all-inclusive 
holiday.
Attitudes T ow ards Skiing
Current attitudes dictate our perception of the future, a future which 
has not looked encouraging for the skiing industry. E conom ic recession , increasing 
m edia reports o f accidents, global warming and the environmental lobby have all 
taken their toll on the public perception.
The industry shuddered in 1994 when Britain’s  largest tour operator, 
T hom son  drastically curtailed its destination offerings, following remarks from its
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chief executive, Charles Newbold, that skiing w as fading from fashion. H owever, 
the following year, Thom son, reinforced its commitment to the ski business with a 
revam ped program m e and brochure, reintroducing the US and increasing offerings 
to the Alps.
A ccording to m ost city analysts, the recession  is over, and global 
warming is a phenom enon  an increasing num ber of scientists doubt exists at all. 
The last two years have seen  excellent snow  falls in the US and Europe. A ccidents, 
unfortunately will always occu r and be  reported, but the Alps are becom ing as sa fe  
as North Am erica, and many UK operators distribute the FIS Skiers C o d e  to their 
custom ers.
Environmental aw aren ess, how ever perceived, will have the greatest 
impact on skiing in our lifetimes, especially  in the Alps (Sager, 1996). The 
environmental lobby has lowered its vo ice , partly b eca u se  so  m any of its dem ands 
have been  met. The m ost extrem e environmentalist would ban skiing altogether. 
The m ore m oderate are content with their s u cc e s s  in banning helicopter skiing, off- 
piste skiing in the w ood s  and new  lift construction. In the Alps, the only new  lifts for 
the foreseea b le  future will be  replacem ents for exiting installations. O ne future 
answ er to ecolog ica l concern  is to put ski lifts underground. S a a s  F ee, Zermatt, Val 
d ’Isere, T ignes and Les Deux A lpes already have underground funiculars. By 
adopting sound environmental policies, ski resorts, by responding to public 
con cern s, can gain a com petitive advantage by marketing their destinations as 
‘g reen ’ (H udson, 1996). The Austrian village of Lech sets an exam ple for the future 
with its policy o f limiting the maximum num ber of skiers on any day to 14,000.
T ech n o log y
In the near future, the trend in ski lifts is towards large stand-up 
te lecab in es running at twice the sp eed  of normal lifts. H igh-speed chairlifts, 
everyw here in North Am erica, still have yet to appear in large num bers in the Alps. 
Last year, the world’s  first centrally-heated ski-lift w as op en ed  at the Am erican 
resort o f Killington in Vermont. Costing £12  million, skiers in its eight-seat gondola  
cabins are warm ed by hot air from underfloor heaters which keep  the tem perature 
at 50 d egrees . Four ‘VIP’ cabins, costing $20  extra per ride, have reclining seats, 
carpets, drinks-holders and a u d io -cassete  players. And if skiers get hungry in 
S w ed en  and don ’t want to rem ove their skies, there is the world’s  first ski-through 
M cDonalds! The McSki op en ed  in 1996 at the resort of Lindvallen, 260  miles north 
of Stockholm . Skiers simply pull in to a window, as in a drive-through restaurant, 
m ake their order, then take their meal to seats  outside.
In Am erica, w here they have created a culture of p eop le  addicted to 
information, several new  projects are under consideration (Freedm an, 1992). 
T ou ch -screen  terminals at various sites around the mountain will in the future 
provide detailed graphically displayed information on everything from slope  
conditions to the facilities at different types of accom m odation . Autom ated room  
reservation system s will take information from callers via touch-tone phone or 
possib le  v o ice  recognition. And artificial intelligence system s will assist with som e  
of the snow m aking and staffing decision  making. S om e resort operators (Killington 
for exam ple) have issued ‘frequent skier’ cards that can b e  barcod e-scan n ed  at the 
ticket w indow to track and reward repeat business. As a bonus, this type of service 
will provide m ore information than ever on the resort’s  best custom ers.
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With equipm ent, technology is tending towards the futurists, with 
design s for com puterised bindings already in the pipeline, and with future 
im provem ents in materials guaranteed to bring even closer the ideal marriage 
betw een  com fort and perform ance in skis and boots. S om e con fid en ce  in the future 
of skiing stem s from the next generation of skis that have recently entered the 
market (Petrick, 1996). Several marketing buzzw ords have been  used  to describe  
them, including parabolics, super sidecuts, hourglass, d eep  dish, and sh aped  skis. 
Significant quantities o f skis o f this type started being sold last sea son , and they 
prom ise to com pletely take over the market within the next 18 m onths. Shaped  skis 
- the generic term m ost often used to describe these new  designs - simply m ake 
everyon e  a better skier, regardless of ability level, right from the very first run. Both 
the operational and marketing implications of this are profound.
The shaped  skis allow even  intermediate skiers to execu te  tight 
controlled turns with minimum effort. Snow boarders can tackle pow der within a 
w eek, w hereas m ost recreational skiers never will. Unless of cou rse , they try the 
new  wide skis, Fat Boys, which have brought pow der skiing within the reach of 
m ost intermediate skiers. T h ese  innovations ch an ge  the range and ability levels o f 
all recreational skiers. Suddenly the m ost challenging terrain b e c o m e s  a ccess ib le .
A nyone w ho learned to ski on w ood  and wearing leather boots  can  
appreciate the revolution in sp a ce  a g e  material and ski design which has allowed 
the ordinary person to ski better today than Olympic athletes o f only a few  d e ca d e s  
a go . Similar a dvan ces in lightweight, waterproof, breathable fabrics have vastly 
increased creature com fort. Im provem ents in both fields are sure to continue.
Driven by the desire for s u cc e s s  in downhill racing, the skis, the w axes, even  the 
clothing, are fiercely tested.
C h an ges in tech n ology  are a lso likely to influence the w ay skiing 
holidays are purchased.T he Internet - specifically, the easy -to -u se  W orld W ide W eb  
implementation of the Internet - offers a trem endous opportunity for ski operators 
and ski resorts, to adopt closely  targeted marketing. Potential custom ers, using 
softw are called a W eb  brow ser installed on a hom e com puter, can  dial up the 
operators brochure and reservation information, or alternatively, request w eather or 
accom m odation  details from the resort. Having obtained this information, the 
tech n ology  is now  available for custom ers to reserve and pay for a ski package.
It w as m entioned earlier that Virgin have introduced the first ever “Ski-D R om ”, and 
w eb  sites now  transmit live pictures from the ski slopes, so  that skiers can s e e  snow  
conditions in the resort o f their ch oice . The ability to do this on the World W ide W eb  
indicates the enorm ous potential of this global information highway, which is 
affecting all a sp ects  o f life, including travel and tourism. In fact, you can  - if you 
know how  - take a video run on a downhill cou rse , shop  for clothing and 
equipm ent, and ch eck  out resort and sn ow  reports anywhere in the world. It is 
possib le  to brow se through ski m agazines, buy ch eap  flights, rent chalets (having 
first ‘look ed ’ at the bedroom s), and chat live and exch an ge information with other 
skiers and snow boarders anyw here in the world.
O ne o f the biggest cha llenges facing ski resorts is getting inside the 
head of the guest to gather information vital to marketing and budget decision s 
(Newhart, 1997). On-site, intercept-and-quiz chairlift surveys can  be  intrusive, with 
questionable results depending on how  rigorously the survey is controlled. Silver 
Mountain in Idaho use  a new  Point o f View (POV) system . It consists of a small
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metal box  with a key-pad that allows guests to answ er area -specific survey 
questions privately at their own pace . Using such a system , ski resorts can fulfil 
their research ob jectives, with the vendor even  designing and analysing a 
custom ised  survey for each  particular resort.
D estinations
For destinations favoured by British skiers, future prospects  depend 
heavily on their ability to offer a quality service with value for m oney, and on 
exch a n ge  rates. A d eca d e  a g o  a handful of UK skiers crossed  the Atlantic. T oday, it 
is nearer 40,000 , a little under 10%  o f the total UK tour operator ski market.
Britons tend to stay four times as  long and spend five tim es as much 
as the dom estic market (Heard, 1996). This is not only g ood  business for the US 
and C anada, but also for the British travel trade. It is a useful barom eter of the 
health of the ski industry that the m ore expensive and tim e-consum ing ski holiday 
should be  s o  buoyant, and might signal a turnaround in fortunes for a sector that at 
tim es has been  disappointing.
H owever, the rise in popularity of North Am erica and Italy is currency- 
linked. The continuing strength of the pound against the lira, the US dollar and 
particularly the Canadian dollar is leading to forecasts o f boom  sa les  in th ose  
countries. Another area to gain from the pressure on the pound is Andorra. Tucked 
in the P yren ees straddling Spain and France, this tiny principality is traditionally 
seen  a s  a budget, beginner’s  destination. But the ski appeal has been  en h an ced  
by bus links betw een the resorts to allow a much wider range of skiing. This has 
attracted the m ore advan ced  skiers.
Switzerland, Austria and France have struggled to keep  market 
share, and hoteliers and tourist directors in these countries are at last recognising 
the n eed  to be  com petitive and to keep annual increases to a minimum, as well as 
dangling alluring incentives before  tour operators. They range from cut-price 
accom m odation  to free lift p a sses  and ski hire. For exam ple, in 1995 Sw iss tourism 
joined forces  with seven  UK tour operators to prom ote discount dea ls in the 
Jungfrau region.
French resorts and tour operators in the UK have begun to adapt 
them selves, albeit a bit late, to the progressive alterations in the market. The recent 
co llap se  of both the foreign and dom estic markets of France, have highlighted this 
necessity. For exam ple, in 1996, to offset the effects of the strong franc, many 
operators increased their chalet stock  in France, the logic behind this m ove being 
that if m eals, afternoon tea and wine are included in the price, clients will not have 
to spen d  s o  much in resort. A lso, changing market dem ands have been  recogn ised  
by the local ESF (ski sch oo ls ) in resorts, which are looking to diversify into other 
skiing and related activities to broaden their portfolios (Lewis & Wild, 1995). 
Im provem ents in transportation are likely to help the French business. In D ecem ber 
1997 a new  Eurostar service started running from W aterloo International and 
Ashford International, taking over 700 skiers each  w eek  to Bourg St Maurice in the 
heart o f the French Alps.
Austria, which has held prices for the last few  sea son s , is tipped to 
m ake a slight recovery. To win back  market share, they have adopted  aggressive  
marketing policies over the last few  years. Leading the cam paign is T op  Ski 
Austria, a marketing alliance of the country’s  top 18 ski resorts. The main aim of the
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group is to organise activities in se lected  markets that the individual resorts would 
not b e  able to ach ieve them selves. An Austrian W eek  in 1995 in the UK attracted 
both trade and public, the objective being to reinforce the im age of Austria with 
em phasis on atm osphere and apres-ski. Like Switzerland, Austria is still perceived  
as m ore expensive  than France, and positively prohibitive in com parison  with Italy 
and North Am erica.
Serbia is trying to recapture its position on the skiing m ap after five 
years in the w ilderness since the beginning of the war in Bosnia (Bird, 1997). 
T hom son  Holidays, which claim s to be the first UK com pany to reintroduce the 
country, has included the resort of Kapaonik in its 1997/98 ski brochure. The resort, 
accord ing to Thom son, provides g ood  value for beginners and is com parable to the 
other budget ski resorts o f Bulgaria, Rumania and Andorra.
Smaller ski destinations that m ay experience an upturn in British 
visitors are Norway, given a boost by the Lillehammer Olympic G am es, and 
S w eden , which has just m ade a first-time appearance in a major brochure with the 
resort o f Are featured by Crystal Holidays. British skiers are a lso travelling as far as 
the Alaskan resort o f Alyeska, which is J apan ese  ow ned and boast 6 chairs and a 
tram serving over 30 trails. Germ any is likely to remain a minor ski destination for 
the British until it is able to cater for large-scale program m es, which may happen if 
it holds the Winter Olym pics in the next d eca d e . Extending the skiing sea son  into 
the southern hem isphere is likely to appeal (Sager, 1996). The next 50 years 
should s e e  the A ndes, Himalayas and peaks of the Soviet Union open  up 
phenom enal skiing terrain. If resorts in Eastern Europe can overcom e  unreliable 
sn ow  co v e r  (with investment in snow  m achines), disorganised resorts, m ediocre 
food  and night life, and rising prices, then they too, may attract an increasing 
num ber of British skiers.
C o n c lu s io n
T he existing definitions and con cep ts  of tourism provide little 
reference to constraints on tourism, and there is the belief that current definitions of 
tourism are not adequate for marketers, as they have been  derived for the 
econ om ists. The simplistic view of tourist behaviour could be  rejected and replaced 
with a new  understanding of the tourist as a con su m er w ho dem onstrates particular 
actions of behaviour. T h ese  actions involve the needs, motivation, attitudes, values, 
personality and perceptions which all lead to specific preferences for tourism- 
related activities. To carry this argument further, the study of tourist consum er 
behaviour should not only seek  to understand the ch o ice  p rocess  o f tourists, but 
should en deavou r to com prehend the range of constraints preventing non-tourist 
from becom ing tourists.
Greater consideration should also be  given to dem and segm entation 
and activity preferen ces in the analysis of tourism. While writers differ on the 
d eg ree  to which various form s of travel should be  included under tourism, there is a 
growing recognition that tourism constitutes on e  end of a broad leisure spectrum . 
Attempts to classify tourism activities have been  m ade, but few  authors refer to the 
growing area of sports tourism, and it is within this category o f tourism that the 
author be lieves skiing should reside.
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Skiing is no longer the strenuous climb to risky terrain and untouched 
nature, but has evolved  into a m ass touristic undertaking in a highly m echan ised  
ski arena. After periods o f m assive expansion in the 1970s and early 1980s, skiing 
markets began to mature, and by the mid 1980s ski facility supply had in many 
regions outstripped dem and, and m any less w ell-m anaged ski destinations w ere 
experiencing financial difficulties. In response, many ski destinations w ere forced  to 
address both product and market issu es in a m ore businesslike fashion, and there 
began  a m ore tourism -focused approach to ski area developm ent.
The total ski market in the UK consists of about 7 .5  million peop le  w ho 
have skied at som e  time, o f whom  3.75 million have skied in the past five years. 
Skiing has a 4 -5 %  share of the outbound holiday market and a 12%  share of the 
winter holiday market. The skiing market is mature in Europe as well a s  in Japan 
and North Am erica, and will only evolve faster in other areas of the world such  as 
Eastern Europe, Korea and the Southeast. There is even ev id en ce  that skiing 
num bers are dwindling in Europe, and while the average num ber of days skied are 
up, the actual num ber of skiers are down. The ski market has been  fairly flat for five 
or six years with tour operator sa les levelling out at som ew here betw een  400 ,000  
and 440 ,000  - almost exactly w here the market w as a d eca d e  ago. A further 
150 ,000 -200 ,000  skiers m ake their own way to the mountains, and independent 
and direct bookings are increasing at a much faster rate than tour operator 
bookings through travel agents.
The biggest decline has been  felt by the specialist s ch oo ls  ski 
operators. Here there has been  a dramatic fall from as many as 500 ,000  ski 
holidays sold six years a g o  to as few  as 150,000 last sea son , largely a s  a result of 
the 1988 Education Reform  Act with its tough regulations about sch oo l trips. The 
co n se q u e n ce s , if not addressed , could b e  considerable, for it is through sch ool 
trips that many adults acquire their taste for skiing, and there is ev iden ce  to su ggest 
that many sch oo l children consequently  introduce their parents to the sport.
In 1993 and 1996 the type of consum er who had ever skied w as 
predom inately male, aged  betw een 15-34 years and from the ABC so c io e co n o m ic  
groups. The fact that skiing is a minority attraction to UK consum ers m eans that the 
structure of the non-skiing population is just as illuminating as the skiing 
population. It is still the ca s e  that 9 7%  of the C 2D Es aged  over 55 have never 
experien ced  skiing. A m ong the young, affluent consum ers (ABC 15-34s), the 
majority (61% ) have never skied, but a core  enthusiastic group of ABC 15-34s,
12%  of this group, had skied at least three times between 1990 and 1995.
Ski destinations, and in fact the whole ski industry, can not afford to 
ignore the active non-skier, who still travels to the mountains in the winter. An 
analysis o f market trends in Europe su ggests  that similarly, an increasing 
proportion o f those w ho take winter sports holidays on a regular basis do  not ski at 
all. Most Alpine ski resorts have developed  a wide range of sports and activities to 
attract sum m er holiday-m akers, but the facilities are increasingly used in the winter 
months.
The sport that is having the greatest impact on the ski industry is 
snow boarding, which is now probably the biggest winter sport in the US, and its 
popularity in Europe is snowballing. The snow board boom , which has had a 
greater impact on young people, has ca u sed  the ski industry to a s s e s s  its effect on 
the market. It is clear that the growth and impulse for innovation in the winter-sports
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bu sin ess is com ing from snow boarding rather than conventional skiing. Projections 
sh ow  that the proportion of mountain users on snow boards m ay co m e  to be  greater 
than that o f conventional skiers within the next 10 to 20 years. F aced  with the 
inevitable rise o f snow boarding, both ski skiers in general, and resort authorities in 
particular, are increasingly conciliatory towards snow boarders and their n eeds.
A major deterrent to the further developm ent of the ski market has 
em erged  over the last d eca d e , in the form of growing environmental con cern s 
about human and traffic congestion  in the mountains and the intensive use  of 
natural resou rces by skiers. There is the belief that environmental aw aren ess, 
h ow ever perceived , will have the greatest impact on skiing in our lifetimes, 
especia lly  in the Alps. Though tourism has saved  w hole facets o f Alpine culture 
and e con om y  since  the last century, death by tourism and over-developm ent is on e  
of the m ajor threats hanging over the Alps. But the issue of responsibility towards 
the environm ent is on e  which skiing authorities som etim es seem  reluctant to 
a ccept. S om e are even  unwilling to admit the fact that skiing can  d am age the 
environm ent. E conom ic m otives prevail, and the fear of losing business prevents 
them from making ch a n ges that could alter the w hole nature o f the sport. The 
author believes that there is a n eed  for a balance betw een com m itm ent to 
environmentally responsible action and com m itm ent to environmental marketing.
C h an ges in technology  are likely to influence the w ay p eop le  ski, and 
the w ay skiing holidays are purchased. S om e con fiden ce in the future of skiing 
stem s from the next generation of skis that have recently entered the market, and 
the Internet offers a trem endous opportunity for ski operators and ski resorts to 
adopt c lose ly  targeted marketing.
A num ber o f issues have been  raised in this chapter, and it is clear 
that the industry worldwide fa ce s  many challenges in the future, con cern ed  with the 
consum er, the destinations, distribution of the holidays, the environm ent and 
alternative Wintersports. Technically speaking, it is no longer just the ski industry or 
ski business - rather the ski and snow board  industry. In Am erica this is seen  as a 
serious matter o f identity, and is being debated (Ski Area M anagem ent, 1996). The 
SIA in A m erica currently favour the ‘on -sn ow  industry’ , but in Europe, and in this 
thesis, ‘ski’ and ‘skier’ are used as convenient umbrella nouns.
For the UK ski industry to prosper into the next century, a d eep er 
understanding of both skier and non-skier is required. If m ore p eop le  are to b e  
tem pted on to the slopes, then marketing policies o f both destinations and 
operators will have to b e  increasingly aggressive. Much will depen d  on whether or 
not the industry is able to pack age  the product in a less rigid w ay to m eet the 
dem an ds o f the market place, and whether growing environmental con cern s  can 
be  ea sed .
Given a fair econ om ic  climate at hom e, g ood  early sn ow  in resorts 
and no extrem e currency ch a n ges  abroad, the ski business could ach ieve  steady 
growth. But whether it can return to the heyday of the late 1980s is debatable, and 
even  with aggressive  marketing policies, the industry may have to b e  content with 
m odest growth over the next d eca d e . Despite the fact that tourism and sports 
participation continue to increase, the num ber of leisure options available to the 
individual is ever expanding, and ski marketers will fa ce  stiff com petition from 
experien ced  leisure providers over the next d eca d e .
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In a maturing market, an understanding of the constraints to skiing 
can  only help transform latent or potential dem and into existing dem and. The 
Industry n eed s m ore aggressive  marketing policies not just to maintain the loyal 
skiers, but m ore importantly to attract new  on e s  into the market. Such policies must 
b e  based  on sound research, not just the gut feelings of operators, tourist boards 
or resort m anagers. The challenge is to gain a stronger understanding of high 
potential non-skiers, with respect to what factors might heighten their interest and 
willingness to participate in skiing; what constraints have repressed  their previous 
involvem ent; and what incentives and promotional m e ssa g e s  might influence their 
future levels o f skiing. Constraints to participation or purchase are an important, but 
largely ignored asp ect o f the decision  making p rocess  in tourism, s o  before 
providing a review o f constraints research in Chapter 4, the next two chapters 
exam ine the field o f consum er behaviour in tourism, and the application of 
behavioural research in the ski industry worldwide.
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CHAPTER 2
TOURISM AND 
CONSUMER BEHAVIOUR
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C O N S U M E R  B E H A V I O U R  R E L A T E D  T O  T O U R I S M
I n t r o d u c t io n
It is important for marketing m anagers to understand how  internal, 
p sychologica l p ro ce sse s  influence individuals to ch o o s e  a certain holiday 
destination, or a particular type of tourism product. T h ese  internal, psychological 
p ro c e sse s  are known within marketing as a sp ects  o f buyer or con su m er behaviour. 
Behavioural con cep ts  lie at the heart o f marketing theory, and have been  the 
subject o f extensive literature in recent years. The understanding that marketing 
practitioners have of how  con su m ers m ake their product d ecision s influences all 
the subsequent decisions in the marketing process . In fact, effective marketing in 
com petitive conditions is im possible without som e  understanding of buyers’ 
m otivations and decision  p roce sse s . The com pan y that really understands how  
con su m ers will respond to different product features, prices, and advertising 
appeals has a great advantage over its com petitors. As a result, researchers from 
industry and the academ ic world, have studied in depth, the relationship betw een 
marketing stimuli and con su m er response.
C onsum er behaviour as a p rocess  involves the sta ges  of searching 
for, purchasing, using, evaluating, and disposing of products and serv ices. The 
tourist buying decision  is unique in that it is an investment with no tangible rate o f 
return, and the purchase is often prepared and planned through savings m ade over 
a considerab le period of time. C onsum ers, or tourists, are becom in g  m ore 
sophisticated in their behaviour, and s o  research must b e co m e  m ore sophisticated 
to understand and explain this behaviour.
This chapter provides a background to the field o f con su m er 
behaviour and tourism, and divides the area into research relating to the 
motivations of tourists, typologies of tourists and destination ch o ice . This is follow ed 
by a critique of m odels for consum er behaviour in tourism, and a reference to the 
important, but largely ignored segm ent of non-participants and their a ssociated  
constraints.
1. T h e  im p o r ta n c e  o f  c o n s u m e r  b e h a v io u r  in T ou rism
Sinclair and Stabler (1993) classify past research on the tourism 
industry into three main categories: first, descriptions of the industry and its 
operation, m anagem ent and marketing; secon d , the spatial developm ent and 
interactions which characterise the industry on a local, national and international 
sca le ; and third, the effects which result from the developm ent of the industry, 
including econ om ic , socia l, cultural, political and environmental repercussions.
Many tourism texts have been  written from a practitioner’s  point of 
view, discussing the structure and operation of particular sectors  o f the tourism 
industry, suggesting trends and their possib le  co n seq u en ces . Exam ples are 
Burkhart and Medlik (1974), H odgson  (1987), Lundberg (1989) and Holloway 
(1990). Several books com bine the examination of m anagem ent with marketing - 
Hawkins e f a/.(1980), C oop er  et al.(1993), and Witt and Moutinho (1994) are
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exam ples - and there are texts dealing only with marketing that provide a general 
application to tourism. B ooks by Holloway and Plant (1988), Jefferson  and 
Lickorish (1988), Horner and Sw arbrooke (1996), and Middleton (1988) fall into 
this category.
All th ese  books include articles on consum er dem and, as do journals 
such  a s  Tourism M anagem ent, Travel and Tourism Analyst and International 
Tourism Quarterly. However, there is little research on the tourism industry and its 
operation which is analytical in em phasis and there is a general belief that the 
interrelationships betw een the industry, the consum er and the destination have 
been  neglected , largely b e ca u se  m odelling has not been  sufficiently integrated.
M ost authors have attempted to classify the work a ssociated  with 
con su m er dem and. For exam ple, Gilbert (1991), believes that theory regarding 
tourism purchase behaviour falls within on e  or m ore of the following four 
a p p roa ch es :
1) E n e rg ise rs . T h ese  are explained as the fo rces  such as motivation which 
en cou rag e  the tourist to g o  on holiday. Authors well known for their work in this 
area include W ahab (1975), McIntosh and G oeldner (1986), M ayo and Jarvis 
(1981), P log (1974) and Smith (1990).
2) F ilterers. Here dem and is constrained or channelled through econ om ic , 
socio log ica l or psychological factors. W ork by Um and Crom pton (1990) falls into 
this category  and is d iscu ssed  later in this chapter.
3) A ffe c te rs . From learning, attitudes and associations the con su m er will develop  
ideas o f a  destination or organisation, and th ese  affecters will influence the 
con su m er’s  action. The section  on destination ch o ice  in this chapter will look at the 
work o f authors that fall into this category, such as the study of evok ed  sets by 
G oodall and Ashworth (1988).
4) R o le s . In tourism purchase behaviour the m ost important role is that o f family 
m em ber. Many authors have written on this subject, including van Raaij and 
Francken (1984), and Michie (1986).
In this chapter the author has ch osen  to divide the area  o f con su m er 
behaviour in tourism into research relating to: a) motivation of tourists;
b) typologies o f tourists; c) destination ch oice ; and d) m odels o f con su m er 
behaviour in tourism.
2. M otiv a tion  o f  T o u r is ts
Many authors s e e  motivation as a major determinant of the tourist’s  
behaviour. Central to m ost content theories o f motivation is the con cep t o f need . 
N eeds are seen  as the force  which arouse motivated behaviour, and it is assum ed  
that in order to understand human motivation it is necessary  to d iscover what n eed s 
p eop le  have and how  they can be  fulfilled. M aslow in 1943 w as the first w ho 
attempted to d o  this with his n eed  hierarchy theory, now the best known of all 
motivation theories (s e e  Figure 2 .1). M aslow ’s theory w as originally d eve lop ed  in 
the context of his work in the field of clinical psychology, but has b e co m e  widely 
influential in many applied areas such as industrial and organisational psych ology , 
counselling, marketing and tourism. O ne of the main reasons for the popularity of
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M aslow ’s  n eed  hierarchy is probably its simplicity.
F ig u re  2 .1 : M a s lo w ’ s  N e e d  H iera rch y  (M a s io w , 1 9 4 3 )
Physiological n eed s  
Safety n eed s  
Love (socia l) n eed s
Esteem  n eed s
Hunger, thirst, sex , s leep , air, etc.
Freedom  from threat or danger
Feeling of belonging, affection and 
friendship
Self-respect, achievem ent, se lf-con fiden ce , 
reputation, recognition, prestige
N eeds for self-actualisation Self-fulfilment, realising o n e ’s  potential
M asiow argues that if none of the n eed s in the hierarchy w ere 
satisfied, then the low est needs, the physiological on es, would dom inate 
behaviour. If th ese  w ere satisfied, how ever, they would no longer motivate, and the 
individual would m ove up to the next level in the hierarchy, safety n eed s. O n ce  
th ese  w ere satisfied, the individual would m ove up to the next level, continuing to 
work up the hierarchy as the n eed s at each  level w ere satisfied.
M aslow ’s n eed  hierarchy has received little clear or consistent 
support from the research evidence. S om e of M aslow ’s propositions are totally 
rejected, while others receive mixed and questionable support. Witt and Wright 
(1992) criticise the theory for not including several important n eeds, perhaps 
b e ca u se  they do  not fit conveniently into M asiow ’s hierarchical framework. Such 
n eed s  are dom inance, abasem ent, play and aggression . They prefer Murray’s 
(1938) classification sch em e, suggesting that from the point o f view  of tourist 
motivation it provides a much m ore com prehensive list o f human n eed s  that could 
influence tourist behaviour. Murray identified a total of 14 physiological and 30 
psychological n eeds, from which it is possib le  to identify factors which could 
influence a potential tourist to prefer or avoid a particular holiday, H ow ever due to 
its com plexity, Murray’s  work is not a s  ea sy  to apply as  M aslow ’s  hierarchy, and 
has therefore not been  adopted by tourism researchers.
Other attempts to explain tourist motivation have sym pathised with 
M aslow ’s  n eed  hierarchy. Mill and Morrison (1985) for exam ple s e e  travel as a 
n eed  or want satisfier, and show  how  M aslow ’s need hierarchy ties in with travel 
motivations and the travel literature. Similarly, Dann’s (1977) tourism motivators 
can be linked to M aslow ’s list of n eeds. He argued that there are basically two 
factors in a decision  to travel, the push factors and then the pull factors. The push 
factors are those that m ake you want to travel and the pull factors are th ose  that 
affect w here you travel. In his appraisal o f tourism motivation, Dann prop osed  
seven  ca tegories  o f travel motivation:
1) Travel as a respon se  to what is lacking yet desired. W e live in an anom ic society  
and this, according to Dann, fosters a n eed  in peop le  for social interaction which is
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m issing from the hom e environment.
2) Destination pull in resp on se  to motivational push, already d iscu ssed .
3) Motivation as a fantasy.
4) Motivation as a classified purpose, such  as visiting friends and relatives, or to 
study.
5) Motivational typologies. T ypolog ies will be  studied in depth later in this chapter.
6) Motivation and tourist experiences.
7) Motivation as auto-definition and m eaning, suggesting that the w ay in which 
tourists define their situations will provide a greater understanding of tourist 
motivation than simply observing their behaviour.
Crom pton (1979) agreed  with Dann, a s  far as the idea of push and 
pull m otives w as con cern ed . He identified nine m otives, seven  classified as s o c io - 
p sychologica l or push m otives and two classified as cultural or pull m otives. The 
push m otives w ere: e s ca p e  from a perceived m undane environment; exploration 
and evaluation of self; relaxation; prestige; regression ; enhancem ent o f kinship 
relationships; and facilitation o f social interaction. The pull m otives w ere novelty 
and education. Crompton identified th ese m otives from a series o f in-depth 
interviews with a group of p eop le  and found that the push m otives w ere difficult to 
uncover. He pointed out that peop le  may be  reluctant to give the real reason s for 
travel if th ose  reasons are deeply  personal or intimate.
Mannel and Iso-Ahola (1987), identify two main types of push and pull 
factors, personal and interpersonal. They su ggest that peop le  are motivated to 
travel in order to leave behind the personal or interpersonal problem s of their 
environm ent and to obtain com pensating personal or interpersonal rewards. The 
personal rewards are mainly self-determ ination, se n se  of com p eten ce , challenge, 
learning, exploration and relaxation. The interpersonal rewards arise from social 
interaction (s e e  Figure 2.2).
F ig u re  2 .2 : T h e  E s c a p in g  a n d  S e e k in g  D im e n s io n s  o f  L e isu re  
M o tiv a tio n  (M an n el & I s o -A h o la , 1 9 8 7 )
Seeking Personal Rew ards
S eek in g  
^  Interpersonal 
R ew ards
E scaping Personal Environments 
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E scap in g  
Interpersonal ^  
Environm ents
In a study of con su m er behaviour in relation to the dem and for 
o v ersea s  holidays, Gilbert (1992) su ggests  that there are nine ca tegories  of 
m otivators which en ergise  p eop le  to travel ov ersea s  on holiday: ch a n ge  and 
e s ca p e ; socia l aspects ; weather; rest and relaxation; enjoym ent and adventure; 
activity; geography; culture and gastronom y; and educational. T h ese  he refined 
further into key motivators which form a triad m ade up of reinstaters, pleasurers and 
personal enhancers.
Krippendorf (1987), in an enlightening book  on tourism, s e e s  a 
thread running through all th ese  theories o f tourism motivation. Firstly, travel is 
motivated by ‘going away from ’ rather than ‘going tow ards’ som ething; secon d ly , 
travellers’ m otives and behaviour are markedly self-oriented. The author classifies 
th ese  theories into eight explanations of travel: recuperation and regeneration; 
com pensation  and social integration; e sca p e ; com m unication; freedom  and self- 
determination; self-realisation; happiness; and travel broadening the mind.
Even m ore interesting is the argument betw een Plog (1974  and 1990) 
and Smith (1990). The tourist motivation m odel proposed  by Plog in the 1970s has 
been  on e  of the m ost widely cited. According to Plog, travellers m ay be classified 
along two dim ensions: allocentrism /psychocentrism  and energy. Travellers w ho are 
m ore allocentric are thought to prefer exotic destinations, unstructured vacations 
rather than packaged  tours, and m ore involvement with local cultures. 
P sychocen trics on the other hand, are thought to prefer familiar destinations, 
p ack aged  tours, and ‘touristy’ areas. Later, P log added an energy dim ension which 
d escribes  the desired level o f activity preferred by the tourist; h igh-energy travellers 
prefer high levels of activity while low -energy travellers prefer few er activities.
P log ’s  findings evolved  from syndicated research for airline 
com p an ies  w ho w ere interested in converting non-flyers into flyers (recently the 
airlines have taken to giving a free experimental flight to non-flyers!). He found that 
the majority o f the population w ere neither allocentric nor psychocentric, but 
‘m idcentric’ - som ew h ere in the middle. It has been  argued h ow ever that P log ’s  
theory is difficult to apply as tourists will travel with different motivations on different 
o cca s io n s  (Gilbert, 1991). There are m any holidaymakers w ho will take a winter 
skiing break in an allocentric destination, but will then take their main holiday in a 
psychocentric destination.
In an em phatic article by Smith (1990), P log ’s  theory w as severely  
criticised. The author tested the m odel using data from seven  nations, testing the 
m odel’s  basic hypothesis as well as its applicability to other countries. Smith found 
a strong con sisten cy  in the top five preferred destinations a cross  all three of P log ’s  
personality categories in any given country. A lso respondents in ea ch  nation 
identified betw een 170 and 240  different destinations. Of th ese  destinations, over 
9 5%  failed to exert any differential appeal to different personalities. S o  Smith 
con clu ded  that his test o f the allocentric/psychocentric m odel failed to support the 
hypothesised  association  betw een personality types and destination preferences. 
He even  criticised tourism researchers for relying on untested h ypoth eses for 
explanations about how  the tourist system  works.
Plog (1990), did not a ccep t this criticism lying down. He hit back  at
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Smith in the sam e year, dism issing Smith’s  com parative study on the basis that it 
did not replicate adequately his own m ethodology. He claim ed there w ere several 
reason s contributing to Smith’s  failure to derive positive results, including the use  of 
the wrong variables, the wrong classification system , and the wrong sam ple. He 
even  criticised Smith for not providing an overview  of the theory of allocentrism  and 
psychocentrism .
3. T y p o lo g ie s  o f  T o u r is ts
B esides Plog, other tourism researchers have tried to explain tourist 
recreative behaviour by developing typologies o f tourist roles. M ost are based  on 
empirical data obtained from questionnaires and/or personal interviews.
O ne o f the first - C ohen (1972) - proposed  four classifications of tourists: 1) the 
organ ised  m ass tourist, highly dependent on the ‘environmental bubble ’ 
purchasing all-inclusive tours or p ack age  holidays; 2) the individual m ass tourist, 
w ho is m ore autonom ous and free from the previous group; 3) the explorer, w ho 
se ek s  new  areas but would som etim es opt to step back into com fortable 
accom m odation  etc.; and 4) the drifter, w ho avoids any kind of ‘tourist 
establishm ent’ . C ohen  also introduced a differentiation betw een the 
‘institutionalised’ and ‘non-institutionalised’ form s of tourism. The first two tourist 
roles can  b e  regarded as institutionalised types, a s  they deal with the 
institutionalised tourist system . The latter two tourist roles are categorised  as non ­
institutionalised types, b e ca u se  they do  not depend on the serv ices offered by the 
tourist establishm ent.
Following C ohen , other researchers have d evelop ed  different 
typologies o f tourist roles. Perreault et al.(1977), questioned 2 ,000  h ou seh olds and 
found ev id en ce  of five distinct groups or types of vacation orientation: 1) the budget 
travellers (28% ), w h ose  interests are econom y-oriented ; 2) adventurers (24% ), w ho 
exhibit a relatively low desire for relaxing travel and a relatively high disposition for 
ven tu resom en ess; 3) h om ebod ies (20% ), w ho en joy relaxing travel, but have no 
interest in vacation travel, do not seek  travel information and are not venturesom e;
4) vacationers (7% ), w ho plan ahead m ore, but are undecided about their 
vacations; and 5) m oderates (21% ), w ho have a high predisposition to travel, but 
are not interested in w eekend travel or sports.
A Belgian study in 1986 by W estvlaam s Ekonom isch Studiebureau, 
question ed  3 ,000  adults about their dem ographic and so c io -e co n o m ic  
characteristics and their behaviour and expenditure during their holidays. 
R espon den ts w ere grouped on the basis of a cluster analysis and sev en  clusters 
w ere form ed; the active se a  lovers, the contact-m inded holiday-m akers, the nature 
view ers, the rest-seekers, the d iscoverers, the family-oriented sun and se a  lovers, 
and the traditionalists.
The Gallup Organisation (1989) also attempted to develop  
traveller classifications, based  on interviews with 4 ,000  adults. They found that 
there w ere five distinct groups of travellers, w ho experience travel differently, 
regardless o f their origin, destination or the frequency of their trips. T h ese  five 
groups they called the adventurers, the worriers, the dream ers, the econ om isers
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and the indulgers.
It appears that although the a bov e  typologies represent different 
num bers of types (from four to seven  types of tourist), the sam e characteristics 
appear in each  of the types described : looking for adventure; discovering new 
cultures versus accu stom ed  daily habits; the budget spent on the holiday; the 
im portance attached to nature and authenticity; and seeking relaxation, sun, sand 
and sea . Lowyck et al.(1992) criticise such typologies for this very reason and 
su ggest that it is possib le  to establish a typology of tourists without it being based  
on psychographic research. Thinking only about how the supply side is structured 
is sufficient to develop  a classification.
Lowyck et al. along with Urry (1990) and M acCannel (1976), su ggest 
that there should be  m ore intensive design studies, with increased em phasis on the 
individual and how  peop le  experien ce tourist settings. Lowyck and co llea g u es  a lso 
p rop ose  two alternative form s of typology: on e  developed  in the context of 
personality theory called T h e  Matrix T ypology Approach; and the se co n d  in the 
context o f criminology, called T h e  P rocessual T ypology A pproach ’ , which can  be 
formally transposed to questions of tourism behaviour. Both m ethods call for the 
u se  o f supplem entary psychological approach as well as the m ore classica l s o c io ­
e con om ic  approach  when attempting to understand tourism con su m er behaviour.
Particularly relevant to this thesis, are the results o f research carried 
out by the Henley Centre (Stewart, 1993) on the changing n eed s  and inspirations 
o f UK holidaymakers. A s part of this work they developed  a m odel o f holidaytaking. 
The m odel is built on the empirical observation that as p eop le  b e co m e  m ore 
affluent they tend to travel m ore, and that the experience of travel is cumulative. The 
m ore leisure travel p eop le  undertake the m ore they tend to want to do. They a lso 
tend to b e co m e  m ore adventurous and confident as their level o f affluence and 
travel exp erien ce  increases.
For individual holiday consum ers, the m odel distinguishes betw een 
four different p h a ses  of holidaytaking which are related to levels o f affluence and 
travel experience . In each  phase different destinations b e co m e  m ore or less 
popular, but m ore important is the way in which the underlying motivation for travel 
ch a n g es  a cross  the p h ases and h en ce  the dem and for different types of holiday 
product.
P h ase 1 - The Bubble Travellers: Tourists in this initial phase of international travel 
are characterised by relatively low affluence and low travel experien ce . Their 
motivation for travel to foreign countries is very much on e  of curiosity, and the 
traditional pack age holiday con cep t is an ideal product for con su m ers in this phase. 
T he H enley Centre have borrow ed Urry’s  theory concerning ‘bubble-travel’ (Urry, 
1990), w here the tourist has the opportunity to observe  a foreign culture without 
having to b e co m e  im m ersed in it. This bubble insulates consum ers from the difficult 
a sp ects  of life in a foreign environment and gives them the basic con fid en ce  to 
travel.
P h ase  2 - Idealised E xperience S eekers: C onsum ers in this ph ase  are m ore 
affluent and have a b ase  of ov ersea s  travel experience upon which to draw. With 
this experien ce  co m e s  greater con fiden ce  which manifests itself in a desire for 
m ore adventurous, m ore flexible and m ore individually orientated types of travel. 
They will tend to look further afield in either cultural or geographical term s for their
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holiday destinations.
P h ase  3 - W ide Horizon Travellers: P hase 3 travel marks a further progression  in 
affluence and travel experience. C onsum ers have the con fid en ce  to experim ent 
with and experien ce  a wider range of cultural environm ents both similar and 
dissimilar to their own. Their desire for independence and flexibility m anifests itself 
in m ore individually oriented travel to a wider range of destinations.
P h ase 4 - Total Immersers: Finally consum ers reach a stage which is almost 
beyond  tourism as it is currently understood. Their travel motivation is not on e  of 
wanting to experien ce  an idealised version of a foreign culture, rather it is to 
reproduce the cultural experience of a native of that country; to b e co m e  e x p osed  to 
and fully im m ersed in its language, culture, heritage and patterns of life.
In effect, the m odel is on e  in which increasing experien ce  of leisure 
travel is taken to be a crucial determinant of the dominant type of travel product 
which con su m ers will dem and. Travel from the UK provides obv iou s exam ples of 
such  ‘P h ase  V behaviour in the dominant form of packaged  holiday-taking to Spain 
and other Mediterranean countries. Relatively few  international tourists are 
operating in ‘P hase 4 ’ at the present time, but in the German market in particular 
(which is the m ost advan ce in the world), there are indications that this type of travel 
motivation is beginning to manifest itself in various w ays. The Henley Centre 
hypothesise that by the turn of the century, about half o f British holidaym akers 
abroad will be  ‘P hase 2 ’ , on e  third ‘P hase T  and the rest ‘P hase 3 ’ . This augers 
well for holidays based  around a particular activity such as skiing.
Many of th ese studies o f tourism motivation and typologies, 
particularly P log ’s and C oh en ’s, s e e  a direct link betw een behaviour of individuals 
in their own environm ent and the destinations they ch o o s e  to visit. Other 
researchers have investigated this area in m ore depth.
4. D e s t in a t io n  C h o ic e
Many studies of destination ch o ice  have analysed personal values in 
order to determ ine why con su m ers c h o o s e  a particular destination. Muller (1991), 
d eve lop ed  profiles for various segm en ts in an international tourism market. He 
surveyed US residents planning a pleasure trip to Toronto in 1987. The aim w as to 
dem onstrate the usefu lness of profiling visitor segm ents in such  a w ay that the 
im portance of various tourism destination criteria could be attributed to specific 
value orientations. He believed that va lu e-based  data is easier to obtain than 
lifestyle profiles b e ca u se  a value survey is considerably shorter than a lifestyle 
questionnaire. The approach taken w as to :
a) isolate segm en ts in the market, based  on the importance visitors attach to 
several attributes of a city visit;
b) d eve lop  va lu e-based  profiles o f these segm en ts;
c) a s s e s s  the marketing implications of the value profiles for tourism product 
developm ent and promotional strategies.
Analysis of his survey results produced, by the way of cluster analysis, 
three distinct segm ents. Examination of the value orientations of p eop le  in the three 
tourism segm en ts supported Muller’s  hypothesis that international visitors to
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Canadian cities can be meaningfully segm en ted  by the im portance they attach to 
touristic attributes, and such  segm en ts have distinctive personal value orientations.
Muller con clu ded  that when the consum er is free to ch o o se , personal 
values determ ine the ch o ice  o f vacation destination. H ow ever he d o e s  
ack n ow ledge that there are m ethodological limitations in collecting such  personal 
data. P eop le  are reluctant to assign a low priority to what are obviously su p p osed  
to be  important things in life to many people. Muller su ggests  that a creative 
breakthrough for teasing out real differences in value priorities (for telephone and 
mail surveys) would be  a very w elcom e contribution to va lu e-based  market 
research .
In 1986, Shih reviewed the con cep t of Values and Lifestyles (VALS) 
and the use of VALS as an aid to Pennsylvania’s  tourism market research.
VALS can  be  a useful tool for tourism market research. Lifestyle variables reveal 
som ething beyond dem ographics and are real, meaningful and relevant. Shih 
found that the key VALS segm en ts - belongers, achievers, and the societaily 
co n sc io u s  - provide valuable information about market segm entation, advertising 
co p y  appeals, and m edia selection .
Shih focu sed  on perceptions and im age as determ inants o f 
destination ch o ice . Previous research has show n how perceptions o f tourist 
regions strongly influence the ch o ice  o f vacation destinations (La P age  & Cormier, 
1977). In many ca se s , it is probably the im age of a p lace m ore than the factual 
information that prod u ces a tourist’s decision  on where to travel. Shih’s  study 
attempted to determ ine how residents in the primary market area perceive 
Pennsylvania as  a travel destination. Overall, Pennsylvania received  favourable 
ratings on alm ost all important travel selection  criteria by the key VALS segm ents, 
when it w as com pared  with other states on the prime tourism market region. For 
exam ple, the ‘friendly peop le  factor’ w as rated highly for Pennsylvania by 
belongers, achievers, and societaily con sciou s. The im age of the city perceived  by 
the respondents w as further analysed by examining the d ifferences betw een  m ean 
im portance and m ean perform ance rating on eight primary travel selection  criteria. 
The sm aller the differences, the m ore positive im age of Pennsylvania has ach ieved  
on a  particular travel selection  factor. The beautiful scenery  factor had the sm allest 
difference, while the reasonable price factor had the largest difference.
Um and Crompton (1990) tested the role of attitudes in the pleasure 
travel destination ch o ice  p rocess . Destination ch o ice  has been  con ceptu alised  as 
having two p h ases  (Crom pton, 1977). The first is a generic ph ase which a d d resses  
the fundamental issue of whether or not to have a vacation at all. O n ce  the decision  
in favour of a vacation is m ade, the se con d  phase is con cern ed  with w here to go. 
Um and Crom pton explored the secon d  phase, developing a fram ework of travel 
destination ch o ice  to provide a context for the study (see  Figure 2.3).
The con cep ts  used in the framework w ere described  a s  external 
inputs, internal inputs, or cognitive constructs. External inputs w ere view ed a s  the 
sum  of socia l interactions and marketing com m unications to which a potential 
traveller is exp osed . Internal inputs derived from the sociop sych olog ica l set of a 
potential traveller which includes personal characteristics, m otives, values, and
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attitudes. Cognitive constructs represent an integration of the internal and external 
inputs, into the aw aren ess set of destinations and the evoked  set o f destinations.
The authors used a two stage approach to travel destination ch o ice  
based  on the construct o f this evoked  set. The two stages w ere the evolution of an 
evok ed  set from the aw aren ess set, and destination selection from the evoked  set.
A longitudinal approach w as used to collect survey data from respondents at both 
s ta ges  in their decision  p rocess . Results o f the test su ggested  that attitude w as 
influential in determining whether a potential destination w as se lected  as part o f the 
evok ed  set and in selecting a final destination.
EXTERNAL COGNITIVE INTERNAL INPUTS
INPUTS CONSTRUCTS
5. Destination 
Selection
 Jl
Travel
Destination
F ig u re  2 .3 : A  M od e l o f  th e  P le a s u r e  T ravel D estin a tion  C h o ic e  P r o c e s s  
(U m  & C r o m p to n , 199 0 )
W ood sid e  and Lysonski (1989) a lso presented a m odel o f traveller 
destination and ch oice . The m odel w as built on the work of several propositions 
and research  findings from cognitive and behavioural psychology , marketing, and 
travel and tourism (se e  Figure 2 .4).
The authors tested the m odel with a sm all-scale, cross-section al 
survey using students as respondents. The empirical ev iden ce  supported the basic 
accessibility hypotheses; the service or product that a consum er transfers from 
long-term m em ory into working m em ory in respon se  to aw aren ess is likely to be 
con sidered , and possibly ch osen , for purchase. They con clu ded  therefore that
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tracking target market populations’ aw aren ess and preference of com peting 
destinations should be  recogn ised  as a w ise investment for m easuring market 
perform ance and planning marketing actions. However, longitudinal research, 
using large sam ples of representative non-student populations, is n eed ed  before 
this conclusion  can b e  universally a ccep ted .
F ig u re  2 .4 : G en era l M od e l o f  T rave l L e isu re  D e stin a tio n  A w a r e n e s s  
a n d  C h o ic e  (W o o d s id e  & L y s o n s k i, 198 9 )
P eop le ’s  preference criteria, a s  to their favoured requirem ents relating 
to an o v e rsea s  holiday w ere identified by Gilbert (1992) through Multidimensional 
Scaling. T h ese  criteria w ere positioned on a valency sca le  and related to the 
controllable and uncontrollable a sp ects  o f decision  making. The ideal evok ed  set of 
destinations w as found to be  an average of 5 .22 overseas  areas, and the 
corresponding ch o ice  set with associated  ch o ice  reasons w ere found. Finally the 
decis ion s  m ade by groups prior to departure w ere broken down by im portance of 
group m em ber. The results sh ow ed  that there w as only marginal difference 
betw een  adult m ale and fem ale m em bers regarding different a sp ects  o f ov ersea s  
holiday decision  making, and that children had very little influence.
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The n eed  to study the destination-choice p rocess  has b e co m e  m ore 
important in recent years as a result of the rapid growth of both travel dem and and 
the tourist industry. M ansfeld (1992), in a review of the body of know ledge forming 
the basis o f a theoretical fram ework for tourist destination ch o ice  p ro ce sse s , found 
a lack of a sound theoretical b a se  for the issues involved. The majority o f studies 
have narrowed their research perspective by investigating only tourists’ 
preferen ces and destination-choice behaviour. He believes that they need  to go  
further and exam ine whether similar destination-choice patterns lead to similar 
spatial behaviour am ong th ese  tourists.
Concluding his review, M ansfeld recom m ends that future research in 
this area should incorporate two prevailing research strategies. O ne is the study of 
tourists’ stated preferences; the other is the study of actual ch oice .
5. M o d e ls  o f  C o n s u m e r  B e h a v io u r  in T ou rism
Zaltam and Burger (1975) define a m odel as a simplified but 
organised  and meaningful representation of an actual system  or p rocess . It 
sp ecifies  both the key elem ents in a system  - such as consum er beliefs and 
attitudes, situational factors, and purchasing behaviour - and the relationships 
betw een  th ese  elem ents.The ‘grand m odels ’ of consum er behaviour have been  
utilised or transformed by authors interested in the tourism ch o ice  p rocess . They 
recogn ise  that buyer behaviour m odels are an extrem ely useful tool for planning 
and coordinating research studies.
An early attempt to provide som e  understanding o f tourist purchase 
behaviour w as m ade by W ahab, Cram pon and Rothfield (1976). They 
ackn ow ledge that the holiday purchase is unique in that there is: a) no tangible 
return on investment; b) considerable expenditure in relation to earned incom e; c) 
a purchase that is not spontaneous; and d) an expenditure that involves saving and 
preplanning. The tourist is therefore resigned to a reduction of his reserves and 
ex p ects  no econ om ic  return on his purchase of an intangible satisfaction. They 
stress how ever that this m akes him all the m ore sensitive to being disappointed. He 
will b e  em bittered by anything or anybody w ho shatters his illusion.
They saw  the tourist purchase decision  based  on the sta ges  
presented  in the flow chart beiow  (se e  Figure 2.5). They believed that all decision - 
making g o e s  through the sam e p rocess , which may be instantaneous or take years, 
but which g o e s  through the sam e steps. In order to con qu er buying decisions, 
particularly the repeat buying decision  which builds loyalty, the seller must 
‘a ccom p a n y ’ the buyer through the buying process, and adapt his marketing effort 
to that end.
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F ig u re  2 .5 : T h e  W a h a b , C ra m p o n  a n d  R oth fie ld  M od e l o f  C o n s u m e r  
B e h a v io u r  (1 9 7 6 )
Initial _ ►  C on ceptu al - ►  Fact — ►  Definitions of ^  D esign of
Stim ulus Fram ework Gathering A ssum ptions Alternatives
 ►  Forecast o f— ►  Cost-Benefit of ^  D ecision  O utcom e
C o n s e q u e n c e s  Alternatives
Schm oll (1977) built a m odel based  on the Howard-Sheth (1969) and 
N icosia (1966) m odels o f con su m er behaviour. His m odel w as based  upon the 
following prem ises:
1) T he decision  p rocess  and its eventual outcom e are influenced by four sets  of 
variables: custom er goals, travel opportunities, com m unications effort and 
intervening or independent variables.
2) It is possib le  to identify th ese  sets  of variables and their individual com ponents.
3) The eventual decision  is in fact the result o f a distinct p rocess  involving several 
su cce ss iv e  stages  or phases.
The m odel, (s e e  Figure 2.6) is com p osed  of four fields:
Field 1: External stimuli such as trade publications.
Field 2: Travel n eed s and desires determ ined by personality, s o c io e co n o m ic  
factors, attitudes and values.
Field 3: External variables such  as  con fiden ce  in the travel agent, destination 
im age, previous experience  and cost and time constraints.
Field 4: Destination or service related characteristics that have a bearing on the 
decision  p rocess  and its outcom e.
Schm olPs m odel is descriptive - its purpose is to show  the relevant 
variables and their inter-relationships - but it cannot be quantified. Furthermore, the 
m odel is not a tool for prediction. It cannot serve as as a basis for the forecasting of 
dem and for a given destination or service. The author, how ever, s e e s  real value in 
creating a m odel o f the travel decision  process , and believes it can  be  utilised in 
the following areas:
a) It indicates w here marketing action can be used to influence the decision  
p rocess .
b) It sh ow s which factors have a bearing on travel decisions.
c) It can be used in research planning.
d) The m odel can be used to determ ine the criteria by which target markets of 
specia l interest to a tourism enterprise or destination can be  identified.
Furthermore, Schm oll’s  is the only m odel that pays respect to 
constraints, and their impact on the decision  making process.
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Figure 2.6: The Travel Decision Process: A  model (Schmoli, 1977)
Mayo and Jarvis (1981) believe that individual travel behaviour can 
be explained by the length of the decision process and by the influence of 
psychological factors on their choices. After the decision to leave home has been 
made, other decisions such as where to go and what to do are made utilising 
several different decision-making approaches, ranging from the highly routine to 
the very extensive (see Figure 2.7).
When the traveller uses a routine decision-making approach 
decisions are made quickly and with very little mental effort. At the other end of the 
continuum extensive decision makers will spend considerable time and effort 
seeking information and evaluating the alternatives available.
ROUTINE EXTENSIVE
DECISION M --------------------- ► DECISION
MAKING MAKING
High Perceived knowledge about Low
alternatives available
Low Perceived need for information High
Short Length of time to reach decision Longer
Figure 2.7: The Decision-Making Continuum (Mayo & Jarvis, 1981)
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According to Mayo and Jarvis, understanding how individual 
travellers make decisions also requires an insight into the psychological and social 
factors that influence their choices. Figure 2.8 illustrates that the decision-maker, 
located in the centre of the diagram, is affected by both internal and social 
influences.
Figure 2.8: Major Influences on Individual Travel Behaviour 
(Mayo & Jarvis, 1981)
6 4
The internal psychological factors that influence travel behaviour are 
perception, learning, personality, motives and attitudes. Perception is described as 
the process by which an individual selects, organises, and interprets information to 
create a meaningful picture of the world. Learning refers to changes in an 
individual’s behaviour based on experiences. Personality is associated with the 
patterns of behaviour and the mental structures that relate behaviour and 
experience in an orderly way. Motives are thought of as internal energising forces 
that direct a person’s behaviour toward the achievement of personal goals. 
Attitudes consist of knowledge and positive or negative feelings about an object, an 
event, or another person.
These psychological forces do not operate in a vacuum. Travel 
decisions are also affected by forces outside the individual, and by other people as 
well. The model above groups these social influences into four major areas: role 
and family influences, reference groups, social classes, and culture and 
subcultures. However, the model does ignore external stimuli prominent in the 
other models, such as the market variables in the Woodside and Lysonski model 
and the travel stimuli and external variables of Schmoll’s.
In the behavioural framework presented by Mathieson and Wall 
(1982), the decision-making process, as seen in Figure 2.9 involves five principal 
phases:
1. Felt need or travel desire
2. Information collection and evaluation
3. Travel decisions
4. Travel preparations and travel experience
5. Travel satisfaction evaluation
The components which are itemised in the framework, and their 
interrelationships, influence each of the five decision phases. In their book, mainly 
dedicated to the impacts of tourism, the authors consider the framework under four 
major headings:
1) The Tourist Profile. This is viewed under the categories of the tourists’ socio­
economic and behavioural characteristics.
2) Travel Awareness. Potential tourists may be motivated to travel but, unless they 
are informed of what opportunities are available, they may be unaware of the 
means of meeting their requirements. A tourist image is conjured up from the 
information received, as interpreted through the personal and behavioural 
characteristics of the tourist.
3) Trip Features. These include such factors as distance, duration of stay, time 
constraints, trip cost, party size and perceived risk.
4) Resources and characteristics of destinations. These include types of attraction, 
the availability and quality of services, environmental conditions, the attributes of 
the host population and their political organisation.
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Figure 2.9: The Tourist Decision-Making Process 
(Mathieson & Wall, 1982)
Gilbert (1991) has criticised the model for omitting the important 
aspects of perception, memory, personality and information-processing, which is 
the basis of traditional models (although Mathieson and Wall could argue that 
these aspects are part of Travel Awareness’ in their model). Also, this, (like other 
models), seems to ignore ‘type of holiday’ in its trip features. With the increase in 
special interest and activity holidays, future models should take into account the 
plethora of holiday options available to the consumer. Despite its limitations 
however, the framework was designed solely to indicate that the impacts of tourism 
are the consequence of tourist decisions, and it recognises that the impacts of 
tourism are dynamic, changing with corresponding changes in destination features, 
trip characteristics, and the personal and behavioural attributes of tourists.
One of the most recent models of vacation tourist behaviour was 
presented by Moutinho in 1987 (Figure 2.10). The model consists of a flow-chart, 
with three parts: 1) Pre-decision and decision process; 2) Post-purchase 
evaluation; and 3) Future decision making. Each part is composed of fields and 
subfields, linked by other concepts related to the tourist’s behavioural process.
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Part 1 - Pre-decision and Decision Processes: This part is concerned with 
the flow of events, from the tourist stimuli to purchase decision. The fields included 
are preference structure (as a major process in the pre-decision phase), decision, 
and purchase. As the last two phases are outcomes of pre-decision, the model is 
more detailed in respect to this process, and its analysis includes the following 
subfields; stimulus filtration, attention and learning process, and choice criteria. 
Moutinho saw the decision process as a series of conflicts with decisions based on 
perceived images, on information from tourism destination promotion, on previous 
experience, on image of potential destinations, on travel intermediaries, advice, or 
on social interaction.
Part 2 - Post-purchase evaluation: This has three major purposes. First it 
adds to the tourist’s store of experiences. Second, post-purchase assessment 
provides a check on market-related decisions. Third, it provides feedback to serve 
as a basis for adjusting future purchase behaviour.
Part 3 - Future Decision Making: This is mainly related to the study of the 
subsequent behaviour of the tourist by analysing different probabilities for repeat 
buying.
The inclusion of post-purchase evaluation and future decision making 
in this model was an attempt by Moutinho to contribute to a global analysis of tourist 
behaviour. But Gilbert (1991) has suggested that the last stage could have been 
incorporated in the first part of the model where issues of attitude, evoked set and 
perception, can be treated in a more complex way. He also argues that the 
subsequent behaviour sub-field is already encompassed in Part 2 of the model 
within the attitude outcome field of satisfaction or dissatisfaction.
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Figure 2.10: A Vacation Tourist Behaviour Model (Moutinho, 1987)
Gilbert himself presented a conceptual model of overseas holiday 
decision making in 1992 (see Figure 2.11). The model suggests that there are four 
stages to the decision making for overseas holidays. These are represented by:
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Antecedent variables; Process Variables; Filter Variables; and Final Selection 
stage. The antecedent variables are made up of the characteristics of the decision 
maker in terms of their demographic profile, preference criteria and type and 
composition of travel group. At the initiator stage of the process individuals are 
found to have an ideal evoked set of overseas destinations which they would 
consider travelling to. He found that on average about five destinations are actively 
considered at this stage. Finally, for the initiation of a holiday to take place certain 
individuals in the group will play a leading role. He found that the female is 
marginally more active in initiating the holiday decision process. The filter stage of 
the process is where the different alternatives are finally judged against information 
sources based upon internal experience or external media or contacts. This results 
in a choice set of destinations and arrangements. As the majority of overseas 
holidays are group based then the final choice becomes a resolving of the wants 
and needs of individual group members to the attributes and possibilities of the 
choice set destinations.
FEEDBACK PROCESS
Figure 2.11: A Dynamic Model of Overseas Holiday Choice 
(Gilbert, 1992)
A less comprehensive model of tourist buyer behaviour was 
presented by Middleton (1988) which he called a ‘stimulus-response’ buyer 
behaviour model (Figure 2.12). Middleton’s diagram has four interactive 
components, with the central component identified as ‘buyer characteristics and 
decision process’, which incorporates motivation. The first two components are 
inputs, most of which can be manipulated by marketing managers, while the final
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component represents the purchase output. The author has recognised the 
importance of friends and reference groups within the communication process. 
Research suggests that information accessible to individuals through their family, 
friends and work colleagues, can be extremely influential on purchase decisions 
(Wells & Gubar, 1966).
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Figure 2.12: A Stimulus-Response Model of Buyer Behaviour
(Middleton, 1988)
Middleton sees motivations as the dynamic process in buyer 
behaviour, bridging the gap between the felt need and the decision to act or 
purchase. He emphasises that actions on purchase are linked directly to 
motivations, which in turn are linked to the buyers’ characteristics defined earlier in 
the model. The author also sees product satisfaction as the most powerful means of 
influencing future buyer behaviour, and provides a link in his model between post­
purchase and the decision process. Moutinho has also provided this link in his 
model, but there is very little research into how much product satisfaction influences 
buyer behaviour, and brand loyalty in tourism is very weak (Hodgson, 1991).
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6 .  T h e  N o n - u s e r
Not only is there a lack of research into the link between satisfaction 
and repeat purchase (or non purchase), the knowledge of the non-user and the 
constraints facing this group is virtually non-existent. In a wider context, authors on 
consumer behaviour have occasionally referred to this group, usually during a 
discussion of user segmentation. For example, Evans et al. (1996) distinguished 
between brand-loyal users, brand switchers, new users and non-users. However, 
they paid scant attention to the latter group, suggesting that they are an unattractive 
target group for marketers. Likewise, Loudon and Della Bitta (1993) in a section on 
usage segmentation, advise that marketing efforts should generally be aimed at 
light to heavy users rather than at non-users. However, they do acknowledge that 
for many products, non-users may represent a significant marketing opportunity, 
and with increased application of marketing research to understanding the 
motivations of different segments, greater success in converting non-users to users 
should occur in the future.
For tourism, while research on non-users is difficult, it is vital for 
marketers. Discovering why people are not purchasing the services provided by an 
organisation is important as most tourism organisations need to attract new 
customers if they are to thrive, or even survive. Horner and Swarbrooke (1996) see 
the difficulty and high cost of finding out about non-users as a major marketing 
challenge for those in the tourism industry. However, such research can help 
marketers identify different types of non-users for whom different marketing 
messages need to be developed and transmitted. Such groups may be ex-users 
who need to be tempted back, those who are aware of the product but need to be 
persuaded to buy it, and those who are not aware of the product’s existence. 
Furthermore, an understanding of the constraints facing these groups can only help 
transform potential demand into purchase decisions.
One of the first researchers to investigate the non-user was Plog 
(1974). His psychographic classifications of tourists, described earlier in the 
chapter, resulted from his examination of how to turn more non-flyers into flyers. At 
the request of 16 airline and travel companies, he interviewed a hard core of the 
population who refused to fly, even when disposable income was sufficient. He 
found that fear of flying, unfamiliarity with flight, and maintenance of old habits, kept 
these people from flying. Plog became convinced that there was a strong emotional 
core to the problem which explained his personality-based exploratory research.
Two authors have attempted to segment the travel market based on 
their constraints to travel. Firstly, Stemerding et al. (1996) suggested that travel 
segmentation models should take constraints behaviour explicitly into 
consideration. They propose a new integrated method that elicits the factors and 
constraints influencing leisure consumers’ choice behaviour, and on the basis of 
this, derives consumer segments. This involves: 1) measuring the attributes 
influencing the respondents’ leisure travel decisions; 2) identifying the role these 
attributes play in the decision making process (constraints/rejection inducing 
attributes or trade-off attributes); 3) deriving a preference function that allows
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positioning of leisure destinations on a preference scale; and 4) using the results to 
identify consumer segments. To this end, they developed a method derived from 
elements of the Repertory Grid methodology, the Decisions Plan Nets approach 
and a choice-based scaling model. Four market segments resulted from this 
procedure, and the derived knowledge of the relevant preferences, constraints and 
background profiles of the segment members, enabled the authors to suggest 
relevant, segment-specific marketing strategies.
Secondly, Norman (1995) tried to identify homogeneous groups of 
individuals based on their perception of the influence of constraints to travel, as 
well as describing these market segments based on their motives for travel, level of 
involvement, past travel experience, travel intention, and a number of 
sociodemographic variables. To achieve these objectives, 544 individuals were 
questioned about the influence of perceived constraints on their decision to take a 
summer vacation trip. Factor analysis with a varimax rotation of the thirty-five 
constraints resulted in seven factors which accounted for 66.8% of the variance. A 
non-hierarchical cluster analysis procedure of the seven perceived constraint 
dimensions revealed a four cluster solution.
Each cluster perceived different constraints on their travel decisions. 
For example the largest group, Cluster IV (33.3% of respondents), identified the 
combination of friends and family and work commitments as having an influence on 
the generic travel decision. In addition, the results identified groups of respondents 
that were relatively unconstrained, those that were highly constrained, and those 
that report a high level of constraints but continue to participate at an unconstrained 
level.
Conclusion
Tourists, are becoming more sophisticated in their behaviour, and so 
research must become more sophisticated to understand and explain this 
behaviour. This chapter provided a background to the field of consumer behaviour 
and tourism, and divided the area into: research relating to the motivations of 
tourists; typologies of tourists; and destination choice.
Many authors see motivation as a major determinant of the tourist’s 
behaviour. Maslow’s, is the best known of all motivation theories, and one of the 
main reasons for the popularity of Maslow’s need hierarchy is probably its 
simplicity. However it has received little clear or consistent support from the 
research evidence. Some of Maslow’s propositions are totally rejected, while 
others receive mixed and questionable support. Others have argued that there are 
basically two factors in a decision to travel, the push factors and then the pull 
factors. The push factors are those that make you want to travel and the pull factors 
are those that affect where you travel. However, researchers have found the push 
motives difficult to uncover, as people are reluctant to give the real reasons for 
travel if those reasons are deeply personal or intimate. Another well known theory 
of tourist motivation comes from Plog, who suggested travellers are either 
allocentric or psychocentric, but again his theory has relieved little support from his 
contemporaries, and tests of the model have proved inconclusive. There appears to
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be a thread running through all the theories of tourism motivation. Firstly, travel is 
motivated by ‘going away from’ rather than ‘going towards’ something; secondly, 
travellers’ motives and behaviour are markedly seif-oriented. But despite the 
increasing awareness of the necessity to undertake research into why people 
travel, few case studies have empirically tried to come to grips with the problem of 
travel motivation. The complexity and the level of subjectivity involved in 
motivationai studies account for some of the problems. The larger the number of 
motivators influencing travel behaviour, the more difficult it becomes to distinguish 
each separate motivation, to evaluate its relative importance as a holiday motivator, 
and, hence, to predict any future travel behaviour on its basis.
Besides Plog, other tourism researchers have tried to explain tourist 
recreative behaviour by developing typologies of tourist roles. Most are based on 
empirical data obtained from questionnaires and/or personal interviews. It appears 
that although the typologies represent different numbers of types (from four to 
seven types of tourist), the same characteristics appear in each of the types 
described: looking for adventure; discovering new cultures versus accustomed 
daily habits; the budget spent on the holiday; the importance attached to nature and 
authenticity; and seeking relaxation, sun, sand and sea. Unfortunately, they are of 
limited value for understanding tourism motives and for analysing tourism demand, 
and there is a case for more psychological analysis to support the classical socio­
economic approach, when developing typologies of tourists.
Many of these studies of tourism motivation and typologies see a 
direct link between behaviour of individuals in their own environment and the 
destinations they choose to visit. Other researchers have investigated destination 
choice in more depth. The need to study the destination choice process has 
become more important in recent years as a result of the rapid growth of both travel 
demand and the tourist industry. Previous research has shown how perceptions of 
tourist regions strongly influence the choice of vacation destinations, and in many 
cases, it is probably the image of a place more than the factual information that 
produces a tourist’s decision on where to travel. However, research to date has 
little focus on the information gathering stage, trying to understand how information 
sources influence the tourist’s perception of destinations. Similarly, previous 
research has concentrated too much on tourists’ stated preferences, whereas future 
models should characterise the reflection of travel motivation, based upon both 
preferences and actual choice behaviour.
Understanding the consumer’s needs and buying process is the 
foundation of successful marketing. By understanding how buyers proceed through 
the decision-making process, the various participants in the buying procedure, and 
the major influences on buying behaviour, marketers can acquire many clues as to 
how to meet buyer needs. The ‘grand models’ of consumer behaviour have been 
transformed by authors interested in the tourism choice process. However, this 
‘borrowing’ of theories from those who have concentrated on more tangible 
products, has hampered the progress in developing realistic models. Tangible 
products can be assessed prior to purchase, but it is more difficult to develop and 
construct models of the decision process which relate to the purchase of tourism 
products.
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From a marketing point of view, all of these recent models are not 
predictive for two reasons. First, they are stereotypical and generalised, whereas in 
reality, the decision process will vary significantly between different groups of 
tourists. Secondly, they have no time dimension, so they do not indicate to the 
practitioner when to intervene in the process in order to influence the decision. 
Additionally, just as in the marketing of consumer goods, people with a lack of 
motivation are ignored, typologies do not include the non-participant or non-user, 
and the models (with the exception of Schmoll’s) do not take into account the 
I constraints facing consumers in the decision making process.
One of the original consumer behaviour models developed by Nicosia 
(1966), differs from those presented earlier, in that it does not assume that attitude 
leads directly to purchase, but that it triggers a decision-making process. All of the 
models of consumer behaviour in tourism assume that purchase is the outcome, 
and there is no reference to the negotiation of constraints. This lack of research into 
the non-user and the associated constraints represents an important gap in 
consumer behaviour research. Non-users may represent a significant marketing 
opportunity, and with increased application of marketing research to understanding 
the motivations of different segments, greater success in converting non-users to 
users should occur in the future. For tourism, while research on non-users is 
difficult, it is vital for marketers. Discovering why people are not purchasing the 
services provided by an organisation is important as most tourism organisations 
need to attract new customers if they are to thrive, or even survive. Attempts have 
been made to segment the travel market based on their constraints to travel, but 
such efforts are limited, and they focus on travel in general, rather than on specific 
tourism activities.
Despite the limitations of consumer behaviour research in the tourism 
area, advances are being made in the leisure field in general. In particular, in the 
last decade, a growing body of research has emerged that has investigated the 
constraints on leisure participation. This is reviewed in Chapter 4. However, 
because this thesis is focusing on the activity of skiing, it is important to analyse the 
attempts of previous researchers who have sought to understand the consumer 
behaviour of skiers. A review of this literature follows in the next chapter.
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C H A P T E R  3
C O N S U M E R  B E H A V I O U R  
R E L A T E D  S P E C I F I C A L L Y
T O  S K I I N G
C O N S U M E R  B E H A V I O U R  R E L A T E D  S P E C I F I C A L L Y  T O  S K I I N G
Introduction
This chapter aims to review all the academic literature related to 
skiing and consumer behaviour. The research is not extensive, and there is 
considerable potential for expanding this body of research. Section 1 is an 
overview of general research into the skiing industry, including participation rates, 
demographics of existing skiers, and their consumption patterns. Previous 
research supporting marketing and product development programmes for skiing 
has focused primarily on gaining a better understanding of the socioeconomic, 
attitudinal, and behavioural characteristics of existing skiers, and studies can be 
broadly categorised into those studies that look at the motivations of skiers and 
those that focus on destination choice.
Section 2 is a more detailed analysis of such studies concerning the 
motivations of skiers and their reasons for choosing specific destinations. Various 
attempts have been made to segment the skiing market, and these are reviewed in 
this section. Customer destination choice will be effected by a number of factors, 
and the efforts of researchers to isolate these factors are also critically analysed. 
Section 3 concentrates on the important, but under-researched area of the non­
skiing population, and the limited attempts by researchers to understand the 
constraints facing this segment of the population. The conclusion to this chapter 
acknowledges that there are gaps in consumer research related to the behaviour of 
skiers, and in particular the non-skier.
1. General Research Into The Skiing Market.
During the 1970s and early 1980s, skiing constituted one of the most 
popular and fastest growing outdoor recreation activities in America. One national 
study indicated that during 1980, there were approximately 14.6 million American 
Skiers (Goeldner & Standley, 1980). Another nation-wide survey at that time 
identified 12.9 million Americans as active downhill skiers. Perhaps this popularity 
explains the proliferation of articles related to downhill skiing that came out of North 
America during the 1980s.
Fortunately in Europe, one does have access to market information 
via market research reports such as those produced by Mintel. In their last two 
reports (1994 and 1996) they provide more than just figures, and even look in 
detail at the skiing consumer. The Economist Intelligence Unit have also printed 
spasmodic reports on skiing in Europe. Cockerell in 1988 presented an overview of 
Europe’s skiing patterns, and focused on France as a case study illustrating the 
central features of the business. The author found Europe’s skiing industry in a 
healthy state and predicted future growth. However, her follow up report in 1994 
was not so bullish. She estimated a European skiing population of 25 million 
skiers in Europe but she points to evidence that growth is slowing. According to her 
figures, the more mature markets - Germany, Austria and France - have reached a 
ceiling in skier numbers (Germany is showing increasing concern over the 
environmental damage caused by overdeveloping ski resorts), but she does see
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potential in some markets, even the UK. The Mintel Report on the other hand points 
to a steady fall in skiing numbers over the last 8 years from Britain.
According to the latest Mountain International Opinion Survey 
(MINOS) conducted in European ski resorts from December 1995 through April 
1996, European skiing consumers are different to those in North America (Spring, 
1996). Among European skiers, incomes tend to be lower, age is younger and self­
ranked skier ability levels are lower. One significant difference is that European 
resorts draw a more cosmopolitan cast of skiers from around the world. They attract 
a greater number of Asians, South Americans and skiers from the Arabic countries, 
than do the United States resorts.
The MINOS study suggests that while resorts in the Alps generally 
offer more diverse activities to their winter visitors (nearly 15% do not alpine ski or 
snowboard) than do United States resorts, the remaining 85% are most interested 
in snow cover. Snow (and sun) is what they come for. Terrain, so important to 
American skiers, is less important to northern Europeans (except the Germans who 
tend to self-rank themselves as better skiers). The reasons have to do with the 
motivations to ski (vacation, relax, get-away, have a good time as well as slide 
downhill) and the fact that most are intermediate skiers. Challenging terrain is of 
interest to southern Europeans, the countries that produce racers and Olympians. 
According to the survey, northerners tend to balance their downhill participation 
with a keen interest in basking in the sun, having a good lunch with a bottle of wine 
and enjoying the conviviality of friends.
The MINOS study shows that the European skiers are taking ski 
holidays on average three out of every five seasons. The study distinguishes 
between seven groups within the French population with relation to their 
consumption or non-consumption of winter sports over the previous five years. The 
seven groups were:
1) The ‘regulars’, representing 4.7% of the French population aged over 14. This 
category (2.1m people) constituted the main target group of the French ski resorts.
2) The ‘occasionals’, representing 7 %  of the population (3.4m people), who had 
stayed 2 or 3 times at ski resorts in the previous five years.
3) The ‘seldoms’, also representing 7%  of the population, who have stayed at a 
ski resort only once in the previous five years.
4) The ‘neighbours’, representing 10% of the population, who spend very short 
periods at ski resorts and who live in the same area.
5) The ‘quitters’, 10% of the population.
6) The ‘yet to be convinced’, representing 8 %  of the population (3.5m people), 
who were never involved in skiing activities but who claim they would be prepared 
to give it a try.
7) The ‘not to be convinced’, representing the majority of the French population 
(53%), who have never been and will probably never be involved in skiing 
activities.
Most other studies in Europe have focused on the economics of skiing 
in particular countries. Very few have examined the tour operators and their 
respective strategies. Goodall and Bergsma however, in 1993, made a comparison
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between skiing holidays offered by UK and Dutch mass market tour operators in 
order to illustrate the similarities and contrasts in tour operators’ strategies in 
developing their package holiday portfolios. They saw a trend towards the 
concentration of skiing opportunities in mass-market tour operator programmes 
which went hand in hand with the standardisation of the product. They also found 
that the distinctions between mass-market tour operators rest not so much on the 
range of resorts and their skiing and non-skiing characteristics, as on the brochure 
images conveyed of the ‘product brand’ and on the prices asked.
A recent study by Richards (1995), examined the current ability of 
travel agencies to meet the information needs of their skiing clients. A survey of ski 
holiday demand and purchase behaviour by 1400 UK skiers was undertaken in 
conjunction with a product-knowledge survey of 100 UK travel agents. The findings 
indicate that the agents are increasingly being left behind by the ‘skilled 
consumers’, who are able to invest more heavily in specialised product-knowledge 
acquisition. This information deficiency on the part of the retailer leads to 
experienced skiers finding alternative purchase channels for ski products. As 
experienced skiers also tend to be those with high incomes and high levels of ski- 
holiday consumption, the resulting loss of potential revenue is likely to be much 
greater.
2. Consumer Behaviour Research Related to Skiing
Past research supporting marketing and product development 
programmes for skiing has focused primarily on gaining a better understanding of 
the socioeconomic, attitudinal, and behavioural characteristics of existing skiers. 
Research can be broadly categorised into those studies that look at the motivations 
of skiers and those that focus on destination choice.
a) Motivations of the skier
One of the most interesting studies of skiing behaviour has been 
conducted by Mills (1985), who tried to determine whether or not the empirical 
structure of motivation for participating in downhill skiing corresponded to Maslow’s 
theory of motivation. The author's justification for choosing downhill skiing to test 
Maslow’s theory, was based on the fact that many skiers report experiencing 
something similar to Maslow’s description of self actualisation.
A random sample of 708 visitors was interviewed at Tahoe, where 
respondents rated the importance of each of 23 items for having a successful skiing 
day. The upper four need levels in the Maslow model were operationalised for use 
with the Tahoe skiers. Mills hypothesised that an empirical structure existed which 
could be described by a mapping sentence stating that the population of downhill 
skiers evaluated the importance of a self centred as opposed to non self centred 
personal orientation for the satisfaction of four needs for having a successful skiing 
experience (see Figure 3.1).
This existence of a two dimensional partitioning of the basic needs is 
seldom cited in recreation literature, yet Mills concluded that the self centred/non­
self centred dimension of Maslow theory is more important to consider than the
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needs hierarchy when attempting to differentiate downhill skiers on the basis of 
motives.
Figure 3.1: Mapping Sentence Indicating Hypothesised Theoretical 
Structure (Mills 1985)
“ The extent to which skier (x) evaluates the importance of
FACET A  : Personal Orientation FACET B: Psychological need
a1 - self centred for the satisfaction
of
b1 - safety
a2 - non-self centred b2 - affiliation
b3 - esteem
b4 - self
actualisation
I
I
I
I
I High
I________
I for having a successful skiing experience”.
I
I
L O W
The study contributes to a better understanding of how the Masiow 
needs operate as motivational “pull” factors within the context of downhill skiing. 
However, various “push” factors by which many participants may be motivated to 
go skiing should be included in motivational studies of skiing. Boon, in 1984, found 
that “getting away from the usual demands of life” figured highly among benefits 
sought by skiers at Ski Beech in North Carolina (see Table 3.1).
Boon found significant differences in benefits sought between 
various segments of the skiing population. He discovered differences between 
weekday and weekend skiers - the latter placed more importance on such benefits 
as testing abilities, getting to know the lay of the slopes, and keeping physically fit - 
and between skiers of differing abilities. For example, he found that beginners 
place a significantly higher amount of importance upon “being near others who 
could help” than intermediates or advanced skiers. Benefits such as “experiencing 
excitement” and “leading other people” were more important to advanced skiers 
than they were to the other groups whereas intermediate skiers placed greater
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importance on benefits such as “being with other people who enjoy the same 
things you do”.
Table 3.1: Rank order of mean scores of benefits sought by skiers 
visiting Beech Mountain Ski Resort during Winter 1983 (Boon, 1994)
BENEFIT F A C T O R S  M E A N  S C O R E S
(N = 734)
1. Being with friends 1.498
2. Being with others who enjoy similar things 1.504
3. Getting away from the usual demands of life 1.539
4/5 Having a change from your daily routine 1.542
6. Keeping physically fit 1.583
7. Developing skills and abilities 1.586
8. Giving your mind a rest 1.688
9. Test abilities 1.732
10. Experience new and different things 1.736
So Boon’s study, by combining sociodemographic variables with 
benefits sought from the downhill ski experience, provided useful information for 
the ski market concerned, and highlighted the importance of market research. In an 
article for Ski Area Management, Fernald in 1986 stated that “while the ski industry 
on the whole is extremely sensitive to marketing, the segmentation of the market by 
ability level is, perhaps, under emphasised”. Similar studies of benefits sought 
could be conducted in Europe to provide managers of resorts with detailed 
customer information.
In a more limited segmentation study of skiers, which did not include 
benefits sought, Mills, Couturier and Snepenger, (1986), segmented the Texan 
skier market into two groups, heavy and light spenders. These segments were 
differentiated from one another and from other Texans in terms of socio­
demographic characteristics. The researchers segmented the Texan skier market 
into light and heavy halves based upon total ski trip expenditures. Skiers were 
grouped according to their total expenditures for each ski trip and bisected at the 
middle point of the cumulative frequency distribution. Cross-tabulations were done 
between sociodemographic variables and three data groupings: heavy half skiers 
(heavy spenders), light half skiers (light spenders), and non-skiers. Statistically 
significant differences were found for several of the descriptor variables which 
made it possible to differentiate light and heavy half Texan snow skier segments 
from one another and from other Texas households. The results of the study 
indicated that future studies should incorporate benefits sought and other relevant 
variables to provide a more meaningful segmentation of the skier market.
In a similar study, Goeldner (1978) segmented the Colorado skier 
market in terms of in-state as opposed to out-of-state skiers. He concluded that 
different marketing methods must be utilised to reach each of these segments
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because they differ in behaviour. He also acknowledged that further breaking down 
each of these segments and analysing them in depth would result in better 
identification of important segments and better knowledge of how to communicate 
with them.
In 1989, the Ski Industry Association commissioned McKinsey & 
Company to review and analyse existing data on skiing and skiers (Ski Area 
Management, 1989). McKinsey divided the market into seven customer segments 
based on skiing frequency and inclination to ski. These were:
1. Potential - never skied but have similar demographics to skiers;
2. New - skied for the first time this year;
3. Intermittent - consider themselves a skier, but do not ski every year;
4. Light - skied 1 -5 times last year;
5. Moderate - skied 6-15 times, typically including a vacation;
6. Heavy - skied 16+ times last year;
7. Drop-out - consider themselves a former skier.
McKinsey concluded that heavy skiers held little additional potential 
and that the most future potential lay with the light skiers. McKinsey reasoned that 
light skiers had already made a commitment to the sport and that their frequency 
could be enhanced if certain improvements were made, such as: minimising the 
hassle of getting to and from the slopes; improving the on-slope experience - 
especially policing out-of-control and fast skiing in beginner areas; making skiing 
“beginner friendly”; and investing in employee training.
Tikalsky and Lahren (1988) in reviewing motivational research for 
risk-taking sports, suggested a few hypothesis that could help explain skier 
behaviour. First, recreational activities are often a Time-out-for-things-to-get- 
worse’, or an activity provided by societies for social release. Second, many people 
(the majority of skiers in their opinion) are involved in skiing for non-athletic 
reasons as the social benefits may be more powerful primary motivators. Thirdly, 
for many non-atheletic people, skiing is often a metaphor where one can pretend to 
be a vigorous mountain man coming to grips with risk and danger. Lastly, a high 
percentage of the skiing public is more concerned with safety and ambience than 
athletic challenge or risk. The authors conclude that the motivations for skiing are 
multiple, and that dangerous skiing is a complex social phenomenon, demanding 
group controls as opposed to psychological strategies.
The motivations for skiing are compared with the motivations for 
participating in other sports by Mintel (1996) in Table 3.2. Skiing is distinct among 
sports in offering “pleasant or attractive surroundings” and this is the top motivation 
overall, although the social and family benefits feature highly as a motivational 
factor. Interestingly, very few (4 and 3 %  respectively) felt that one didn’t have to be 
fit for skiing and that it doesn’t cost much, reinforcing previous research that 
indicated that skiing is perceived as costly and energetic.
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Table 3.2: Reasons for Going Skiing and Playing Other Selected 
Sports, 1995 (Mintel, 1996)
Base: 916 adults
Skiing Swimming Climbing Golf
% % % %
Pleasant attractive surroundings 68 5 62 46
Good social activity 61 26 41 70
Relaxing 35 48 48 55
For general fitness 20 58 45 22
Feeling of achievement 20 24 17 13
Competitive element 18 2 5 41
Don’t have to be too fit for it 4 18 11 14
Doesn’t cost much 3 28 28 4
In a recent article, Spring (1995) analysed the 1995 National 
Skier/Boarder Opinion Survey and looked at how skiers in the United States are 
motivated to ski. He suggests that skier days could be 25% to 30% higher if the 
industry were able to convince identified, on-the-slope skiers, to ski every year. Of 
the 24% skiers found skiing in 1994/95, but who did not ski in 1993/94, the reasons 
provided for not skiing were, in rank order:
Reason Perce
No time 22.5%
Was not interested 21.4%
Didn’t have the money 13.0%
Didn’t get round to it 12.9%
Different vacation 12.5%
Health 4.9%
Personal reasons 4.9%
Had a baby 4.3%
Safety concerns 3.8%
Children too young 2.8%
Environmental concerns .7%
Other 15.4%
Table 3.3: Reasons For Not Skiing (Spring,1995)
It is evident that each of the above barriers can be overcome, 
because somehow each skier was convinced to get back on the slopes the next 
year. However, over 35% of identified, on-the-slopes skiers, are staying home or 
taking another vacation 1.7 out of every 5 years. Spring sees the base of hard-core 
skiers diminishing and being replaced by vacationers and families. Also the habits 
and attitudes of skiers are changing as skiing becomes just another form of
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recreation. He believes that resorts need to broaden their winter offerings to 
communicate with not just a broader array of skiers, but to the winter vacationer, a 
much larger market than the skier market.
Williams and Dossa (1995), analysed survey results that were 
received from 12,862 skiers in 31 Canadian winter resort areas in 1994/95. The 
authors focused on the entry, dropout and re-adoption patterns of skiers and 
snowboarders. The results are shown in Table 3.4.
Percent of gender
H o w  introduced to skiing Male Female
%  %
Started as a child 26.2 26.0
Live(d) near a ski area 7.0 7.1
High school or college club 10.4 9.6
Local ski/snowboard club 2.0 2.3
Friends encouraged me 31.0 30.7
My kids made me 3.5 4.1
Ever quit and started again 26.9 30.5
Reasons for quitting
Male Female
Children were too young 16.1 27.0
Financial reasons 19.5 16.4
Geographic reasons 15.9 10.7
Health reasons 5.7 8.8
Personal reasons 17.2 13.0
My spouse made me 8.4 7.9
Time considerations 2.7 1.6
Other reason 14.4 14.7
Reasons for Returning
Children now ski 24.2 33.1
Financial reasons 13.4 9.4
Geographic reasons 13.6 7.7
Health reasons 4.6 3.7
Time considerations 8.8 8.5
Influenced by friends 13.8 19.8
My kids made me 4.0 2.2
My spouse made me 2.7 5.0
Other reason 14.9 10.6
Table 3.4: Entry, Dropout and Re-adoption Patterns (Williams & 
Dossa, 1995)
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The research indicated that the informal encouragement of friends as 
well as exposure to the sport as a child were the most frequent ways in which 
today’s skiers initially became involved with skiing. More formalised introductions 
through targeted programs and local ski clubs were less apparent catalysts to 
participation in skiing. The main reasons for dropping out were a combination of 
having children who were too young to ski, and financial barriers. The largest 
proportion of skiers returned to skiing after quitting because they were able to get 
their children on skis. Many others returned to the slopes because of better 
financial circumstances, and improved geographical circumstances. Younger 
skiers were significantly more influenced in their decision to return by the 
encouraging comments of friends.
Williams and Dossa question whether or not the industry will ever 
really understand how to keep skiers interested and involved with the sport. 
However, several basic motivations behind skiing have been identified over the 
years, many of which were substantiated in this research. People ski for personal 
achievement, social reasons, enjoyment of nature, escape and for thrill. In order to 
keep people from leaving the sport, there is a need to ensure the social benefits of 
skiing are not forgotten, as well as a need to address the financial constraints 
associated with skiing itself.
Lewis and Wild (1995) recently presented a model which provides a 
typology of UK skiers based upon level of skill and experience combined with 
behavioural and attitudinal aspects of skiing (Figure 3.2). In the model the majority 
of UK skiers who call themselves intermediate are distinguished by their attitude 
and motivation to skiing. Both the recreational skier and the sports skier may be 
capable of skiing the most difficult runs, but the reason why they ski such runs will 
be totally different. A better understanding of motivational factors for different skier 
groups will help clarify the parameters of a typology of skiers suggested in this 
model. More importantly, it will provide a framework for the industry to identify more 
clearly targeted markets, and thus provide much more efficient marketing 
information.
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F i g u r e  3 . 2 :  T y p o l o g y  o f  t h e  U K  S k i e r  ( L e w i s  a n d  W i l d ,  1 9 9 5 )
Skier Type Frequency of skiing
Equipment buying 
behaviour Ski Terrain
Expert
Every season this 
group has often 
had a continual 
period of skiing for 
several months
Several pairs of 
skis/boots
Ail terrain, on and 
off-piste, skilled in 
all snow conditions
Sports Skier
Every year and 
often more than 
once a year
Selects specialist 
form of ski, eg. 
slalom or giant 
slalom.
Boots: performance 
comes first, and 
comfort second.
All pistes but 
specialising in jumps, 
bumps, turns and 
moguls. Challenge 
seeking and technique 
perfecting. Still not 
confident in all snow 
conditions
Recreational
skier
Generally takes 
one week per year 
but may not go 
every year
Recreational ski, all 
purpose easy turn. 
Boots: comfort first, 
and some 
performance
Any pisted area: 
cruising pistes 
(includes 
‘bombing’) 
Leisure seeking
Novice 1 week Hires equipment Nursery slopes
b) Destination Choice
Product planning and positioning are important aspects of proactive 
marketing management for the tourism industry. Carmichael (1992) recognised 
that research focusing on the image evaluation of resorts by potential visitors will 
lead to greater marketing effectiveness. She studied the tourist image and 
destination choice conditions for a sample of downhill skiers who were residents of 
Victoria, British Columbia. Using conjoint analysis she provided information on the 
relative importance of attributes that skiers sought in ski destinations.
Using the aggregate and individual part worth utilities computed from 
conjoint analysis, she measured and compared tourist images for the resorts that 
skiers were considering in their evoked sets. The overall importance of each 
attribute in its contribution to preference was presented diagrammatically, and it 
was interesting to see that snow condition was the key variable for skiers, and 
much more important than other variables. Collection of image data for resorts in 
this way can form a preliminary step in model building and the prediction of tourist 
movements. In this study conjoint analysis was shown to offer a sound 
methodological tool for studying consumer perceptions and behaviour. The study 
could be further extended to an analysis of resort positioning using analysis of 
variance and multi-dimensional scaling techniques.
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In a more recent paper, Carmichael (1996) compared and examined 
different methods of market segmentation for their usefulness in targeting skier 
markets. Figure 3.3 outlines some of the variables which have potential as 
segmentation criteria according to Carmichael. They include socio-demographics, 
behavioural factors and benefits sought either within the ski resort attributes or 
within the ski experience itself.
Figure 3.3: Skier Segmentation Variables (Carmichael, 1996)
In this study it was hypothesised that the importance which skiers 
place on ski resort attributes in the decision making process of choosing between 
resorts was a sound basis for skier segmentation. Skiers were clustered on the
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importance which they placed on ski resort attributes as revealed by conjoint 
analysis. The segments were then compared on demographic, behavioural and 
motivation variables.
A traditional a priori approach to clustering found significant 
differences between segments for both short trip and long trip scenarios. For the 
short trip, four meaningful segments were identified:
1. Variety Lovers - younger, higher skiing ability, strong need for accomplishment
2. Value Lovers - need to escape from routine
3. Snow Lovers - need to enjoy the thrill of skiing
4. Access Lovers - lower skiing ability
For the longer trip, two segments were identified:
1. Variety Lovers - advanced skiers, moderate need for competition, strong need to 
escape, little need to be with family
2. Snow Lovers - need to enjoy the thrill of skiing.
Dilley and Pozihun (1986), looked at the five ski resorts in Thunder
Bay, Canada, and tried to find out - through an attitudinal survey - what causes the
Thunder Bay skier to prefer one hill over another. The study focused on the skiers’ 
own perceptions of why they choose to ski where they do. Contrary to Boon’s study, 
referred to earlier in the chapter, the authors found that in most cases the pattern of 
responses showed no significant variation when considered in terms of age, sex, 
marital status and skiing experience. Overall, the Thunder Bay skier believes that 
he or she is most influenced by the quality of the actual ski experience, plenty of 
well-kept runs, and little waiting.
So what was uncovered by Dilley and Pozihun were those factors 
perceived as being important by the skiers themselves. In many cases actual skier 
behaviour accorded with those perceptions. In a more detailed study of this area, 
Ewing and Kulka (1979), compared a revealed and stated preference approach for 
estimating the site attractiveness of Vermont ski resorts to weekend skiers. They 
found that the same site factors explain attractiveness judgments of ski resorts, and 
cognitive images of them; the two factor groups being perceived length and variety 
of ski slopes on the one hand, and perceived crowding and price on the other.
Keogh (1980) proposed that a skier’s “needs” (expressed in terms of 
what he hopes to find on his skiing experience) and ultimately his choice of resorts 
are related to his motives for going skiing. Based on a study of the skiing 
population of Grenoble in the French Alps, he defined three major skier-types:
1) the sporting skier attracted by the more physical aspects of the activity, who 
tends to be younger and more concerned by the length of ski runs than the scenery 
in resorts;
2) the “contemplative” skier attracted by the aesthetic outdoor experience, who 
tends to be older and accords more importance to the scenery of the resort;
3) the “social” skier who enjoys skiing mainly for the opportunity to participate in an 
activity with friends or family.
The two major motivational groups of skiers, those seeking physical 
sporting (58%) and aesthetic outdoor experiences (34%), were found to differ 
significantly with respect to the type of resorts they frequented. The more sports- 
oriented skiers were found to ski generally in higher resorts, with a greater number
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of runs, greater height differences, a greater number of lifts and correspondingly 
higher priced lift tickets. Those seeking the aesthetic outdoor experience were 
more likely to visit the lower and more modestly equipped resorts with 
correspondingly lower prices. Only the distance of resorts from Grenoble did not 
show to be significantly different for these two groups.
Keogh’s results do not mean that differently motivated skiers cannot 
satisfy their needs in the same recreation area. But the examination of the types of 
resorts frequented by different skiers did reveal motivations to have a spatial 
expression. Additional work of this kind should be carried out under different 
environmental conditions - with skiing populations further removed from mountain 
areas for example - but more precise methods could be employed to measure skier 
motivations, using absolute rather than relative scales.
Another interesting study focusing on active skiers was conducted by 
Klenosky, Gengler and Mulvey in 1993. They examined a variety of factors to 
understand and explain ski destination choice behaviour. These factors ranged 
from the relatively tangible attributes of products, to the intangible benefits, needs, 
and personal values people seek to satisfy through their choice behaviour. A 
logical framework and methodology for relating these tangible and intangible 
elements is provided by ‘Means-End Theory.’
The means-end approach focuses on why and how product attributes 
are important. The authors collected data during a ski show held at Ottawa,
Canada in November 1991, and from the results they constructed a Hierarchical 
Value Map (see Figure 3.4), which illustrated and summarised the links between 
attributes, consequences and values elicited during the interviews. Obviously there 
may be important differences in the means-end structures of skiers in different 
markets, and the analysis should be applied to European skiers, but the 
methodology does have great potential for applied uses. Its application can help 
skiing providers develop and evaluate advertising strategies, segment markets, 
and position products. For example a strategy could be developed that 
emphasised the “Challenge and Fun and Excitement” associated with the runs at 
the resort or, alternatively, the unique “Social Atmosphere and Sense of 
Belonging" associated with the friendly people who work and ski there.
Klenosky and colleagues admit that an interesting future study would 
be to replicate the procedure on a sample of inactive skiers (ie. those who have not 
been on a ski holiday in the last five years) or non-skiers; “Such an analysis would 
be of considerable interest given the number of recent studies on leisure 
constraints behaviour”.
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NOTE: The area of the circles is proportional to the number of subjects mentioning concepts
The width of the lines is proportional to the number of subjects who associated the linked concepts
Figure 3.4: Hierarchical Value Map for Ski Destination 
Centre (Klenosky et al., 1993)
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In a recent survey of 1400 UK skiers, Richards (1995) asked 
respondents to indicate the factors which influenced their choice of destination. Not 
surprisingly, skiers emphasised the quality of the snow as the most important. Over 
60% of all skiers ranked ‘snow conditions’ as the most important factor in 
destination choice, although more experienced skiers were more discerning in 
their evaluation than intermediates or beginners.
Skiers were also asked to indicate whether they recognised certain 
countries and regions as ski destinations. Richards suggested that the areas which 
achieved the highest level of recognition were those which attract the largest 
number of UK skiers. However, looking at his table presented in the article (see 
Table 3.5), Austria and Switzerland, the second and fourth most popular 
destinations according to Mintei (1994), have been omitted.
Richards comments on the effect of marketing on destination 
awareness, seen from the high recognition of Colorado as a ski destination. 
Colorado has promoted itself relatively heavily in the UK market in the past five 
years, primarily through educating travel agents about the product and increasing 
coverage of Colorado in tour operator’s brochures.
Table 3.5: Recognition of Selected Ski Destinations (Richards, 1995) 
Country/region %  skiers recognising as ski areas
France 100
Italy 98
Bulgaria 84
Colorado 96
California 61
New York State 40
New Zealand 80
Customer destination choice will also be effected by the service 
quality provided by resorts. By identifying which attributes and services the ski 
market considers important together with how well the ski resort provides these 
attributes and services, ski resort promoters can determine what the appropriate 
marketing message and strategy should be. This procedure, known as Importance- 
Performance Analysis, was used by Uysal, Howard and Jamrozy (1991) and by 
Hudson and Shephard (1998) to identify and evaluate the attributes of ski resorts in 
North Carolina and Switzerland respectively. Basically, the procedure involves 
asking skiers to rate the importance and performance of identified ski resort 
attributes. Results are then graphically displayed on a two-dimensional “action 
grid” that delineates weaknesses and strengths of the ski area in question (Figure 
3.5).
Importance-Performance Analysis is implemented in three distinct 
stages. Stage 1 involves developing a list of variables or attributes to be used in 
the study. Hudson and Shephard, rather than develop their own list from 
experience (as was done in the study by Uysal et al.), conducted focus groups and
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in-depth interviews in the resort, to produce a viable list of 97 attributes that served 
as the foundation for the survey instrument. Stage 2 involves conducting the survey 
to measure the product or service. Skiers were asked to rate the importance of an 
attribute in an ideal situation and then to rate the performance of the same attribute 
in relation to their experiences. In both studies, a Likert-type scale was used with 
responses ranging from high to low levels for both importance and performance. 
The third stage is estimating the perceived importance and performance of each 
attribute through the calculation of the mean importance value and the mean 
performance value for each variable.
The data is then presented on a grid where each variable can be 
plotted according to its perceived importance and performance. The graphical 
representation of the data necessitates that each of the attributes falls into 1 of 4 
quadrants or cells: Concentrate Here; Keep Up the Good Work; Low Priority; and 
Possible Overkill. Figure 3.5 identifies where each of the 97 attributes in the 
Hudson and Shephard study fell in terms of the four quadrants, with an example 
pinpointed from each quadrant. Significantly, the largest number of attributes - 
41(42%) - were plotted in the ‘Concentrate Here’ (Quadrant A) area of the action 
grid. Respondents rated these attributes high in importance but low in performance 
in Verbier, Switzerland.
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Figure 3.5: Importance-Performance Grid with Attribute Ratings for Ski 
Destinations (Hudson & Shephard, 1998)
The findings of the study can be used by ski resort officials to develop
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potential management and marketing strategies. The procedure has great potential 
as a periodic monitoring device for detecting any shifts in skier satisfaction, and can 
be effectively used to point out ski resort’s strengths and weaknesses. The main 
limitations of the study lie in the survey instrument itself. The Likert scale does not 
have the ability to distinguish between subtle differences in levels of importance 
and performance. It also does not take into account any relationship which might 
exist between the levels of importance and performance and the cost of that 
service. In addition, inappropriate strategies may result from importance- 
performance analysis that excludes a dimension of competition.
However, the procedure is not intended to provide detailed and highly 
specific information. Should it reveal certain problem areas in terms of performance 
and expectation, more studies may be necessary to delineate exactly what the 
problems and concerns are and what the best possible solutions should be. Both 
studies reviewed did not attempt to consider possible intervening factors that may 
affect the composition of the action grid. Future studies could incorporate 
identifiable variables, such as numbers of visits to resort, skiing ability or 
management styles in the resort. Further research could also differentiate between 
the responses of males and females, skiers and snowboarders, or independent 
skiers and those travelling with tour operators.
Both sets of authors found Importance-Performance Analysis to be an 
effective tool in formulating and evaluating tourism policy in skiing destinations.
The analysis of the data in the importance-performance grid was easily understood 
by the business community and helped facilitate the strategic planning process. As 
competition in the ski industry intensifies, and as more resorts around the world are 
able to meet customer expectations, excellent service quality will be determined by 
small details. Gaps in service quality will become smaller as the service provider 
becomes better at understanding the customer’s perception of quality service.
Perdue (1996) recently presented a method of target market selection 
developed for the Colorado skiing industry. A two-dimensional system for 
strategically classifying alternative markets on the basis of existing sales and 
incremental sales potential was proposed. The purpose of the project was to help 
identify areas of dominant influence (ADIs) on which to focus limited 
consumer/trade show and local television/newspaper advertising resources.
The analyses involved two major steps. First, a regression model of 
current non-resident skiing visitation was developed. Second, using the model’s 
predicted visitation values, estimates of incremental sales potential were 
calculated. Finally, the ADIs were classified. 40 key markets for Colorado downhill 
skiing were identified on the basis of existing sales. Of these markets, 33 were 
classified as established markets, implying that Colorado Ski Country USA should 
continue with its trade/consumer shows and familiarisation/writer tours. The 
remaining seven markets were classified as opportunity markets on which 
additional marketing effort and resources should be concentrated.
3. Research on the Non-skier
As already mentioned, past market research in the skiing field has
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focused on existing skiers, and parallel research concerning skiings’ latent 
demand markets has been less evident. However, as concerns for a falling ski 
market have surfaced, so has interest in identifying potential markets that may be 
persuaded to ski (Williams & Hayden, 1986). Such studies, although based largely 
on household telephone methodologies, have provided valuable insights into the 
constraints facing the non-skier. However, as Williams and Basford recognised in 
1992, these studies have failed to address the constraints associated with distinct 
subgroups of the non-skier population or the relative significance of the 
impediments to these segments. Kay and Jackson (1991) pointed out that it is often 
the relative strength of these constraints that will trigger decisions to participate.
The non-skiing population in the UK is quite substantial. According to 
Mintel (1996), 83% of UK residents have never skied. The final column in Table 3.6 
reveals that 80% of men and 87% of women have not tried skiing. Further analysis 
of the population who have never skied shows that the likelihood of skiing 
decreases with both age and social status. If, according to Mintel, the average 
British skier is in the ABC1, 15-34 category, then the 61% of this group who have 
never skied, represent a high potential market.
Table 3.6: Demographic Details of Regular Skiers and Non-skiers,
1995 (Mintel, 1996)
Base: 2,038 adults
1 or 2 3 or Not in last Never
times more 5 years skied
All
%
6
%
5
%
5
%
83
Men 7 5 7 80
Wom e n 5 4 4 87
15-19 15 10 • 4 66
20-24 10 6 4 76
25-34 9 8 8 73
35-44 4 3 8 83
45-54 4 1 4 88
55-64 4 2 2 93
65+ 1 * 3 95
AB 11 8 9 71
C1 8 7 6 80
C2 3 3 3 89
D 3 * 2 90
E 3 - 2 93
ABC1 15-34 16 12 8 61
35-54 7 5 8 79
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55+ 2 2 4 91
C2DE 15-34 6 4 5 82
35-54 2 1 4 92
55+ 1 - 2 97
London 7 5 7 78
South 4 5 10 81
Anglia/Midlands 7 3 5 84
South West/Wales 4 3 3 87
Yorkshire/North East 4 3 4 89
North West 6 4 4 85
Scotland 5 5 4 83
Pre-family 13 11 6 67
Family 5 2 7 84
Empty nester/no family 5 4 6 85
Post family/retired 2 - 3 94
* less than 1 %
The efforts of Williams and Basford (1992) to segment the non skier 
population is covered in detail in the next chapter on constraints research. It is 
worth noting that they found that the two major deterrents preventing respondents 
from participating in skiing were perceptions of the activity’s dangers and costs. 
However, Mintel (1996), in their effort to discover reasons for not taking a skiing 
holiday from the UK, did not even mention dangers in their first two consumer 
questionnaires. To be fair, Mintel has drawn upon data from B R M B ’s TGI survey 
designed to examine who buys ski clothing and who is interested in media 
coverage of the sport, and therefore is not a serious effort to discover the 
constraints facing the nonskier. It is probable that (unlike Williams & Basford) they 
did not support the questionnaire design with any qualitative research. Qualitative 
insights can help clarify constraint issues that would merit particular attention in a 
survey.
Also, Mintel make no distinction between those who have never skied 
and those who have ceased participation. Consumers were asked: “ Which of 
these statements best describe why you have not been skiing or not been skiing in 
the last five years?” The results, comparing the 1989 and 1993 survey with the 
latest 1995 survey, are shown below.
Table 3.7 Reasons for Not Taking a Skiing Holiday, 1989, 1993 and 
1995 (Mintel, 1996)
1989 1993 1995
Base: all adults never skiing or not 1,311 1,728 1,860
during the last five years % % %
Can’t afford/too expensive 34 34 31
Only one holiday a year and prefer to
take it in the Summer
There are too many other places to visit/
15 18 1 5
other holidays to go on - 18 *
Too old to learn 15 15 1 0
Not fit/sporty enough 15 15 1 1
No one interested in going with m e 10 10 8
Prefer a winter sun holiday - 10 1 1
Too energetic/not relaxing enough 13 8 5
The family is too young to go skiing 
Too much organisation and additional
7 7 *
expense - 6 *
People who go skiing are not m y  type 7 4 4
Risk of no snow puts m e  off - 2 *
Skiing has never appealed 49 44 39
Skiing is too dangerous * * 7
Too costly for the whole family * * 11
Other 6 10 8
* not asked
It is clear from the results that the most popular reasons for not 
choosing to ski were the lack of appeal and the expense factor. However, progress 
is being made to make skiing more attractive, even if the vast majority never go. 
Every year fewer people are giving negative responses towards the subject of 
skiing, and the proportion of adults expressing the negative view (“skiing has never 
appealed to me” has dropped from 49% to 39%. Even so, this is still the main 
barrier, and will include many people who can only go abroad once a year and 
prefer a summer holiday (15%) and, in more direct competition to skiing, the 11% 
who prefer a winter sun holiday.
Mintel expand the report by examining the top five reasons for not 
skiing by demographic sub-group, which provides interesting results if the 
constraints are genuine. The striking element in attitudes comes out of a 
comparison with the actual skiing population. Although the young and affluent 
(ABC1 15-34) were shown to account for much of the core market, a high 
proportion of these, 35%, say that skiing has never appealed to them, thereby 
taking themselves out of the market. As in other leisure constraints studies, no effort 
is made by Mintel to understand why skiing does not appeal to a group that 
probably has a high potential for conversion from non-skiers into skiers.
From this data it appears that skiing is not only concentrated among 
those who are young and affluent, but among a sub-group who are enthusiastic 
about the sport for more specific reasons. This reinforces earlier suggestions that 
skiing appeals to a certain type of personality as well as certain socio-economic 
groupings. However, these results should be received with caution. It is this 
author’s belief that such a study should first divide the latent ski demand market 
into those who have never skied and those who have. The study should then be 
based on a more thorough research methodology before the implications are 
acted upon by the ski industry.
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The Mountain International Opinion Survey (MINOS), referred to 
earlier, attempted to understand the reasons skiing numbers were shrinking in 
Europe (Spring, 1996). A total of 24,003 surveys were completed in five languages, 
in 32 mountain resorts in France, Italy, Switzerland and Austria. According to 
Spring, the reasons cited for skiing less often sound like an echo of United States 
skiers who ski less often. Number one reason for not skiing more often is cost, 
number two is time and logistics, and number three is competitive activities in other 
parts of the world. Snow is extremely important to the European ski vacationer, but 
this has not been dependable over the last decade, and without early evidence of 
snow, skiers are making other holiday plans. Spring continues to speculate that the 
value for what it costs to go skiing has Europeans thinking about alternative 
package deals that provide better accommodation, more choice of activities and 
feed an apparent hunger to experience adventure and exploration in other parts of 
the world.
Williams and Lattey (1994), following on from the previous study of 
non-skiers by Williams and Basford (1992), specifically analysed women and the 
constraints they face, using the original data from a large survey of nonskiers in 
Western Canada. The study’s findings describe some of the underlying conditions 
that keep women from skiing more often. In particular, the role of social setting, 
activity characteristics, and location features associated with the skiing experience 
are described from a constraint perspective. The authors suggest that the reasons 
why women are not more involved with skiing arise from their interpretation of what 
constitutes satisfying leisure and the types of constraints they associate with the 
skiing experience.
A similar analysis of constraints facing women in the UK would be 
interesting, especially as the number of women skiers has fallen considerably over 
the last few years compared to men (between 1989 and 1993 there was a 35% 
drop in women skiers compared to 6 %  drop in men, according to Mintel).
Conclusion
Past research supporting marketing and product development 
programmes for skiing has focused primarily on gaining a better understanding of 
the socioeconomic, attitudinal, and behavioural characteristics of existing skiers. 
Research can be broadly categorised into those studies that look at the motivations 
of skiers and those that focus on destination choice. It is questionable whether or 
not the industry will ever really understand how to keep skiers interested and 
involved with the sport. However, several basic motivations behind skiing have 
been identified over the years. People ski for personal achievement, social 
reasons, enjoyment of nature, escape and thrill. In order to keep people from 
leaving the sport, there is a need to ensure the social benefits of skiing are not 
forgotten, and a need to address the financial constraints associated with skiing 
itself.
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Most studies have looked at the motivational “pull” factors within the 
context of downhill skiing, such as the study by Mills (1985), who tried to determine 
whether or not the empirical structure of motivation for participating in downhill 
skiing corresponded to Maslow’s theory of motivation. However, various “push” 
factors by which many participants may be motivated to go skiing have been 
largely ignored, and should be included in motivational studies of skiing.
Several segmentation studies have been undertaken, but these too 
have been limited. Mills et al. (1986), segmented the Texan skier market into two 
groups, heavy and light spenders, and Goeldner (1978) segmented the Colorado 
skier market in terms of in-state as opposed to out-of-state skiers. Potential skiers 
have been recognised as a segment by others, but all these segments require 
further breaking down, followed by in-depth analysis. This would result in better 
identification of important segments and better knowledge of how to communicate 
with them. Lewis and Wild (1995) presented a model which provides a typology of 
UK skiers based upon level of skill an experience combined with behavioural and 
attitudinal aspects of skiing. A better understanding of motivational factors for 
different skier groups will help clarify the parameters of a typology of skiers 
suggested in this model. More importantly, it will provide a framework for the 
industry to identify more clearly targeted markets, and thus provide much more 
efficient marketing information.
Other researchers have focused their studies on the destination 
choice of skiers. Carmichael (1992) recognised that research focusing on the 
image evaluation of resorts by potential visitors will lead to greater marketing 
effectiveness. She found (like Richards, 1995) that snow condition is the key 
variable for skiers, and much more important than other variables. Keogh (1980) 
proposed that a skier’s “needs” and ultimately his choice of resorts are related to 
his motives for going skiing. The two major motivational groups of skiers, those 
seeking physical sporting and aesthetic outdoor experiences, were found to differ 
significantly with respect to the type of resorts they frequented. The means-end 
approach conducted by Klenosky et al. (1993) focused on why and how product 
attributes are important, and has great potential for applied uses. There may be 
important differences in the means-end structures of skiers in different markets, and 
the analysis should be applied to European skiers. Its application can help skiing 
providers develop and evaluate advertising strategies, segment markets, and 
position products. An interesting future study would be to replicate the procedure 
on a sample of inactive skiers (ie. those who have not been on a ski holiday in the 
last five years) or non-skiers.
As concerns for a falling ski market have surfaced, so has interest in 
identifying potential markets that may be persuaded to ski (Williams & Hayden, 
1986). Such studies, although based largely on household telephone 
methodologies, have provided valuable insights into the constraints facing the non­
skier. However, as Williams and Basford recognised in 1992, these studies have 
failed to address the constraints associated with distinct subgroups of the non-skier 
population or the relative significance of the impediments to these segments.
Mintel (1996), in their effort to discover reasons for not taking a skiing
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holiday from the UK, ignored some of the key factors that have been shown, from 
previous research, to keep people away from the slopes. For example, they did not 
even mention the perceived dangers of skiing in their first two consumer 
questionnaires. It is also probable that they did not support the questionnaire 
design with qualitative research. Qualitative insights can help clarify constraint 
issues that would merit particular attention in a survey. Also, Mintel made no 
distinction between those who have never skied and those who have ceased 
participation.
Both Williams and Basford (1992), and Williams and Lattey (1994), 
have examined the constraints on skiers and non-skiers in Canada. However, 
despite dividing latent demand into former participants and non-participants, they 
failed to examine constraints differences between the two groups. The latter study 
focused on the constraints on women skiers, and a similar analysis of constraints 
facing women in the UK would be interesting, especially as the number of women 
skiers has fallen considerably over the last few years compared to men.
From this review of literature, it is apparent that there are gaps in 
consumer research related to the behaviour of skiers, and in particular the non­
skier. As mentioned previously, past research has focused primarily on gaining a 
better understanding of the socioeconomic, attitudinal, and behavioural 
characteristics of existing skiers. Although efforts have been made to segment the 
ski market, identifying and understanding potential markets has never been a 
priority. In fact the ‘non-participant’ in leisure and tourism has only recently 
received attention from researchers. The majority of work has been done in North 
America, and a review of this literature follows in Chapter 4.
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Introduction
The preceding two chapters concluded that the research pertaining to 
the non-participant in tourism, and in particular the non-skier, is limited and non- 
conclusive. However, in the last decade, a growing body of research has emerged 
from North America regarding leisure constraints, and this chapter reviews the 
literature to date. The chapter is divided into five major sections. First, an overview 
of leisure constraints is given, providing a definition of constraints and the origins of 
the research. The author then chooses to classify the research according to three 
main categories. Section 2 looks at the first, which is research into ceasing 
participation, as many constraint studies focus on the reasons for ‘dropping-out’ of 
leisure activities. Section 3 concentrates on the main body of literature, namely 
constraints facing non-participants. Most of this research has focused on 
intervening constraints facing only those who have expressed an interest or desire 
to participate. More recently researchers have recognised that participants can also 
be constrained from participating as frequently as they wish, and this is the third 
category of research covered in section 4.
Another recent development in the area of leisure constraints is the 
concept of ‘constraints negotiation’, and section 5 critiques the latest hierarchical 
model of leisure constraints, and suggests why this model requires further testing 
and development.
1. Overview of Leisure Constraints Research
It has been acknowledged that most tourism demand research has 
been concerned with tourist behaviour. Little attention is paid to the fact that a large 
proportion of a nation’s population does not take part in tourism (Haukeland, 1990). 
As has been made clear in previous chapters of this thesis, a wealth of quantitative 
and qualitative research is available concerning the characteristics of tourism 
markets.
At an individual level, if a person possesses characteristics that 
research suggests are associated with participation, then that individual is seen as 
a prime target when marketing tourism products. However, using participating data 
alone, accurate conclusions cannot be made about those who would like to 
participate but who cannot due to overriding constraints. As Wade indicated in his 
book on leisure constraints (the first in this field, published in 1985), considerable 
behavioural research suggests that it is important to understand the constraining as 
well as the facilitating factors when attempting to identify potential clientele for 
specific tourism activities.
But just what is a constraint? In a discussion on constraints research 
Bialeschki and Henderson (1988) agree with Crawford and Godbey (1987) that a 
constraint may be defined as any factor that comes between the preference for an 
activity and participation in it. A term commonly used in dated literature is ‘barrier’, 
but Jackson (1988) recommends that the term be replaced with ‘constraint’ 
because ‘barrier’ fails to capture the entire range of reasons for non-participation.
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He suggests that constraints inhibit people’s ability to participate in leisure 
activities, to spend more time doing so, to take advantage of leisure services, and 
to achieve a desired level of satisfaction. Howard and Crompton (1984) point out 
that not all non-participants in an activity are constrained. Some simply do not want 
to participate. However in 1990 Jackson warned that to exclude from an 
investigation those people who apparently are not interested in participating will 
likely underestimate the number of people who experience constraints on their 
leisure.
In the last decade, a growing body of research has emerged 
regarding leisure constraints, and interest has led to numerous outlets for this 
research, including a special section of the Sixth Canadian Congress on Leisure 
Research. More recently eleven articles appeared in simultaneous theme issues of 
the Journal of Leisure Research (23,4) and Leisure Sciences (13,4). Both issues 
provided a good representation of current thinking and research, including both 
quantitative and qualitative studies. They were introduced by Jackson, who 
provided an overview of leisure constraints research up to 1991. This research, he 
says, fulfils three important functions within leisure studies. First it improves our 
understanding of the complex ways in which leisure is constrained. Second, such 
research has the potential to shed new light on other aspects of consumer 
behaviour in leisure such as motivation and participation. Third, the concept of 
constraints has allowed considerable cross-fertilization among researchers from 
different facets of leisure. This has led, in Jackson’s view, to a virtual explosion of 
leisure constraints research in recent years.
The diversity of this research necessitates some kind of classification. 
Williams and Basford (1992) divided constraint research into two areas of 
investigation: activity-specific participation barriers and the constraints facing 
particular segments of the population. In this chapter of the thesis the author has 
chosen to group investigations in terms of research into: ceasing participation; 
constraints facing non-participants; and the constraints facing existing participants. 
Each category is discussed below, and then the author has examined the latest 
theory of leisure constraints - that of ‘negotiation of leisure constraints’.
2. Research into Ceasing Participation
Ceasing participation is a measure of non-participation employed by 
one group of researchers. Jackson and Dunn (1988) proposed a model attempting 
to demonstrate how ceasing participation and other aspects of non-participation 
are interconnected (see Figure 4.1). Former participants are shown as exhibiting 
deferred or potential demand, and the authors distinguished between these two 
categories and former participants who cease because of lack of interest. In a 
leisure behaviour survey conducted to support this model, they integrated ceasing 
participation data with information about other aspects of leisure behaviour. They 
introduced two new measures, ‘dropout rate’ and ‘replacement rate’, suggesting 
that these two concepts allow for a more accurate interpretation of changes in 
leisure behaviour than do raw data on ceasing participation.
The survey, although basic, provided some interesting results 
pertaining to this particular thesis on skiing. Analysis of the data focused on
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ceasing and starting participation in leisure activities, and results showed that the 
number of people who ceased participation in an activity was almost exactly 
balanced by the number of people who began a new one. However certain 
activities, in particular downhill skiing, had a high dropout rate (8.3% of 
respondents) and a very poor replacement rate (only 30 %). It would be interesting 
to know the replacement rate amongst British skiers today.
Current EffectiveParticipants Demand
People Who 
Have Never 
Participated
Former
Participants
Former
Participants:
Potential
Demand
Former
Participants:
Deferred
Demand
Former Participants: 
Ceased because 
of lack of interest
Never Participated: 
Potential Demand
Never Participated: 
Deferred Demand
No Demand
Never Participated: 
No Interest
Figure 4.1: Participation, Ceasing Participation, Non-Participation, 
and Demand (Jackson & Dunn, 1988)
Although enlightening, the survey had certain flaws. The data did not 
allow for changes in the amount or intensity of leisure participation, critical for 
sports such as skiing. It may well be that individuals are dropping one activity in 
order to go skiing twice a year, and this would not show up in the analysis. Also the 
issue of ‘loss of interest’ is dealt with sparingly, as it is in many leisure constraint 
studies. The model developed shows no link between former participants with a
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lack of interest and demand. But interest can be created, and even Jackson and 
Dunn acknowledge that the ‘loss or lack of interest’ response in a questionnaire 
survey may well mask more deep-seated constraints on participation.
However, their categories provide a useful framework for future 
research, and in a replication of Jackson and Dunn’s work by McGuire et al. in 
1989, the authors concluded that an understanding of ceasing leisure involvement 
can and should be effectively examined within a context of decision making as a 
whole.
In another study involving the perception of constraints, Boothby, 
Tungatt and Townsend (1981) offer a more thorough interpretation of loss of 
interest. Their paper details the various reasons why people cease participation in 
sports activities, using original survey evidence. They felt that until that date too 
much emphasis had been placed on recruitment and the promotion of new interest 
and that effort could also usefully be directed at minimising ‘wastage’, ie. reducing 
the numbers of people ceasing participation. They distinguished 43 different types 
of reasons for giving up sports, the most commonly cited being loss of interest, 
followed by lack of facilities. The loss of interest, they suggest, could be intrinsic to 
the sport in question, or just lack of sufficient interest to maintain participation. It is 
recognised therefore that ‘interest’ is a key to continued participation, and further 
studies of motivation, placed in both psychological and social contexts, are 
necessary if the problem of ‘interest’ is to be tackled.
Robinson and Carron (1982) attempted to determine the motivational 
(personal) and situational (environmental) factors associated with participants’ 
decisions to either maintain affiliation with a competitive sports team or to drop out. 
Specifically, three categories of subjects were compared; starters, survivors, and 
dropouts. The personal and situational factors employed fell into six categories; 
trait measures, general attitudes toward competitive sport, sportsmanship and 
communication factors, socialisation factors, coaching considerations, and 
cohesion or group climate factors.
Discriminant function analysis revealed that the continuum of actual 
participation which exists (starters-survivors-dropouts) is also directly related to 
systematic differences in personal factors within the groups as well as in their 
perception of specific situational factors. What is uncertain is whether these 
findings can be generalised to females, athletes of different ages, or athletes from 
different sports (only football came under investigation in this study). The nature of 
the discriminating variables identified led the authors to believe that the results are 
generalisable, but additional research is clearly required to either support or refute 
this viewpoint.
In a more recent study of discontinuers from camping, Dunn (1990) 
sought to determine if permanent and temporary discontinuers differed with respect 
to socio-demographic characteristics, former camping activity, camping equipment 
owned, and reasons for discontinuance. Chick and Roberts (1989) introduced the 
term ‘antileisure’, making the interesting argument that the structures of some 
games/sports, and the social contexts in which they are played, may contribute to
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the diminution of the qualities of perceived freedom and intrinsic motivation that are 
important to the leisure experience. This may in turn lead participants to 
discontinue.
Backman (1991) also proposed that further attention be focused on 
the factors influencing a reduction of interest in leisure participation. Her study 
examined the relationship between loyalty and the perception of constraints among 
golfers. Results of the analysis revealed that there were significant differences 
between golf participants’ type of loyalty and their perceptions of transportation and 
promotion constraints necessary to induce discontinuance. However, no significant 
differences were found between types of loyalty and the perception of individual, 
social, and pricing/distribution constraints. Backman suggested that discontinuance 
is likely to be accompanied by changes in attitude, but then contradicted herself by 
saying that low loyalty golfers, because of their low levels of interest in the activity, 
require no change in attitude prior to withdrawal. Clearly, further research is 
required in this area of loss of interest.
Backman and Crompton (1990) have developed a conceptual model 
of discontinuance (Figure 4.2), which, although limited to individuals who have had 
prior experience, does make the distinction between active and passive 
discontinuers. Active discontinuers have discontinued using the activity and 
transmit negative information about it whereas passive discontinuers do not. The 
authors' survey findings suggest that personal and environmental response 
variables can be used to differentiate between active and passive discontinuers.
For individuals who have invested time and money in the activity, it may be 
necessary to complain to reduce cognitive dissonance resulting from withdrawal. It 
would be interesting to further this research by determining the effect of negative 
word-of-mouth communication among potential and existing participants of certain 
activities.
Figure 4.2: Conceptual Framework of Discontinuance
(Backman & Crompton)
Iso-Ahola et al. (1994) examined the intrapersonal patterns of leisure 
behaviour (starting, ceasing and replacing leisure activities) as a function of 
successive development periods of the life-span. The results of a household survey 
indicated that the number of people starting new activities declined from the first
104
adult life stage to the third before levelling off in the fourth and final stage. The 
number of people replacing activities indicated a similar decline from the first to the 
third adult life stage, after which there was a slight increase. The number of people 
ceasing leisure activities declined from the first to the fourth stage, and the results 
suggested that the tendency to seek novelty through new leisure activities declines 
with advancing life stages, whereas the tendency to maintain stability, through old 
and familiar leisure activities increases with life stages. These results support 
previous research by McGuire et al. (1989) in this area.
Iso-Ahola etal. (1994) recognised that an area that requires further 
research is the ‘interruption’ of leisure activities. For activities such as skiing, such 
exploration would be very useful. Spring (1995) suggested that skier days could be 
25% to 30% higher if identified skiers skied every year without interruption. One 
can assume that if people cease participation because of negative experiences, 
they are less likely to start such familiar activities anew later in life. Alternatively, if 
activities were interrupted for reasons such as having children, then resuming the 
activity later in life may be much more likely. Such a hypothesis requires empirical 
testing.
A recent survey by Williams and Dossa (1995), examined the reasons 
for drop-out among Canadian skiers. The most frequent constraints facing those 
‘drop-outs’ were a combination of having children who were too young to ski, and 
financial barriers. The constraints associated with having children who were too 
young to ski were significantly more pronounced among women, as well as people 
in their ‘baby boomer’ years. Conversely, men were significantly more likely to be 
constrained by financial and personal factors. This pattern was most apparent 
among skiers in their early to mid-thirty years. Transforming ‘drop-outs’ into re­
adopters’ involved dealing with a combination of social and accessibility factors. 
From a social perspective, the largest proportion of skiers returned to skiing after 
quitting because they were able to get their children on skis. Similarly, many 
previous ‘dropouts’ returned to skiing because of better financial circumstances, 
and improved geographic factors. This trend was significantly more apparent 
among men.
Williams and Dossa suggest that in order to stop people from leaving 
the sport, there is a need to ensure that the social benefits of skiing are not 
forgotten. Being with friends, sharing skills with others, learning together in informal 
contexts, relaxing with children and colleagues are all part of the ski trip experience 
that is particularly valued by skiers who have dropped out of skiing in the past. 
Similarly, there is an obvious need to continue to address the financial constraints 
associated with skiing itself. Interestingly, there was no mention in the survey 
results of skiers quitting because of a lack of interest, suggesting that the sport can 
be slightly addictive.
3. Constraints Facing Non-Participants.
Most of the literature dealing with the constraints of non-participants
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has focused on intervening constraints facing only those who have expressed an 
interest or desire to participate. Two types of intervening constraints have been 
identified in these studies, namely internal constraints and external constraints 
(Jackson, 1988). The most common internal constraints include personal skills, 
abilities, knowledge, and health problems, whilst external ones typically include 
lack of time, financial cost, lack of facilities and transportation problems. These 
constraints are labelled as ‘reported constraints’ or ‘perceived constraints’, since 
they are measured by asking respondents to report the presence or absence of 
each type of barrier to a preferred activity.
Social restrictions
As a starting point when looking at non-participation in activity-based 
tourism, one should perhaps examine the constraints facing non-travellers. 
Haukeland (1990) illustrated the social situation of non-travellers, proposing a 
typology of non-travellers (Figure 4.3).
O C C U R R E N C E  OF OBSTACLES
Unconstrained Constrained
Non-Traveller Non-Traveller
Satisfactory
SOCIAL
LIVING
CONDITIONS
Unsatisfactory
Figure 4.3: Different Types of Non-Travellers 
(Haukeland, 1990)
In a Norwegian holiday survey, respondents were asked to explain 
why they did not go on vacation. Haukeland believed that the kind of explanations 
given, do to a certain extent reflect real social restrictions, and they are in many 
cases rooted in an unsatisfactory social situation. However, he does acknowledge 
that an unsatisfactory social situation is neither a necessary nor a sufficient 
condition explaining the phenomenon of non-travel. Similarly, Searle and Jackson 
(1985), after examining socioeconomic variations in the perception of barriers to 
participation, concluded that further research is required to enhance the 
understanding of people who perceive barriers to participation.
Other authors who have looked at non-participation in leisure include 
Rosma and Hoffman (1980), who examined differences in perceived barriers
TYPE A TYPE B
TYPE D T Y P E C
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between upper and lower social strata and between relatively active and inactive 
recreation groups. They found that individuals from the lower social strata and less 
active recreation groups give lack of interest as their main reason for non­
involvement. The responses from the more active recreation segments of society 
indicate that price, time, and facilities are the main barriers to their pursuit of certain 
activities. They call for further investigation into factors responsible for the apparent 
lack of interest amongst nonparticipants.
Life cycle studies
The perspective of life cycle has proved to be a useful conceptual and 
analytical framework to investigate the experience of leisure constraints and 
support for strategies to alleviate them. Life cycle issues have appeared in 
constraints research in one or other of two forms. First, some researchers have 
investigated how constraints are experienced at a given life stage, such as 
adolescence and later life (Hultsman, 1993; McGuire, 1984; Raymore et al., 1994). 
Others have compared how constraints are experienced by different age-groups or 
people in different life stages (Buchanan & Allen, 1985; McGuire et al., 1986;
Searle & Jackson, 1985; Witt & Goodale, 1981). Together, these lines of research 
indicate that constraints are not experienced in the same way by people of different 
ages.
The life cycle framework for explaining patterns in leisure constraints 
and negotiation strategies has been augmented by the inclusion of gender as a 
mediating variable (Jackson & Henderson, 1995; Scott & Jackson, 1996).
Research has indicated that females are more constrained than males in their 
leisure behaviour. Raymore et al. (1994), and Alexandris and Carrol (1997), 
suggested that females perceive more intensively intrapersonai constraints, such 
as shyness, self-consciousness, and lack of skills and knowledge of the availability 
of opportunities to participate. These results were further supported by Jackson and 
Henderson (1995), who found that females scored higher in the dimensions of 
social isolation and skills, which can be categorised as interpersonal and 
intrapersonai constraints respectively. In contrast, males were not found to score 
higher than females in any of the constraint dimensions, supporting the findings of 
Alexandris and Carrol (1997).
Dimensionality
The various authors have identified a core of five main barriers to 
participation in leisure, namely lack of interest, lack of time, lack of money, lack of 
facilities, and lack of the required skills or abilities. These barriers were found to 
vary depending on the type of activity in which respondents wished but were 
unable to participate (Jackson, 1993). For example, economic barriers proved to be 
obstacles to participating in skiing, whereas work commitments and overcrowding 
were more frequently experienced as barriers to would-be golfers. In contrast, 
participation in team sports was inhibited by a lack of appropriate sites, but not by 
economic obstacles. Mannel and Zuzanek (1991) argued that the reasons for non­
participation experienced and reported may vary from one situation to another 
(constraint switching), and consequently, so will the immediate and temporary 
interest in participation.
1 0 7
Recent studies have supported the view that constraints do not work 
in isolation. Rather, constraints appear to be interrelated and thus can be evaluated 
in the context of underlying dimensions. Jackson (1993) identified six dimensions 
that represented commonalities found in previous studies. These he labelled as 
social isolation, accessibility, personal reasons, cost, time commitments and 
facilities. Jackson suggests that the analysis of dimensionality of constraints is often 
more reliable than focusing on individual constraints because the latter may be 
affected by the way that data are collected or by the wording used. He cautioned 
though, that the use of factor analysis (the primary statistical procedure used in 
constraints studies) separates individual items into discrete groups in which a high 
degree of intra-factor correlation often exists, but in which little thought is given to 
inter-factor correlations. He used cluster analysis to identify the combinations of 
constraints listed above, based on data from a 1988 Canadian survey conducted 
by Alberta Recreation and Parks. However the study dealt exclusively with 
‘structural’ or ‘intervening’ constraints (Crawford & Godbey, 1987; Jackson, 1990), 
ie., those which are assumed to intervene between preferences and participation 
once a preference for a leisure activity has been defined.
Hultsman (1995) tested Jackson’s conceptualisation of the 
dimensionality of leisure constraints by seeking to examine his findings on the 
importance of viewing constraints from an ‘aggregated’ perspective. She used 
Multidimensional Scaling to produce visual maps that led to the formation of four 
dimensions of leisure constraints; accessibility, personal reasons, costs and 
facilities. These reproduced four of the six dimensions from Jackson’s study. These 
dimensions were more clearly defined for males that females. Visual interpretation 
of the maps indicated that constraints do not work alone to constrain leisure but 
instead form dimensions, which in turn do not work in isolation of each other. Her 
study showed the advantages of using a method that allows for outcomes relating 
constraint dimensions to each other. Multidimensional Scaling permits 
examination of people’s perceptions of how similar or different individual 
constraints related to each other, as opposed to the factor analytic approach of 
assessing perceptions individually. It is thus possible to determine perceptions of 
how closely related individual constraints actually are to each other because every 
constraint is considered in relation to each of the others.
A Columnar Model
Recently, Davies and Prentice (1995) have suggested that the ‘lack 
of interest’ expressed by non-participants may be a rationalisation of constraints 
rather than a true lack of interest, concealing underlying motivations and 
constraints to behaviour. Their article addresses the issue of latent demand for 
visits to museums and other heritage attractions. It considers the existing literature 
on consumer decision making to be inadequate in its application to museums, 
especially in terms of latent demand. The authors propose a conceptual model of 
non-consumption leisure behaviour and a typology of non-visitors. They suggest 
that pertinent literature has evolved across a number of disciplines and focuses on 
three aspects of non-visiting behaviour: 1) motivation, positive and negative 
motives for leisure participation; 2) reaction to constraints, whether constraints are
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perceived and if they are overcome; and 3) behaviour, participation and non­
participation in leisure activities. The ‘columnar’ model integrates these three fields 
as layers, depicting each literature base relevant to heritage tourism as one layer of 
a three-dimensional elongated cuboid.
In terms of market development the primary utility of the columnar 
model is its potential to develop segmentations of occasional visitors and non­
visitors to heritage attractions based on either the hierarchies of benefits 
individuals seek or avoid in order to fulfil needs, or the hierarchies of constraints 
they experience. Conceptually, the model suggests that the most effective 
segmentation technique would be the one that combines both constraints and 
benefits sought.
Segmenting non-participants
Despite recent advances in constraints research, few investigators 
have attempted to compare constraint factors across two or more segments of non­
participants (Jackson, 1991). However in 1992 Williams and Basford segmented 
various subgroups of the latent Canadian skiing demand market in Canada. By 
adapting a previously constructed leisure constraints model belonging to Wright 
and Goodale (1991) they investigated the commonalities and differences in 
constraints experienced by non-participants (Figure 4.4).This involved the use of 
robust cluster analysis techniques, an approach used in previous studies of current 
skiers (Stynes & Mahoney, 1980).
Skiing Demand
Figure 4.4: Constraint Study (Williams & Basford, 1992)
Non-skier responses concerning skiing’s perceived cost, difficulty, 
dangers, rewards, and social benefits formed the basis for the cluster analysis. The 
analysis generated several distinct psychographic groups, two of which exhibited 
considerable potential for conversion to skiing. Interestingly, they included in their
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survey questions, potential stimulants to ski participation for non-skiers. Obviously 
the positive images were not sufficiently dominant to overcome the perceived 
personal constraints, and this area requires further investigation. Also, despite 
dividing latent demand into former participants and non-participants, they fail to 
examine constraint differences between the two groups. Such an analysis would 
provide interesting results for the ski industry.
Three years later, using the same data from this study, Williams and 
Lattey (1994) identified some of the reported constraints confronting women who 
do not ski, and offered some insights into why these particular constraints may 
have been reported. Chi-square assessments of statistical similarities and 
differences in responses to the survey questions as expressed by ‘likely’ and 
‘unlikely’ female skiers formed the basis of this analysis. ‘Likely’ female skiers were 
those women who indicated that they might ski in the next year. ‘Unlikely’ female 
skiers indicated that they would not attempt skiing in the next year. Significantly 
different responses between these female study groups were categorised into 
leisure experience ‘containers’. These containers were described as social setting, 
activity characteristics, and location features associated with the skiing experience.
The authors found that women place a greater emphasis on 
enhancing the emotional and social dimensions of skiing as opposed to the social 
benefits. They are more likely to ski if their partners, family, friends, and co-workers 
are also involved. What makes skiing appealing to women is the opportunity it 
offers for enjoyment of the outdoors and the company of their friends and family, the 
chance to use their time efficiently, and, to some extent, to ski downhill under 
control.
Williams and Lattey conclude that there is a critical need to appreciate 
female interpretations of leisure in order to develop skiing experiences that truly 
match their needs, and that this perspective applies equally as well to other tourism 
and recreation situations.
4. Constraints facing existing participants
Although most constraints research has focused upon non­
participants, some authors have expanded categories to include differences 
among participants exhibiting different levels of participation frequency and 
interest. Wright and Goodale (1991) recognise that participants can also be 
constrained, not from participating, but from participating as frequently as they 
desire.
They present a model in which the category ‘non-participant’ is sub­
divided based on the presence or absence of interest in and previous experience 
with the activity. Further, the category ‘participant’ is sub-divided by frequency of 
participation and interest or lack of interest in additional participation. This 
segmentation of participants into groups defined by participation frequency and 
interest was supported by observations of differences among groups in both 
demographic profiles and perceptions of constraints. The authors, convinced that 
interest is an important categorising criterion, conclude that further constraints
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studies should include in the analysis only those expressing interest in or in 
additional participation, in order to refine such studies.
As if in response, Shaw et al. (1991) tested the relationship between 
reported constraints and participation interviewing only those who had expressed a 
preference for higher levels of participation. It is usually assumed that the 
constraints that people report do reduce their levels of participation in a preferred 
activity, leading to either less participation than they would like or to non- 
participation. However Shaw and colleagues found little support for the hypothesis 
that reported constraints are associated with low levels of participation. On the 
contrary, many of the constraints were shown to have positive rather than negative 
relationships with participation.
Kay and Jackson (1991) also found contradictions between 
assumptions of how constraints affect participation and what people actually report. 
They suggested that these contradictions may be due to different levels of 
aspiration, or the presence of frustrated aspiration. Shaw et al. believe that a more 
plausible explanation could be that constraints may exist which researchers have 
not asked about, and/or that constraints exist which people do not recognise as 
such.
In the study by Kay and Jackson, data from a questionnaire survey 
conducted in Stoke-on-Trent, suggested that reported constraints do not always 
prevent participation. Many people were participating in the activities which they 
described as constrained, and were conscious of experiencing constraints even 
when these could be partly overcome. In extreme cases, constraints were reported 
which were subsequently said to have no effect on the level of leisure participation.
The interview schedule included prompted and unprompted 
questions to identify the constraints to leisure participation which interviewees 
experienced. The main form of questioning was a checklist of 19 main types of 
constraint, compiled from the findings of previous studies and modified during the 
piloting of the survey. Respondents were asked to rank the constraints affecting 
them in order of strength. The two constraints of ‘money’ and ‘time’ were most often 
mentioned, and overall, constraints related to personal circumstances were 
dominant. The survey, although limited in its methodology (the list of constraints 
was once again ‘borrowed’ from previous studies) came up with some interesting 
results. For example, the study suggested that sports participation is affected much 
more by time constraints than by financial ones.
Lack of time was also the major constraint expressed by those who 
would like to go fishing, or fish more often (Aas, 1995). Aas investigated constraints 
on fishing and people’s behavioural response to different management actions 
among residents in the city of Harstad in Norway. The sample was divided into four 
groups based on individual angling participation (participated or did not participate 
last year) and angling interest (high or low interest). Lack of time, low energy, child 
care responsibility, and the perception that fishing is boring were the most 
important constraints expressed by the public. There were clear differences in 
constraints among the four groups, and there were distinct sociodemographic 
characteristics among the groups. This supported the validation of Wright and 
Goodale (1991) referred to earlier, and illustrates the theoretical and practical
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relevance of this type of segmentation. Participants reported stronger constraints 
than non-participants, supporting the conclusions of previous studies (Kay & 
Jackson, 1991; Shaw et al., 1991) that suggest that individuals are often aware of 
potential constraints in addition to actual constraints but report constraints they are 
able to overcome. Lastly, in general, management actions were viewed more 
favourably by interested participants than by the other groups.
The most important finding of this study is that different constraints 
inhibit participants and non-participants, as well as interested and low-interest 
groups. Therefore, different strategies should be employed to increase participation 
by these groups. Aas believes that there is a particular need for further constraint 
studies across different population subgroups. However, he warns that it is 
necessary to better understand subpopulations and to develop different 
approaches to them because groups view constraints from different perspectives.
Blazey (1987), investigated the travel interests, constraints to travel, 
and other relevant characteristics for persons 55 or older. An important aspect of 
the analysis was the identification of constraints which affect those persons who 
may wish to participate but are prevented from doing so. The existence of 
differences between the participant and non-participant groups was also 
determined. The idea was to identify how inclusively planning of travel services 
may be conducted, specifically whether it is possible to offer travel opportunities 
which will appeal to participants as well as those who have never participated, or if 
it is necessary to plan for each group independently along with addressing the 
identified constraints.
Non-participants were asked to choose from 26 potential constraints 
to participation. This list was based on McGuire’s ‘Leisure Constraint 
Questionnaire’ (1984). The original list of 30 constraints was paired down to 25 to 
reflect the nature of travel participation more accurately (see Table 4.1).
Table 4.1:Senior Travel Constraints Identified According to McGuire’s 
Leisure Constraints in Advanced Adulthood
Factor 1: External Resources
A. I have not heard that such trips are being offered to senior citizens
B. I have had difficulty getting information about the trips when I called the 
Marshall Center
C. The trips require me to do too much planning
D. I don’t have enough money to go on trips
E. I don’t have either the clothing or luggage I need for travelling
F. I don’t have any way to get to or from the Marshall Center
Factor 2: Time
A. I don’t have time to travel
B. I have more important things to do than travel
C. Travelling would interrupt my normal routine
D. Work keeps me too busy to travel
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E. I’m  too busy doing other things
Factor 3: Approval
A. I’m  afraid I’d make a mistake by going someplace disappointing
B. Travelling requires me to make too many decisions
C. My family or friends would not approve of me going on trips
D. I’d feel guilty about going travelling
Factor 4: Abilities/Social
A. My spouse doesn’t like to travel
B. I don’t have a travelling companion
C. None of my friends go travelling
D. I’m  not interested in travelling
Factor 5: Physical Well-being
A. I don’t have the energy to travel
B. My health prevents me from travelling
C. I’m  afraid to travel on certain forms of transportation
D. I prefer not to drive during hours of darkness
E. I’m  too old to travel
F. I have a disability which makes travel difficult
Source: Blazey, 1987 (adapted from McGuire, 1984)
Participants were asked to choose from 9 possible reasons for 
discontent, reflecting the nature of the existing travel service. Participants and non­
participants were asked to complete the remainder of the questionnaire which dealt 
with travel activity preferences, destination preferences and demographics.
Blazey’s study produced some interesting results. For example, non­
participants were more likely to report higher incomes than participants. In fact 
significant differences at the .05 level were found between the two groups with 
regard to gender, age, self-assessment of health, and income. However, Blazey 
did not ask the same questions of participants and non-participants, which is a flaw 
in the methodology. How is it possible to compare constraints, when the two groups 
were not presented with same list of constraints to comment on? Also, scaled 
responses to the questions would be required for more in-depth analysis in any 
future investigation of this type. Nevertheless, the investigation is one of few 
attempts to compare participants with non-participants, and Blazey recommends 
that in future investigations on the subject of constraints to travel, the perception of 
health is given careful consideration. Participation in travel very likely is influenced 
by how the individual perceives their physical status. This is likely to be a pertinent 
point for this particular study which examines non-skiers.
A more recent study that looked at the seniors travel market, focused 
on discerning the differences between older adults who travel and those who do 
not (Zimmer et al., 1995). The authors sought to determine how well a series of 
predictor variables were able to classify seniors into those who are travellers and
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those who are non-travellers, and which predictors best distinguish between these 
two groups. A discriminant function analysis was performed to accomplish these 
aims, and almost 80% of the respondents were correctly classified as belonging to 
one of two groups based on the series of variables employed as predictors.
The predictor that best distinguished travellers from non-travellers 
was age. That is, as age increased, the tendency to travel decreased. Two other 
predictors that also had very strong distinguishing powers were education and 
mobility problems. Several other distinguishing variables, in order of importance, 
were self-assessed health status, income level, ability to handle money, number of 
chronic health conditions, and interest in spending money on recreation.
The authors then provide an interesting discussion, raising the 
question as to whether one can alter travel behaviour by altering those factors that 
seem to influence it. They conclude the debate by agreeing with recent research 
(Atchley, 1993; Jackson & Dunn, 1988; McGuire etal., 1989 and Searle etal.,
1993) which has shown that among the patterns of leisure decision making most 
consistent over the life span has been one described as ‘continuers’. Continuers 
are those who seek to continue their pattern of leisure participation. Applied to the 
results of this investigation, continuity theory suggests that individual travel patterns 
observed in this population of seniors are difficult to change, especially because 
these patterns may have been established at an early stage of adult development 
as life-styles evolved based on place of residence, education, and attitude toward 
recreation. This would suggest that the largest potential impact on travel behaviour 
comes at a relatively early age.
5. Negotiation of Leisure Constraints
More recently, the concept of ‘constraints negotiation’ has been 
introduced (Crawford & Godbey, 1987, Crawford etal., 1991, and Jackson etal., 
1993). Crawford et al. proposed that individuals who participate in a given leisure 
pursuit might have successfully negotiated a sequential or hierarchical series of 
constraints, whereas individuals who do not participate have experienced 
constraints that might have occurred at any one of several stages.
The Crawford et al. model, shown in Figure 4.5, contains a clearly 
defined hierarchy of constraints, beginning with those that affect preferences and 
leading to those that affect participation. Each level of constraint must be overcome 
in order for an individual to face the subsequent level of constraint.
The first level of constraints is intrapersonal. Intrapersonal 
constraints according to Crawford et al. involve individual psychological states and 
attributes which interact with leisure preferences rather than intervening between 
preferences and participation. Examples include stress, depression, religiosity, 
anxiety, perceived self-skill, and subject evaluations of the appropriateness of 
various leisure activities. Leisure preferences are formed following the negotiation 
or absence of intrapersonal constraints.
The next stage of interpersonal constraints occur as a result of 
interaction or the relationship between individuals’ characteristics. For example, 
individuals may experience an interpersonal constraint if they are unable to find a 
partner or friends to participate with.
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Figure 4.5: A hierarchical model of leisure constraints 
(Crawford et al., 1991)
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Finally, once interpersonal constraints have been overcome, an 
individual may face structural constraints, the type of constraint that has received 
most attention in previous constraints research. As described at the start of this 
chapter, structural constraints are those ‘intervening factors between leisure 
preference and participation’ (Crawford & Godbey, 1987). Examples are economic 
barriers, availability of time, access and opportunity.
In explaining this hierarchy, Crawford et al. (1991) contended that 
there are psychological orientations that may prevent individuals from experiencing 
higher level constraints. Therefore individuals who are most affected by 
intrapersonal constraints would be less likely to want to participate in a given 
leisure activity and therefore would not reach higher order constraints 
(interpersonal and structural constraints). If this hypothesis is valid then previous 
studies that have eliminated subjects from consideration because of ‘lack of 
interest’ (and many of the studies reviewed in this chapter are guilty of this) have 
excluded individuals who were faced with intrapersonal constraints. Jackson and 
Dunn (1988) had suggested as much during their studies of ceasing participation, 
although they, too, ignored those with no interest.
The idea of negotiating through constraints was also raised by Scott 
(1991), who suggested that leisure constraints are forces within people’s lives that 
must be successfully negotiated if leisure involvement is to occur. He says that 
although constraints may result in non-participation, people may instead modify 
their behaviour to maintain a pattern of sustained involvement. In his study, Scott 
identified 10 types of constraints encountered either by the individual or the group 
in an investigation of participation in contact bridge. He discovered three strategies 
that some of his respondents had adopted in order to adapt to or alleviate these 10 
types of constraints. They were as follows: 1) acquisition of information about 
limited opportunities; 2) altered scheduling of games to adjust to reduced group 
membership and individuals’ time commitments; and 3) skill development to permit 
participation in advanced play.
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The negotiation model certainly changes the face of leisure 
constraints research. If negotiation rather than non-participation constitutes the 
dominant response to leisure constraints, then it is not surprising that some 
researchers have found no relationship between the reporting of some constraints 
and actual leisure participation (Kay & Jackson, 1991) and even a positive 
relationship in one study (Shaw efa/., 1991). Jackson efa/. (1993) believe that 
such findings provide evidence that people frequently respond to constraints 
actively, by negotiation, rather than passively, by non-participation.
Also, the model suggests that because the majority of previous 
literature has examined structural constraints, the subjects of previous studies have 
overcome intrapersonai and interpersonal constraints on their leisure. Therefore, 
the group of individuals with intrapersonai constraints have so far 
been ignored, labelled with a lack of interest’.
Of course, these new propositions will require empirical verification, 
and already Raymore et al. (1993) have tested the existence of these three 
hierarchical categories of constraints on leisure. A new instrument was developed 
to measure perceptions of intrapersonai, interpersonal, and structural constraints 
on leisure as they related to beginning a new leisure activity. The sample consisted 
of 363 male and female Canadian schoolchildren, and a confirmatory factor 
analysis indicated that these three categories are, in fact, distinct. The use of 
simultaneous z tests and a metamodel that utilised a binomial test, provided 
support for the Crawford et al. (1991) proposal that intrapersonai, interpersonal, 
and structural constraints exist in a hierarchy. The confirmatory factor model for the 
three leisure constraints is shown in Figure 4.6.
The only violation of the hierarchical model occurred with people who 
were low on all three types of constraints; greater numbers of these types of people 
existed than would have been expected. Otherwise, it was shown that people do 
indeed overcome, or perhaps do not perceive at all, lower levels of constraints on 
leisure as they move along the hierarchy. Raymore and colleagues conclude 
that the hierarchical model that gained support in their study could 
provide a conceptual model on which further constraints research 
could be used.
However, their study had its limitations. Firstly the model was not 
tested on adults, who are quite likely to have very different perceived constraints on 
their leisure than high school teenagers. Second, the study used only seven 
statements to represent each of the three types of constraints, whereas a larger 
number would have provided a more meaningful picture of the nature of leisure 
constraints. Thirdly, and most importantly, the model was only tested by asking 
respondents about starting any new leisure activity. Subsequent constraints 
research that uses this model should focus on specific activities, both 
new and previously participated activities.
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Figure 4.6: Confirmatory Factor Model for Three Leisure Constraints 
(Crawford et al., 1991)
Jackson et al. (1993), in an article about the negotiable nature of 
leisure constraints, put forward the ‘balance proposition’. They classified people 
who have adopted some form of negotiation strategy as having exhibited a 
‘proactive response’ to constraints. Those who have not done so but simply accept 
constraints and therefore do not participate in a desired activity are classified as 
exhibiting a ‘reactive response’. The authors, in trying to explain why some people 
successfully negotiate barriers and others do not, suggest that the level of 
participation (as opposed to nonparticipation in the previous models) can be 
viewed as a function of the balance between constraints and motivations. Their 
revised model is shown in Figure 4.7.
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Figure 4.7: Leisure Participation as the Product of a Balance Between 
Constraints and Motivation (Jackson et al., 1993)
Negotiation of constraints was again the subject of a recent study, this 
time by Jackson and Rucks (1995). Using data from a Canadian study of leisure 
participation, motivations and constraints among junior high school and high 
school students, the authors supported the recent propositions that some people 
negotiate through constraints to continue participation. The types of constraints 
reported by respondents included problems of commitment and time, lack of skills, 
problems with interpersonal relations, health and physical fitness, accessibility, 
costs and lack of money, and facilities. The strategies used to adapt to or alleviate 
these constraints were seen as either cognitive or behavioural, but the majority 
were behavioural. Such strategies included modifying time and commitments, 
acquiring the necessary skills, changing one’s interpersonal relations, improving 
finances, getting physical therapy, and changing leisure aspirations.
Their findings also indicated that the choice of a constraints 
negotiation strategy cannot always be predicted merely by knowing what type of 
constraint was encountered. For example, time constraints or lack of skills might be 
dealt with by modifying leisure aspirations or by finding new partners.
Limitations of this particular piece of research can be 
found in the lack of qualitative research methods used, and also in the 
fact that - as in the Raymore et al. study - only adolescents were 
tested.
One recent study of constraints negotiation that was purely qualitative 
in nature came from Henderson et al. (1995), who sought to enhance the
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conceptual understanding of the importance and meaning of constraints to leisure 
for women with physical disabilities. A symbolic interactionist perspective provided 
the framework for collecting data for the project. Such methodology provides a way 
to explore leisure constraints by examining the context of the womens’ situations 
through their own recounting of their situations. In-depth interviews were 
undertaken and the questions were designed to allow women to talk freely about 
their lives, and to provide insights into how having a disability influenced their 
leisure.
Two overarching themes emerged from the data relative to constraints 
on leisure; the magnification of leisure constraints for women due to disability, and 
the strategies used for negotiation. The specific intervening constraints that 
emerged as subthemes surrounding the magnification of leisure constraints were 
energy deficiency, time shrinkage, lack of opportunities and choices, dependency 
on others, and concern for physical and psychological safety.
Henderson et al. placed women with disabilities into three broad 
typologies when negotiating leisure constraints: passive responders (women who 
did not participate in a desired activity); achievers (women who did not reduce or 
change their participation despite perceiving a constraint); and attempters (women 
who participated in a leisure activity but in an altered manner).
The authors concluded that although identifying leisure constraints is 
useful, it is not a sufficient explanation for understanding how women with 
disabilities cope, adjust, and negotiate their leisure behaviour. However, the study 
provided data that supports Jackson et al’s. (1993) proposition that participation is 
dependent, not on the absence of constraints, but rather upon negotiation through 
them.
These findings were supported in a further study of negotiating 
constraints by Henderson et al. (1995). The purpose of this study was to explore 
the physical activity involvement of women to see how attitudes toward physical 
activity, perceived constraints, and the negotiation of constraints related to self- 
efficacy regarding physical recreation. They found that those women who 
perceived greater abilities to negotiate constraints to physical recreation through 
various strategies were more successful in physical recreation activities. Thus as 
other researchers have found (Jackson et al., 1993; Kay & Jackson, 1991; Shaw et 
al., 1991), more constraints do not necessarily mean less participation.
Participation was not as correlated to the factors of attitude and constraints but 
more to a perception that one could negotiate constraints.
Shaw and Whyte (1996) suggest that the hierarchical model of leisure 
constraints is based on a number of assumptions that need further examination 
and possible modification. One assumption of the model is that it is possible to 
identify and clearly distinguish different categories of constraint. A second 
assumption is that individuals will always be aware of, or conscious of, the factors 
that constrain their leisure behaviour. They propose that ‘hidden’ constraints may 
exist that have not been revealed through quantitative studies. A third assumption 
is that the negotiation process affects level of participation, and that this is the only 
relevant or important type of outcome to take into consideration.
In their paper, data from a study of fear of violence were used to
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critically examine these three assumptions. The study involved qualitative in-depth 
interviews with sixteen participants, analysed using the constant comparison 
approach to identify points of consensus and difference among the participants.
This led to the identification of emerging themes and categories that helped to 
explain the relationship between leisure and fear of violence. The results showed 
inconsistencies in reporting fear of violence, illustrating the problem of identifying 
fear as a leisure constraint. This suggests that there may be a need for conceptual 
models of leisure constraints as well as empirical studies to distinguish between 
recognised and unrecognised constraints. Also, the authors found it difficult to 
classify the data on fear of violence in terms of intrapersonai, interpersonal and 
structural types of constraint. Moreover, the sequential order of these categories of 
constraint was also difficult to determine. Finally, the pervasive effect of fear of 
violence on level of enjoyment showed constraints can influence the quality of the 
leisure experience without necessarily affecting levels of participation.
Thus, their data provided only partial support for the model and the 
analysis suggested that operationalisation of the three types of constraint 
categories may be problematic. The authors conclude that the categories used in 
the hierarchical model may be overlapping categories, and the direction of effect 
may not always be as the model predicts. In addition, researchers need to take into 
consideration the fact that some constraints may exist and effect leisure without 
individuals being aware of the presence of such constraints.
The negotiation model was subject to some criticism in a recent article 
by Philipp (1995), who suggested that the evolving generalised model of leisure 
constraints does not directly address race as an important factor affecting leisure 
preference and participation. He said that models of leisure constraints that do not 
directly address the overwhelming importance of race (and other group 
differences) in US society, fail to identify and measure factors unique to minority 
population experience.
His study investigated the relationship between race and two basic 
measures of leisure constraint; appeal and comfort. A stratified sample of 136 
African American and 108 European American middle-class households from a 
southern coastal city rated the appeal and comfort of participation in 20 different 
leisure activities on a Likert-type scale. Significant differences (p < .05) between 
the two groups were found in 12 activities (60%) rated on appeal and 12 activities 
(60%) rated on comfort. In addition, activities were ranked using mean appeal and 
comfort scores for African and European Americans, which showed fairly strong 
associations between these rankings.
Important constraint differences existed for a large number of 
individual activities, suggesting that race is an important leisure constraint for 
numerous leisure activities and should therefore be considered for inclusion in 
constraint models. Pertinent to this study, snow skiing was rated significantly lower 
(p < .05) in appeal and comfort by African Americans than European Americans. In 
fact skiing was rated 19th in appeal and 20th in comfort out of the 20 leisure 
activities by African Americans.
The findings suggest that many leisure activities that take place 
outside of the home and local community are associated by African Americans with 
lower appeal and comfort when compared with their appeal for similar European
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Americans in the same residential areas. These lower levels of appeal and comfort 
may be associated with perceptions of present or historic patterns of discrimination 
and feeling unwelcome in these leisure areas.
Philipp believes that in the evolving multicultural environment, further 
refinement of constraint models demands the recognition of important group 
differences, including race, gender, and sexual orientation. He suggests that the 
important social forces of marginality, discrimination, and differential socialisation 
have affected each of these groups in different ways.
Constraint models that reflected these social forces in forming leisure 
preferences and tastes would have to be extremely sophisticated. However, what 
remains clear from these findings, regardless of the difficulties associated with 
theoretical interpretation, is the need to further examine race as an important factor 
in leisure constraint research.
All of these studies that looked at the negotiation of constraints, 
concentrated on the way that individuals can modify their behaviour in various 
ways in order to overcome the constraints. However, Scott and Jackson (1996) 
suggest that there is another way in which the effects of constraints can be 
alleviated. They advise leisure service providers to develop, deliver, and market 
their services in ways that take into account the constraints that people encounter, 
instituting strategies that current and potential clients suggest to them.
Conclusion
It is clear from the literature review that constraints on leisure has 
received increasing attention from academics. Partly as a result of these integrative 
efforts and the ensuing opportunity to compare conceptual frameworks and 
empirical results, leisure constraints research has begun to exhibit levels of 
theoretical, conceptual, and analytical sophistication that were lacking in many 
early studies. The field is progressing on several fronts, including enhancement of 
the understanding of the concept of constraints, investigation of the many facets of 
leisure that are constrained in some way, analysis of variables related to the 
experience of constraints, and construction of theoretical frameworks and models.
However, it would appear that the majority of previous literature on 
leisure constraints has examined structural constraints (those intervening factors 
between leisure preference and participation), whereas intrapersonal constraints 
have largely been ignored. Often, individuals with intrapersonal constraints have 
been labelled with a ‘lack of interest’ and given no further consideration. Many 
authors have acknowledged that lack of interest may well mask more deep-seated 
constraints on participation, and others have called for further investigation into 
factors responsible for the apparent lack of interest amongst non-participants.
A conceptual, methodological, and managerial challenge is to better 
understand constraints among low-interest or uninterested non-participants, 
because these groups are often a large part of the total population. For these 
groups, long lists of constraints have little meaning. Therefore, alternative 
methodological and theoretical approaches are needed. Researchers 
have suggested the need to apply qualitative methods and
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As Jackson et al. (1993) have pointed out, the concept of negotiation 
lends further support to a conclusion reached by other constraints researchers that 
the most apparent avenue for future research regarding leisure constraints involves 
the operationalisation and simultaneous investigation of all three constraint levels - 
intrapersonal, interpersonal, and structural - if a complete picture of the nature and 
operation of leisure constraints is to be achieved. The latest theory of constraints 
negotiation takes into account intrapersonal constraints, and already researchers 
have adopted its principles in their studies on leisure constraints. However, the 
hierarchical model proposed by Crawford et al., 1991, requires further empiricai 
verification. To the author's knowledge it has not been tested on adults, or on a 
specific activity. The Raymore et al. study questioned school children only, in an 
effort to measure their constraints on leisure as they related to beginning a new 
leisure activity. In addition, the theory of constraints negotiation requires research 
that is more qualitative in nature if constraints are to be understood and perhaps 
overcome. The hierarchical model must therefore be built on sound qualitative 
research before it can be empirically tested.
Another area that appears to have been neglected is the constraints 
facing existing participants. Most researchers appear to be in agreement that 
participants face constraints as well as non-participants, and that they negotiate 
through these constraints. However, how the two groups differ in types of 
constraints requires further clarification. In fact, Blazey (1987) points out that the 
published research which examines differences between participants and non- 
participants in travel programmes is virtually non-existent.
So while progress is being made in the area of leisure constraints, 
there are obvious gaps in the research. The conclusions above, along with those 
from the preceding three chapters, form the foundation for the objectives of this 
study. These are to:
1) develop a broader and in-depth understanding of the different types of 
constraints on skiing;
2) determine the importance of intrapersonal, interpersonal, and structural 
constraints, and whether they provide three distinct types of constraints on skiing;
3) determine the extent to which these constraints exist in the hierarchy predicted 
by Crawford et al., (1991) in the negotiation model; and
4) understand the constraint differences between participants and non-participants.
The next chapter discusses the methodological approach used to 
achieve these research objectives.
a n t h r o p o l o g i c a l  a n d  g e n d e r  t h e o r y .
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M E T H O D O L O G Y
This chapter provides a foundation of understanding of research and 
its relevance to leisure and tourism, and reveals the methodological approach 
utilised for this study on constraints to skiing. In order to justify the method adopted, 
there is a comprehensive discussion of the strengths and weaknesses of either a 
qualitative or quantitative approach to the study. The conclusion is that there is a 
need for a balance between both approaches, in the form of ‘methodological 
triangulation’ (Webb, 1966).
Table 5.1 presents the objectives of the study alongside the relative 
methodological tools used to achieve them. In justifying the use of focus groups 
and in-depth interviews, the author discusses the alternative qualitative 
approaches available, and why some were rejected. Similarly, the case for 
choosing factor analysis as an analytical tool, as opposed to others, is presented in 
this section. Finally, the chapter describes the different stages which led to the 
sample selection and compilation of the final questionnaire.
I n t r o d u c t i o n
Table 5.1: Objectives and Methodologies Employed
Objectives
1. Develop a broader and in-depth 
understanding of the different types 
of constraints on skiing.
2. Determine the importance of intrapersonai, 
interpersonal, and structural constraints, and 
whether they provide three distinct types of 
constraints on skiing.
3. Determine the extent to which these constraints
exist in the hierarchy predicted by Crawford etal., (1991).
4. Understand the constraint differences 
between participants and non-participants.
Methodological
Tools
Focus Groups 
In-depth Interviews
Questionnaires 
Frequency Analysis 
Factor Analysis
Metamodel
T-tests
Chi-square Analysis
1. The Development of Research in Tourism
Over the past few decades tourism has emerged as one of the world’s 
major industries, exceeding the importance of many manufacturing industries and
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other services in terms of sales, employment and foreign currency earnings. But it is 
only recently that tourism has been considered worthy of serious business 
endeavour or academic study. However, the statistics in Chapter 1 support the 
notion that the tourism industry is of sufficient economic importance, and its impacts 
upon economies, environments and societies are significant enough for the subject 
of tourism to deserve serious consideration.
The increased importance of tourism management decision-making 
has caused more attention to be focused on the theories and methodologies of the 
tourism research process. A recurrent theme has emerged in the travel research 
literature concerning the appropriateness of specific types of tourism research and 
certain methodological applications (Davidson & Wiethaupt, 1989; Rogers, 1991; 
Baker etal., 1994).
The bulk of leisure and tourism research has arisen from the interests 
of academics owing allegiance to a particular discipline, the most significant being 
sociology, geography, economics, psychology and history. The approaches to such 
research has cut across these disciplines, and Veal (1992) has discussed them in 
the form of the following dichotomies:
1) Induction versus deduction. The approach to research where explanation arises 
from attempting to explain what is observed, is known as the inductive approach. 
Explanations are induced from the data. Most research is partly inductive and 
partly deductive. In practice data are rarely collected without some explanatory 
model in mind, so there is always an element of deduction. And it is not possible to 
develop hypothesis and theories without some initial information on the subject in 
hand, so there is always an element of induction.
2) Descriptive versus explanatory research. Descriptive research aims to describe 
what is - what has been observed or reported. Explanatory research attempts to 
explain the patterns in observed or reported data, and involves the concept of 
causality; the question of whether A is caused by B.
3) Empirical versus non-empirical research. Empirical research is research which 
uses data or specifically collected information to reach conclusions. Non-empirical 
research makes no explicit or formal reference to data as such. It is research which 
results from thinking and reading and contemplation, and develops ideas, 
hypothesis and theories. A review of the tourism journals will reveal the existence 
of both types of research, and the contributions each can make.
4) Positivist versus interpretive approach. This dichotomy is primarily a reference to 
sociological schools of thought. Positivism is a framework of research similar to that 
adopted by the natural scientist in which the researcher sees people as 
phenomena to be studied from the outside. The interpretive model places more 
reliance on the people being studied to provide their own explanation of their 
situation or behaviour.
5) Experimental versus non-experimental. The experimentation method of research 
involves the scientist attempting to control the environment of the subject of the 
research and measuring the effects of controlled change. The majority of tourism 
research however is not of this type. The study of consumer behaviour for example, 
has little scope for experiment.
6) Primary versus secondary data. In planning a research project it is sensible to 
consider whether it is worth going to the expense of collecting new information 
(primary data, where the researcher is the primary user) or whether existing data
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(secondary data, where the researcher is the secondary user) will be sufficient. In 
practice, it may be necessary to collect both types of information.
7) Self-reported versus observed data. Much leisure and tourism research involves 
asking people about their behaviour, attitudes and aspirations. Although this is the 
best, and sometimes only, source of information about an individual’s tourism 
behaviour, there are the disadvantages of possible dishonesty and inaccuracy.
8) Qualitative versus quantitative research. There has been much debate recently 
about appropriate methods for leisure research, with some authors arguing for 
extended use of qualitative research over quantitative research (Kelly, 1980; 
Henderson, 1990). In tourism research, quantitative and qualitative research 
approaches seem to co-exist without the sort of apparent rivalry seen in leisure 
studies. It is possible for research to be conducted entirely quantitatively, entirely 
qualitatively, or using a mixture of both. In fact it is common for large scale 
quantitative research to be planned on the basis of prior, exploratory, qualitative 
studies. The distinction between the two is indicated in Table 5.2.
Table 5.2: Qualitative Versus Quantitative Research (McDaniel Jr & 
Gates, 1993)
Comparison dimension Qualitative research Quantitative research
Types of Questions Probing Limited probing
Sample size Small Large
Information per respondent Much Varies
Administration Requires interviewer Fewer special skills
with special skills required
Types of analysis Subjective, interpretive Statistical,
summarisation
Hardware Tape recorders, Questionnaires,
projection devices, 
video, pictures
computers, printouts
Ability to replicate Low High
Training of the researcher Psychology, sociology, Statistics, decision
social psychology, models, decision
consumer behaviour support systems,
marketing, marketing computer
research programming, 
marketing research
Types of research Exploratory Descriptive or causal
According to Waile (1997), both research methods possess distinct 
limitations and grave weaknesses, but both have redeeming characteristics. He 
suggests that the choice between the two must be determined by the situation in 
which research takes place, not by some misguided search for rigour simply for its 
own sake. He offers a matrix (Table 5.3) that draws attention to the more relevant 
implications of what he calls the ‘science/art’ dichotomy, and he suggests the
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decision to use a specific research strategy involves trade-offs of some sort.
Table 5.3: Science and Art Compared (Walle, 1997) 
Tourism Term: Scientific Method Qualitative Research
Characteristics
Especially 
Useful When:
Net Result of 
Tradeoffs:
Formality
Rigour emphasised 
Mathematic tools 
prominent
Insight/intuition employed 
Qualitative data employed
Appropriate data can 
be gathered 
Questions can be 
attacked via the scientific 
method
Many informants needed 
Adequate time for research 
available
Formal/scientific methods 
will not result in needed data 
Formal models are not useful 
Few informants are available 
Time pressures do not permit 
formal research
A sacrifice of possible 
important data and/or 
abandoning certain 
research topics is 
accepted in order that 
research is placed upon 
a firm scientific 
foundation
Rigour is sacrificed for the sake 
of attacking questions which 
formal methods cannot easily 
pursue
Insights/intuition of skilled 
researchers are allowed a free role 
Possible time savings
2. Methodological Triangulation
There is a distinct tradition in the literature on social science research 
methods that advocates the use of multiple methods. This form of research strategy 
is usually described as one of convergent methodology, muitimethod/multitrait, 
convergent validation, or what has been called ‘triangulation’ (Webb etal., 1966). 
These various notions share the conception that qualitative and quantitative 
methods should be viewed as complementary rather than rival camps.
Triangulation is a term borrowed from navigation and surveying 
where a minimum of three reference points are taken to check an object’s location 
(Smith, 1975). It is broadly defined by Denzin (1978) as the combination of 
methodologies in the study of the same phenomenon. There are four categories; 
theoretical, data, investigator and methodological triangulation.
Up to this point the discussion has been primarily about the use, and 
choice, of individual methods of data collection and analysis. However, there are
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good reasons for using several different methods in the same study. Abrahamson 
(1983) points out that this approach prevents the research becoming “method- 
bound”. The strength of almost every measure is flawed in some way or another, 
and therefore research designs and strategies can be offset by counterbalancing 
strengths from one to another.
Abrahamson uses the fable about the blind man and the elephant to 
indicate that sociologists have blind spots, and no investigator is able to observe all 
there is to see. In the fable, each of the blind men relied only upon his sense of 
touch as he felt a part of the elephant. One felt the elephant’s leg, for example and 
declared that it must be a tree. To rely upon a single measure, or to utilise a single 
method, exposes the researcher to the same risk of erroneous interpretation. 
Suppose, however, the blind men had used all the senses at their disposal, then 
one of them might have noticed that the ‘tree’ made sounds that were unlike those 
of a tree; another might have noted that it did not smell like a tree either. By 
proceeding in this manner, an erroneous conclusion could have been avoided. 
Correspondingly, if the different approaches used by the researcher all suggest the 
same conclusion, the collaboration provided using multiple methods would be 
convincing.
Both the process of triangulation and its advantages are illustrated in 
a study of job insecurity and anxiety reported by Todd (1979). His objectives were 
to pinpoint which events in the workplace were most likely to produce anxiety, 
where anxiety was most pronounced, and what efforts to alleviate employee 
anxiety were successful. The methods of data collection employed by Todd were 
quite diverse and included sample surveys, probing face-to-face interviews, 
interviews with co-workers, telephone interviews and field studies. He found that, 
on the whole, the data generated by each method were congruent with each other. 
When the findings diverged, analyses of the divergence led to additional 
clarifications.
Todd concluded that triangulation provides researchers with several 
important opportunities. First it allows researchers to be more confident of their 
results. It can also stimulate the creation of inventive methods and new ways of 
capturing a problem to balance with conventional data-collection methods. 
Triangulation may also help to uncover the deviant or off-quadrant dimensions of a 
phenomenon; different viewpoints are likely to produce some elements which do 
not fit a theory or model. Finally, according to Todd, the use of multimethods can 
also lead to a synthesis or integration of theories.
So there appears to be some strong recommendation for combining 
quantitative and qualitative methodology, and in tourism and hospitality research, 
qualitative research is usually used to provide information for developing further 
quantitative research (Lewis efa/., 1995). In several constraints studies, qualitative 
research has been used to develop questionnaires. Williams and Basford (1992) 
used focus groups to develop their instrument that measured the commonalities 
and differences in constraints experienced by Canadian non-skiers. In-depth 
interviews have been used by others, including Plog (1974), whose exploratory
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research resulted in his well known classifications of psychocentric and allocentric 
tourists.
For this study, the author used in-depth interviews, focus groups and a 
detailed questionnaire. The reasons for the choice of this particular research 
‘triangle’, are given below, along with justification for the rejection of alternative 
methods.
3. Qualitative Methods Considered
As one can see from Table 5.2 and 5.3, the term ‘qualitative’ is used to 
describe research methods and techniques which use and give rise to qualitative 
rather than quantitative information. In general the approach is to collect a great 
amount of ‘rich’ information from relatively few people. Kelly (1980) argued that 
qualitative research had been neglected in the field of leisure during the 1960s and 
1970s and suggested that the method corresponds with the nature of the 
phenomenon being studied - that is, leisure as a qualitative experience. Peterson 
(1987), speaking from a marketing researcher’s perspective, listed potential 
purposes of qualitative research. His list included: developing hypothesis 
concerning relevant behaviour and attitudes; identifying the full range of issues, 
views and attitudes which should be pursued in large-scale research; and 
understanding how a buying decision is made.
Ryan (1995), divides such research into a) unstructured; and b) 
structured situations.
a) Unstructured
Participative observation falls into this category. Gold (1969), has 
identified four roles that a tourism field researcher may adopt. The first is the 
‘complete participant’, where the researcher becomes a genuine participant and 
the second is the ‘participant as observer’ where researchers this time reveal their 
intentions. ‘Observers as participants’ also reveal themselves as researchers, and 
will participate in the normal social process, but make no pretence at being 
participants. The fourth group ‘the complete observer’ simply observes without 
being involved.
Finding out how local people feel about tourism is an obvious 
example of a situation for which participant observation is a pertinent technique. 
Lever (1987) demonstrates from a number of visits to a Spanish village, how 
tourism changed the role of women in a traditional male-orientated family structure. 
One of the longest examples of participative-observer research is that of Cohen’s 
experience of life within the slums of Bangkok. In a series of articles (1982 and 
1986), he reported on the nature of the relationships between Thai girls and foreign 
men as he observed the pattern of hopes and fears that such relationships 
generated.
Stephenson and Greer (1981) point to five issues that affect the 
researcher as an understanding participant/observer. In short, these are: problems 
arising from familiarity; the nature of the relationship between researcher and 
informant; to what extent does local knowledge gain rapport and access to data; 
ethical and political questions, and; subsequent responsibilities to respondents.
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Other issues the researcher must consider in participant observation studies are 
sampling (discussed later), and recording and classifying responses. Although this 
method can be used to study constraints on leisure participation in general day-to- 
day life, it is clear that it would not be appropriate for a study of constraints on a 
specific activity.
Other unstructured qualitative research methods include using 
conversation as a source of data, as well as letters and postcards. Cohen (1986) 
used both of the latter to build his study of tourist-oriented prostitution in Thailand.
In a study of the hill tribes of Thailand, Cohen reviews the design of postcards from 
the area and argues that the portrayal of the tribes perpetuates an ambiguity and 
uncertainty about the role of hill people within Thailand.
Case studies have also been used for researching behaviour 
patterns. For example Jordan (1980) in a study of Vermont Vacation Village 
describes the attitudes of residents towards tourists through the various months of 
the year. Hudson (1996) also used the case study method to portray the attitudes of 
stakeholders towards the environment in the ski destination of Verbier, Switzerland. 
Ryan (1995) argues that case studies can be more than simply a description. 
Tourism case studies are often the result of informed looking, and it is possible to 
observe the developments of thought within the literature commencing from case 
studies. Once again, such methodologies would be inappropriate for a study of 
constraints on a tourist activity.
b) Structured
Qualitative research also permits more structured situations where the 
researcher can play a more proactive role, although that role is more facilitative 
than directive. In this section the author will discuss four structured qualitative 
research methods that were considered - repertory grids, projection techniques, 
interviews and focus groups - explaining why the first two techniques were rejected 
and why the latter two were accepted for this study.
At the initial stages of tourism research there may be a need to follow 
up conversation, and, if the research is to generate quantitative data, to develop 
items for scales to be used on a questionnaire. Hence, there is a need to clearly 
identify the constructs that comprise the attitudes towards specific destinations, 
behaviours or experiences that are being surveyed. One effective method of 
identifying these constructs is the repertory grid technique, where respondents 
are required to select from a group of three items. Kelly (1955), in his theory of 
personal constructs, claimed that only a few dispositions are needed to explain the 
construction of an attitude. In the research process the question posed to 
respondents is along the lines of ‘looking at three destinations, which do you think 
is different and why?’ The object is to elicit the basis of comparison. Gyte (1988) 
and Denis (1989) in studies of attitudes towards holiday destinations found that 
constructs such as the price of the holiday, the beach, friendliness of hosts, 
attractive scenery, history and culture were among the determinants used in 
selecting holiday destinations.
One advantage of this method is that relatively small sample sizes can
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produce valid constructs. Another advantage of the system is that it lends itself 
easily to mapping of perceptions and attitudes using repertory grid analysis and 
associated statistical techniques. However, in the tourism area, repertory grids 
have been mainly used in research relating to perceptions of recreational 
destinations. Although the results of such a study pertaining to ski resorts would be 
relevant to this study, the resulting constructs may not explain underlying 
constraints to participation. Attitudes towards ski resorts may be extremely 
favourable, but respondents may still be constrained from visiting them by personal 
or economic circumstances, and this may not be evident from the results of 
repertory grid analysis. Also, the technique has received criticism from several 
theorists, who suggest that the technique has severe limitations as a tool of 
research analysis (Harmer-Brown, and Sampson in Chisnell, 1986). Gilbert (1992) 
suggests that it is highly time consuming and is hampered by social, language and 
emotional barriers, and that it would be impossible to precode the responses for 
computer analysis and so provide quantitative analysis. On balance, the repertory 
grid technique was rejected due to its limitations. It did not fulfil adequately the 
objectives of the study.
The constructs underlying an attitude can be revealed in other ways, 
one of which is the use of projection techniques. These may be termed ‘what 
if?’ techniques, in that they involve measures to get subjects to respond to 
hypothetical - projected - situations. For example subjects might be asked to 
indicate how they might spend a particular sum of money if given a free choice, or 
how they might spend additional leisure time if it were made available. Another 
projection technique is to show the respondent a picture or cartoon representing a 
particular situation, and to ask the respondent to state what they think is actually 
happening, or what one cartoon character is saying to another.
The concept behind many of these projection techniques is that 
subjects tend to give socially acceptable answers in normal interviews, whereas if 
they answer for another character they are able to project on that character those 
socially unacceptable feelings that they may be actually be feeling. The technique 
contains the potential for eliciting quite detailed responses, although such 
responses are subject to the criticism that they are very respondent dependent - 
that is dependent upon the experience, the degree of articulacy and possible 
education of the respondent. The techniques are based on Freudian psycho­
analysis whereby in reality anxiety is easily dealt with by the ego if the anxiety is 
projected and attributed to some external part of the respondent’s world. However, 
Allport (1953) was very critical of these methods, arguing that at no point do the 
projective methods ask the subject what his interests are or what he wants to do, 
and that the individual’s conscious report is always rejected as untrustworthy, 
which is quite naive.
Ryan (1995) suggests that the nature of projection techniques make 
them more vulnerable than other research techniques to problems of interpretation, 
and the value that can be placed upon such interpretation. Gilbert (1992) supports 
these criticisms, and has found that results are often judged to be highly selective, 
and that the data does not lend itself to precoded responses and quantitative 
assessment. Due to all of the above limitations, projection techniques were not 
selected as an appropriate research technique for this study, except as a support to
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The idea of interviewing groups of people together rather than 
individually is becoming increasingly popular in market research. With the focus 
group the interviewer becomes the facilitator of a discussion rather than an 
interviewer as such. A focus group is usually fairly homogeneous in nature and 
normally numbers 8 to 10 people. It is important that those selected have little 
experience of working in a focus group as the researcher wishes to obtain views 
representative of a wider population, not from expert ‘opinion givers’ used to the 
dynamics of a focus group.
Ryan (1995) believes that the advantages of using focus groups for 
obtaining views arise from the social dynamics of the group, which he categorises 
as being:
a) synergism - a wider range of ideas can result from a cumulative group effect, as 
opposed to individual interviews;
b) snowballing - one comment can elicit a whole range of additional confirmatory or 
modifying statements;
c) security - focus groups can generate a social ease reducing any insecurity or 
defensiveness that often arise in an interview situation;
d) spontaneity - it is likely that focus groups will elicit more spontaneous views; and
e) stimulation - the members of the group can stimulate each other.
In practice, the above processes are over-lapping and confirmatory, 
but the researcher gains an insight and a richness of data not usually forthcoming 
from other qualitative methods. In addition, one hour with a focus group can 
generate more ideas than several hours of individual interviews. However, it can 
take several hours for a group interview to be analysed and interpretation can be 
difficult. It is wise to have an independent assessment of content to prevent the 
subjectivity of the researcher intruding.
Focus groups are commonly used in commercial research, especially 
with reference to developing and monitoring advertising campaigns. They have not 
been widely used in the world of tourism, but they are often used for obtaining 
feedback on holiday brochures. Groups are asked to respond to the layout, 
pictures, text, and typeface of brochures to find those that appeal most to the 
various market niches. Despite their usefulness in this particular area however, 
there is certainly room for further use of focus groups in qualitative tourism 
research, as will be demonstrated in this thesis. Williams and Basford (1992) used 
focus groups to develop their instrument that measured the commonalities and 
differences in constraints experienced by Canadian non-skiers. There also appears 
to be a consensus among researchers, that where it is important to investigate the 
reason for behaviour, group interviews can be very useful, especially in the 
exploratory stages of the project (Brunt, 1997). Based on this support, and the 
advantages outlined above, the author decided to use 3 focus groups at the initial 
research stage, the details of which are in the next section. Prior to any subsequent 
research, the author wished to understand some of the constraints facing non­
skiers, in particular the intrapersonal constraints that have often been ignored by 
constraints researchers. The assumption was made that existing skiers will have 
overcome intrapersonal constraints in order to ski, and so therefore, the focus
the focus groups (see section 4).
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In-depth interviews tend to be used for three main reasons. Firstly, 
the limited number of subjects would render quantitative methods inappropriate. 
Secondly, information obtained from each subject would be expected to vary 
considerably - the question of ‘what percentage of respondents said what’ would 
not be relevant. Thirdly, in-depth interviews can be used to explore a topic as a 
preliminary stage in planning a more formal questionnaire based survey. For the 
latter reason alone, such a technique seemed appropriate for this study.
Interviews can be structured, unstructured, or a combination of the 
two. The unstructured interview differs from a conversation in the sense that both 
parties are aware of an agenda of question and answer. The structured interview 
involves a number of skills, some of which refer to questionnaire drafting skills such 
as determining the sequence of questions, and their precise content. Other abilities 
relate to the inter-personal skills involved in conversation and being able to ‘lead’ 
the interviewee. Also the researcher has to develop the skills of recording 
accurately the answers, and very often interviews are taped and a word for word 
transcription prepared.
There are various ways of going about the analysis of interview 
transcripts, but it is imperative that the researcher returns to the terms of reference, 
statement of objectives and begin to evaluate the information gathered in relation to 
the questions posed. Burgess (1982) has suggested that researchers find it difficult 
to explain in detail how they have used their interview material to arrive at their 
conclusions. More recently a variety of computer packages have become available 
to analyse interview transcripts.
In-depth interviews have been used by many consumer 
behaviourists, including Plog (1974), whose exploratory research resulted in his 
well known classifications of psychocentric and allocentric tourists. Other 
researchers have found semi-structured interviews to be very useful tools in the 
preliminary stages in preparing for and informing more structured data collection 
(Brunt, 1997). The majority of previous constraint studies have used a ‘macro-level’ 
of examination in which survey methods were used to collect data from relatively 
large numbers of subjects. While this approach has maximised the external validity 
of findings, it has also limited the ability of researchers to examine, in detail, the 
characteristics of constraints.
Some researchers, referred to in earlier chapters (Crawford &
Godbey, 1987; Henderson et al., 1988; McCormick, 1991), have advocated the use 
of ‘micro-level’ forms of examination, which typically use qualitative methods and 
relatively small numbers of subjects, in order to examine, in detail, characteristics of 
leisure constraints. In this study the author chose to use semi-structured interviews 
in order to facilitate a ‘micro-level’ examination of leisure constraints. The author 
agreed with Shaw and Whyte (1996), who suggested that “hidden” constraints may 
exist that have not been revealed through quantitative studies. It should not be 
assumed (as it has been in past constraints research) that individuals will always 
be aware of, or conscious of, the factors that constrain their leisure behaviour. 
Because of this support, interviews were used in this study, and further details of 
these follow in the next section.
groups were limited to non-skiers.
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4. Qualitative Methods Employed
The first objective of the study was to develop a broader and in-depth 
understanding of the different types of constraints on skiing.To achieve this 
objective a qualitative approach was used in order to operationalise the model in 
Figure 5.1. Both in-depth individual interviews and focus groups were used at this 
stage. The focus groups preceded the interviews, and the objective was to help 
develop a detailed and accurate categorisation of constraints facing participants 
and non-participants, which could be built into any subsequent questionnaire. 
Consumer behaviourists are increasingly embracing qualitative techniques and 
models in order to deal with relevant topics in meaningful and pragmatic ways 
(Walle, 1997). The author felt that formal research methods could not pursue some 
of the deeper issues involved with understanding constraints to tourist behaviour. 
Qualitative methods also allowed the researcher to base some of his questions on 
insights and intuition, gained from experience in the relevant industry.
Figure 5.1: A hierarchical model of leisure constraints 
(Crawford et al., 1991)
Intrapersonal
Constraints
Leisure
Preferences
Interpersonal
Constraints
Structural
Constraints
Interpersonal 
Compatibility and 
Coordination
Participation 
(or non­
participation)
a) The Focus Groups
Three focus groups with groups of non-skiers preceded the in-depth 
interviews. Each group was made up of 10 members of the larger sample (a 
discussion of the sampling frame can be found in section 8 of this chapter), and 
they took place at Dragons Health Club in Hove, East Sussex. Easterby-Smith et al. 
(1991) say that care needs to be taken in choosing the venue for the discussion. 
Ideally, in common with in-depth interviews, they should take place in surroundings 
within which the participants feel relaxed, and so the author chose their place of „ 
relaxation (health club). The dynamics of focus groups were introduced in the 
previous section.
For other operational issues concerning the focus groups, the author 
followed suggestions given by previous researchers. For example, Ryan (1995) 
recommends that the focus group be homogeneous in character, number 8 to 10, 
and that participants have little or no experience of working in a focus group.
People acquire knowledge of social structures, and the researcher needs to obtain
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views representative of a wider population, not from expert ‘opinion givers’ 
accustomed to the dynamics of a focus group. Therefore, the author ensured that 
non of the participants had focus group experience.
According to Walker (1985), the task of the group interviewer or 
moderator is not to conduct interviews simultaneously but to facilitate a 
comprehensive exchange of views in which all participants are able to speak their 
minds and to respond to the ideas of others. Lowe and Nilsson (1989) endorse the 
view that the person carrying out the group interview needs to be particularly 
skilled. They suggest the skills are essentially in two areas: initiator skills and 
executive skills. Initiator skills are those concerned with establishing and creating 
rapport before discussion takes off. Executive skills are those which give the group 
members sufficient confidence in the moderator to allow him or her to steer the 
conversation. Although the author was skilled at conducting focus groups, a pilot 
study was conducted with staff at the University of Brighton. This helped with the 
preparation of supporting techniques to prompt conversation.
There are various techniques that the researcher can use to prompt 
conversation should it flag. One is simply to return to the topic that the researcher 
might want to re-open, although care must be taken not to lead the conversation 
into conclusions. Other techniques have an element of game playing and are 
similar to those methods used in projection techniques. For example in tourism 
research, one could ascribe a personality to a place in order to elicit an image of 
the place. Other techniques commonly used include the use of prompts to induce 
comments. In this research exercise, the author showed interviewees various 
skiing related photographs: scenic views; apres-ski poses; mountain restaurants; 
other wintersport activities like snowboarding and parapent; Summer skiing; ski 
school activities; action shots of skiers; and picturesque chalets. Respondents were 
asked to indicate their reaction and thoughts corresponding to each group of 
photographs.
Ryan (1995) points out that interpreting focus group conversations 
can be difficult and requires skill. He suggests that it is wise to have independent 
assessment of contents: otherwise there is the possibility of the subjectivity of the 
researcher intruding. However, Robson and Wardle (1988) conclude that at least 
half of the groups in any-one project should not have an observer present. This 
advise was followed during the series of focus groups with non-skiers. In addition 
the conversations were taped and transcribed, and were captured on video for later 
interpretation. How they were analysed, is discussed in the next section, but a 
transcript from one of the focus groups can be seen in Appendix 1.
b) The Interviews.
Thirty in-depth interviews were undertaken and questions designed to 
allow skiers and non-skiers to talk about their leisure, and to provide insights into 
what constraints prevented their participation (or further participation) in the activity 
of skiing. Fifteen respondents from each category (skiers and non-skiers) were 
invited to participate in an interview. Although the qualitative subsampie might 
appear small, this sample size is not unusual in qualitative research studies. For 
example, a number of recent journal articles have featured qualitative research
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studies with similar sample sizes (eg., see Rublee & Shaw, 1991, n=13; Curry,
1993, n=1; Thompson, 1992, n=15; Frederick & Shaw, 1995, n=11). Furthermore, 
the present qualitative sample is stronger in some ways than those in the 
previously mentioned qualitative studies, because this is a subsample of a larger 
sample on which other data were collected.
Potential informants were selected through theoretical and negative 
case sampling and approached by the researcher to seek their cooperation in the 
study. Theoretical sampling is the purposeful sampling of cases or informants 
based on their presumed relevance for developing theory (Glaser & Strauss, 1967). 
Since data collection and analysis occurs simultaneously, sampling is directed by 
emerging theory. Therefore, as themes, or convergent information, begin to 
emerge, individuals presumed to be relevant to emerging themes are sampled. 
Additionally, through negative case sampling, those individuals who appear to 
contradict themes or concepts are sampled to modify and refine theory. Data 
collection is complete when an acceptable level of theoretical saturation is 
reached, when additional sampling units do not yield additional insights relevant to 
the study. All potential informants who were approached agreed to give interviews.
Interviews ranged in length from 15 minutes to 65 minutes, with the 
majority of interviews lasting between 40 and 55 minutes. Interviews were tape- 
recorded and transcribed into verbatim accounts for analysis. A typical interview 
transcript can be found in Appendix 2. For non-skiers, it was felt that the 
respondents should have the same social, economic and demographic 
characteristics as skiers so as to eliminate non-potential participants (ie. those of 
unsuitable age, or those not interest in sport). The respondents were therefore 
taken from the larger sample, who were all members of Dragons Health Clubs. 
Justification for targeting this group follows later in this chapter.
The questions followed an interview guide format (also in Appendix 
2), with appropriate probes used to encourage an informal conversation. In all the 
interviews a few main concepts were explored with all informants; however, 
wording of questions, ordering of questions, and questions regarding related 
concepts remained flexible. This form of interviewing has been termed 
‘semistructured’ by Howe (1988). This format allows for the pursuit of in-depth 
knowledge with each respondent while still permitting coverage of similar concepts 
across informants. Broad areas of grounded theoretical interest, developed through 
prior data collection and analysis (focus groups and previous interviews), provided 
the basis for interview questions. For example, in the focus groups a pervasive 
theme that arose was that non-skiers felt different from skiers, who they believed 
were ‘elitist’, ‘poseurs’, ‘materialistic’ and ‘ski bores’. This theme was addressed 
with ail informants. A typical question which probed this theme was ; ‘What are your 
feeling about skiers themselves, and have these feelings prevented you from 
considering taking up the sport?”
For the non-skier, the original interview guide included such 
questions as: What prevents you from doing all the things you’d really like to do?; 
What do you like to do for fun?; Have you ever considered going on a skiing 
holiday?; Do you have friends who ski?; What are your images of a skiing holiday?;
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Do you think you will ski in the future?; How could you be persuaded to take a 
skiing holiday? These questions were modified and enlarged as the data were 
collected. The latter part of the interview included more specific questions about 
how non-skiers were constrained from skiing, along with initial conclusions about 
how they could negotiate these constraints.
For existing skiers, the interview guide included such questions as: 
How were you first introduced to the sport?; Did your original perceptions of skiing 
match up with reality?; How many times have you been since?; Who do you 
normally go with?; What are your motivations when going on a skiing holiday?; 
Would you like to ski more often, and if so, what prevents you from doing so?; If 
these barriers were removed how often would you go? Interviewees were also 
asked if they had close friends or family that did not ski, and why this was the case.
5. Analysis of Qualitative Research
Data analysis was done using the constant comparison technique 
(Glaser & Strauss, 1967) which is a systematic method for recording, coding, and 
analysing data. The goal of this technique is to maximise credibility through 
comparison of groups and data. Glaser and Strauss describe in four stages the 
constant comparative method: 1) comparing incidents applicable to each category;
2) integrating categories and their properties; 3) deliminating the theory, and; 4) 
writing the theory. Although this method of generating theory is a continuously 
growing process - each stage after a time is transformed into the next - earlier 
stages do remain in operation simultaneously throughout the analysis and each 
provides continuous development to its successive stage until the analysis is 
terminated.
Several studies of leisure constraints have analysed qualitative data 
using this method (Shaw & Whyte, 1996; McCormick, 1991; Henderson et al.,
1995). Data analysis occurs through extensive examination of single categories to 
explore relationships around the category. Through analysis, individual categories 
are developed more fully in order to identify their particular properties. Additionally, 
data analysis involves searching for linkages among categories and subcategories 
around a core category. Core categories are those categories that best hold 
together all the other categories (Strauss, 1987).
Constant comparison involved reading all the transcripts to develop a 
broad understanding of the content. The data were coded to reflect the major 
constraints, and categorised according to the hierarchy proposed by Crawford et al. 
(1991). This involved deciding whether the constraints were intrapersonal, 
interpersonal or structural. The focus groups were also analysed in this way, but in 
addition, the videos were scrutinised for significant body signals such as facial 
expressions during the discussions. The respondents interpretation of the 
photographs given to them were also coded and categorised according to the 
constraints model. For example, one of the photographs (originally an 
advertisement for ski clothing), had a picture of two skiers on a chair lift, one smiling 
and enjoying herself, and the other looking very miserable and cold. Many of the
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respondents identified with the latter character, indicating that this was their image 
of the sport. These same people were likely to view the picture of a ski school as 
regimented and intimidating, as opposed to having fun with others.
Overall, the qualitative research provided interesting results. Non­
skiers in particular revealed a surprising number of intrapersonai constraints, 
perhaps the “hidden” constraints referred to earlier. They perceived skiing to be 
harder to learn than other sports, and suggested that they would feel self-conscious 
or embarrassed learning to ski. They also thought the activity would make them 
cold and wet, and that it would be dangerous, expensive, and too stressful. There 
was the feeling that skiing is an elitist sport, and that they were not ‘chic and 
glamorous enough’ to go. In fact, it was ascertained that non-skiers viewed 
themselves to be different from skiers. As in previous focus group studies on non­
skiers (Williams & Lattey, 1994), focus group participants perceived that the 
literature promoting skiing, portrayed the activity as being competitive, risk taking, 
and fashion-focused.
Skiers on the other hand, revealed in the interviews that they were 
constrained by time, family or economic factors. Family constraints included the fact 
that the respondent’s partners were often not interested in the sport.
One of the assumptions of the hierarchical model (challenged by 
Shaw & Whyte in 1996), is that it is possible to identify and clearly distinguish 
different categories of constraint. However, in this study there were difficulties in 
classifying a few of the responses. For example, if expense or cost was revealed as 
a constraint, this could be interpreted as an intrapersonai constraint (the 
anticipation of costing too much would lead to a negative motivation to ski), or as a 
structural constraint (one may have a positive motivation towards the sport, but 
simply can not afford to participate). The operationalisation of the three types of 
constraint categories may therefore be problematic.
6. The Questionnaire
In the past, quantitative research has been frequently more 
acceptable to tourism practitioners than qualitative studies (Hodgson, 1991). 
Traditionally, travel research has been conducted in-house, which is a reflection of 
both narrow profit margins and an ignorance of the benefits skilled researchers can 
offer. The result has been a proliferation of amateurishly designed questionnaires, 
many of which can be found in hotel rooms or given to tourists on charter planes on 
the return journey home. Also there is a tendency to distribute customer satisfaction 
questionnaires to as many clients as possible without worrying too much what 
percentage will respond and whether there will be any built-in response bias 
among returners.
Further, there has been very little research on the validity or accuracy 
of questionnaire data in leisure and tourism studies. One study by Chase and 
Godbey (1983) discovered that in a survey of tennis participation, respondents
138
exaggerated their levels of participation by a much as one hundred percent! This 
suggests that the researcher and the user of research results should always bear in 
mind the nature and source of the data. Questionnaire surveys rely on information 
from respondents, and what respondents say depends on their own powers of 
recall, on their honesty and, fundamentally, on the questions asked of them.
With these limitations in mind, the author sought to build an instrument 
that would measure perceptions of intrapersonai, interpersonal, and structural 
constraints on skiing participation. The measure followed a format common in 
previous constraints research in which subjects were asked to indicate their 
strength of agreement with or the importance of specific constraints on a Likert-type 
scale (Raymore etal., 1993; Jackson, 1983; Henderson etal., 1988). A list of 45 
constraints was developed directly from the results of the in-depth interviews and 
focus groups. Ideally, the contents of a questionnaire should be seen as balanced, 
and this was done by alternating the questions so that half were worded ‘positively’ 
and half ‘negatively’. Some researchers have cautioned against this generally 
accepted scale construction procedure (Fiek & Ritchie, 1991; Parasuraman etal., 
1985), arguing that consumers are less likely to answer at the extreme ends of the 
scale when responding to negatively worded statements. However, in this instance 
the author was more concerned about the possible tendency of respondents to 
check off the same category for every question. For example, if every question was 
worded from the same perspective (ie. against skiing), some respondents would 
automatically check off ‘Agree’. Varying the perspective of questions can 
discourage this bias.
Once this series of statements had been developed, they were given 
to a sample of 51 respondents representative of the larger group, who acted as 
‘judges’ indicating the degree of their agreement with each statement. The pilot 
questionnaire is in Appendix 3. A total score for each judge was obtained by 
summing individual responses over all questions. The preliminary results were 
then looked at in detail. A list of 20 to 30 statements is desired in the end for the 
survey proper (Smith, 1995). Statements that failed to discriminate between the 
highest-scoring and lowest-scoring groups of judges were identified. Also, 
statements that correlated poorly with the total score of respondents were 
eliminated. Cronbach’s Alpha is the standard method for assessing internal 
consistency of attitudinal scales (Cronbach, 1951). Alpha provides a measure of 
the internal consistency among items in an attitudinal instrument, with values 
ranging from 0.00 (no consistency) to 1.00 (perfect consistency). Nunnally (1978) 
suggests a threshold of 0.80 for accepting an instrument as internally consistent. 
Following factor analysis using SPSS, an alpha value of 0.88 was calculated, 
suggesting that the instrument was internally consistent. The 30 full statements 
used for the final questionnaire can be seen in Appendix 3, but they have been 
abbreviated for the constraints model in Figure 5.2.
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Im plem entation
Designed using PinPoint, each questionnaire contained an 
explanation of the purpose of the study, and, as well as the statements on 
constraints, the instrument asked about skiing experience, likelihood of skiing in the 
future, and general demographics. Postage was pre-paid, and respondents were 
given the opportunity to win a free skiing holiday, sponsored by Meriski, an 
independent ski operator (see Appendix 3).
Subjects were asked to indicate the extent to which they agreed or 
disagreed with a total of 30 statements, with 10 each representing intrapersonal, 
interpersonal, and structural constraints. The 30 statements in this instance were 
not presented in alternating positive and negative order for two reasons. The first 
was because analysis of the pilot questionnaire results supported the hypothesis 
(proposed by Parasuramen et al., 1985 and Fiek & Ritchie, 1991) that negatively 
worded dimensions have lower mean scores than positively worded dimensions. In 
terms of the significance of this trend, it appears likely that respondents become 
confused or less likely to answer at the extreme ends of the scale when responding 
to negatively worded statements. As a result of these problems it does not seem 
appropriate to compare mean scores of dimensions that have statement sets 
worded differently. The second reason for not alternating questions was due to the 
difficulties the judges had when completing the questionnaire. It became obvious,
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through observations and from questioning respondents after completion of the 
instrument, that alternating the questions caused general confusion that led to 
apathy and a reluctance to complete the form in a responsible manner.
7. Analysing The Quantitative Data
Raw data taken from questionnaires, in-depth interviews, checklists 
etc. need to be recorded, analysed and interpreted (Bell, 1993). Researchers are 
constantly searching for similarities and differences, for groupings, patterns and 
items of particular significance. Commonly used statistical packages amongst 
tourism researchers are:
1) SPSS (Statistical Package for the Social Sciences). This is a large and versatile 
package that has been long used by researchers in the social sciences.
2) MINITAB. This is widely used in Universities because when compared to earlier 
versions of SPSS it was a much more user-friendly system.
3) NCSS (Number Cruncher Statistical System). This is popular among students in 
North America for its ease of use, because it is primarily menu-driven in its tests.
These packages are continually being monitored, reviewed and 
updated to reflect the process of continuous evolution in computer software. The 
latest versions of SPSS are extremely powerful, very user-friendly, and accessible 
at the University of Brighton. For these reasons this statistical package was used to 
analyse the raw data.
At the beginning of this chapter, the objectives of the study were 
reiterated. The statistical tools used to achieve these objectives now require further 
explanation.
Objective 1: The first objective was to develop a broader and in-depth 
understanding of the different types of constraints on skiing. Although qualitative 
research had been used to achieve this objective, it was necessary to compare the 
qualitative results with those resulting from the questionnaire. To begin with, simple 
frequency analysis was used to investigate the demographics and skiing 
experience of respondents. The constraints for the groups as a whole were then 
analysed using mean scores, and this was followed by an examination of the 
differences between men and women respondents. Chi-square analysis sought to 
highlight any statistically significant differences between the two groups.
Objective 2: In order to determine the importance of intrapersonai, interpersonal, 
and structural constraints, and whether they provide three distinct types of 
constraints on skiing, various multivariate techniques were considered. When 
dealing with multivariate analysis, some of the most advanced techniques used are 
factor analysis, multidimensional scaling and cluster analysis. These are usually 
known as the analysis of interdependence techniques, since they examine the 
interdependence between questions, variables or objects (Gilbert, 1992).
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Choosing a suitable interdependence technique depends on whether or not the 
researcher wishes to summarise/reduce variables into a smaller number of 
dimensions, or summarise/organise the units (ie. individuals or objects) into 
groups. The first involves using factor analysis, and the second, cluster analysis. 
The third technique referred to above, multidimensional scaling (MDS), is a 
variation of factor analysis originating in psychophysics in the 1930s (Fenton & 
Pearce, 1988). The advantages and disadvantages of each method are now 
discussed.
a) Multidimensional Scaling (MDS)
The aim of MDS is to reduce data so as to make it more manageable 
and meaningful and at the same time to identify whether there is any fundamental 
underlying structure within the data (Fenton & Pearce, 1988). It is a very effective 
technique for the examination of marketing problems such as product life cycle 
analysis, market segmentation and image measurement, and its main advantage is 
that it permits a visual description of inherent data sets through its mapping 
process. It is based upon measures of proximity, and the conventional mode of 
questioning is for respondents to make pair-wise comparisons between how 
similar, or dissimilar items element are. Another method is to rank order items on 
the basis of how similar they are to a predefined standard.
One problem with this is that the number of questions required 
increases rapidly. For example, with 8 items, 28 paired comparisons are required; 
with 12 elements, 66 paired comparisons are needed. This is one of the main 
reasons researchers choose not to use MDS (Ryan, 1995). Another problem with 
MDS programs, is that they do not immediately achieve solutions as they require 
numerous trials or iterations before acceptable levels of stress are achieved.
b) Factor Analysis
Whereas MDS refers to a collection of data analysis procedures, 
factor analysis refers to a family of procedures used to analyse multivariate data 
sets such as various attribute ratings for a number of stimuli. In order to check 
whether elements or indicators bunch in the ways proposed by an a priori 
specification of dimensions, factor analysis is often employed (Bryman & Cramer, 
1990). Characteristics which go together constitute a factor, and factor analysis 
refers to a number of related statistical techniques which help us to determine them. 
Factor analysis allows the author to check, for example, if all of the ten 
intrapersonal constraints in the research instrument are really related to each other 
and not to elements that are supposed to measure other dimensions.
There are two main types of factor analysis with different objectives. 
Common factor analysis focuses on the common variance (ie. the variance 
shared among the original variables) and seeks to identify underlying dimensions. 
Principal components analysis on the other hand, focuses on the total 
variance (ie. the entire variation in the data set) and seeks to reduce the original set 
of variables into a smaller set of composite variables (called principal components) 
which are uncorrelated to one another. Both types of factor analysis are widely 
used, the choice between them being governed by the specific needs of the 
researcher (eg. measure development versus data reduction).
The difference between the two is that principal components analysis
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makes no assumptions about the correlational structure of the variates. It is simply a 
transformation of data. Factor analysis on the other hand does assume that a 
relationship exists whereby a set of latent variables exists that are sufficient to count 
for the interrelationships of the variates, though not for their full variances.
There has been some debate about the technique, and some 
statisticians have complained that investigators can choose to rotate factors in such 
a way as to get the answer they are looking for. Everitt and Dunn (1991) suggest 
that the main danger is to take the results too seriously, since they are likely to be 
only a very idealised approximation to the truth. However, they do recognise that 
such an approximation may prove a valuable starting point for further investigation. 
Ryan (1995) supports the use of factor analysis as a technique for the exploration 
of data, suggesting that not to explore the data in order to better understand the 
information it conveys would represent a failing on the part of the researcher.
c) Cluster Analysis
Cluster analysis is also a technique used to reduce complexity in a 
data set. However, while factor analysis is concerned with reducing the number of 
variables, cluster analysis seeks to reduce the number of objects for which 
measurements have been obtained. By looking at the similarities and differences 
between the scores observed on the variables of interest, each object is grouped 
with others having similar scores into what are known as ‘clusters’. Cluster analysis 
is often used in market segmentation studies, where market segments are formed 
on the basis of a large number of customer characteristics.
Cluster analysis is used where not only the membership of groups is 
unknown, but also the actual number of groups. It is therefore perhaps the most 
susceptible of the three techniques to imposition of a solution upon the data by the 
researcher because at some stage a group is either going to be formed or broken 
down into a cluster, which may support the hypothesis the researcher is hoping to 
find. An additional difficulty is that as the groups break down into smaller groupings, 
inequalities of group size inevitable emerge.
For this part of the research, the author did not wish to 
summarise/organise the units (ie. individuals or objects) into groups, so cluster 
analysis was rejected. In order to summarise/reduce variables into a smaller 
number of dimensions, factor analysis seemed the most appropriate technique to 
use to determine the importance of intrapersonal, interpersonal, and structural 
constraints, and whether they provide three distinct types of constraints on skiing. 
The decision on which technique to employ was also influenced by analysing the 
tools used in previous research. Chapter 4 on Leisure Constraints concluded that 
the field has progressed on several fronts, including the enhancement of the 
understanding of the concept of constraints, investigation of the many facets of 
leisure that are constrained in some way, analysis of variables related to the 
experience of constraints, and construction of theoretical frameworks and models. 
Another set of developments has to do with improvements in the measurement and 
analysis of constraints. These improvements are symptomatic of how scholars have 
increasingly tried to improve their understanding of leisure constraints by searching 
for regularities, or patterns, within constraints data. Earlier studies usually included 
only a narrow range of constraints (or barriers as they were first called), which were
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typically analysed on an item-by-item basis when related to other variables, such 
as socio-economic attributes and recreational activities (Godbey, 1985; Witt & 
Goodale, 1981).
In contrast, recent studies have incorporated longer and more 
comprehensive scales. More importantly, data analysis is now usually conducted 
at an aggregate level: groups, or classifications, of constraints rather than single 
items now tend to be analysed, usually on the basis of the empirical identification of 
dimensions. Factor analysis is the technique most often used for this purpose. It 
was only when factor analysis was used to classify items that one begins to witness 
the statistical analysis of leisure constraints data on an aggregated basis. There are 
several papers of this sort: Backman (1991); Backman and Crompton (1990);
Blazey (1989); Jackson and Dunn (1987); and Wright and Goodale (1991). In these 
papers, mean scores for dimensions derived from factor analysis were used to 
replace or compliment item-by-item analysis.
Two uses of factor analysis can be distinguished. The one most 
commonly reported is the exploratory kind in which the relationships between 
various variables are examined without determining the extent to which the results 
fit a particular model. Confirmatory factor analysis, on the other hand, compares the 
solution found against a hypothetical one. This is only available as an extra option 
with SPSS, and so in this instance, exploratory factor analysis was used to test the 
negotiation model.
Objective 3: The third main objective of the study was to determine the extent to 
which the constraints exist in the hierarchy predicted by Crawford et al., (1991). For 
this, a similar procedure was used as by Raymore efa/., (1993). First, a median split 
was performed on summed subscale scores, which created high and low groups 
on each of the three types of constraints. Next, a three-dimensional cross-tabulation 
was carried out in order to determine how many subjects were located in each of 
the eight possible conditions of constraints. Subjects could only belong to one of 
the eight conditions: low (intrapersonai), low (interpersonal), low (structural) - 
Group 1; low, high, low - Group 2; low, low, high - Group 3; low, high, high - Group 
4; high, low, low - Group 5; high, high, low - Group 6; high, low, high - Group 7; and 
high, high, high - Group 8.
To investigate any relationship between the variables of intrapersonai 
constraints, interpersonal constraints, and structural constraints, a series of 
simultaneous z tests were carried out on each of the eight groups. This determines 
whether the distribution of the subjects would be significantly different than 
expected from the assumption of independence between the variables of 
intrapersonai constraints, interpersonal constraints, and structural constraints. Little 
difference between observed and expected frequencies would signify no 
relationship or hierarchy (von Eye, 1990).
The next step in determining the possible existence of a hierarchy 
involved the use of a metamodel (Kohn et al., 1985)* This involves the definition of 
the relationships that would be expected to exist between constraint types if they 
did occur in a hierarchy. Four possible conditions or classes were determined to 
exist that would support the notion of a hierarchy of constraints. Class 1 consisted 
of subjects who were high in intrapersonai constraints regardless of their scores in 
interpersonal and structural constraints. This class resulted from combining the last
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four groups above. Class 2 comprised subjects who were low in intrapersonal 
constraints and high in interpersonal constraints regardless of their scores in 
structural constraints. This class resulted from combining Groups 2 and 4. Class 3 
consisted of subjects who were low in intrapersonal and interpersonal constraints 
but who were high in structural constraints (Group 3), and Class 4 comprised 
subjects who were low on each type of constraint (Group 1).
The fundamental assumption of the hierarchy proposed by Crawford 
et al., (1991) is that fewer subjects advance as their position along the hierarchy 
increases. This means that subjects who are high in intrapersonal constraints 
would not advance to be confronted by interpersonal constraints; subjects who 
were low in intrapersonal constraints but high in interpersonal constraints would 
not advance to confront structural constraints; and subjects who advanced the 
farthest would be low on all three constraint types. On the basis of this principle, the 
four possible classes were compared with each other, which created six 
comparisons: Class 1 versus Class 2, Class 1 versus Class 3, Class 1 versus Class 
4, Class 2 versus Class 3, Class 2 versus Class 4, and Class 3 versus Class 4. For 
a hierarchy to exist, the number of people in the first comparison class should be 
greater than the number of people in the second comparison class in each of the 
six comparisons.
Objective 4: The last objective was to understand the constraint differences 
between participants and non-participants. The means, standard deviations and 
differences in means for intrapersonal, interpersonal and structural constraints 
were calculated for each group. Skiers and non-skiers were then categorised 
according to their level of constraint (high or low) for each typology. Chi-square 
statistics investigated any significant differences between the observed and 
expected frequencies, with regard to skiing experience of respondents and their 
different levels of intrapersonal, interpersonal, and structural constraint.
The chi-square test was also used to compare the frequency of cases 
found in the two groups. Data was recoded so that respondents could belong to 3 
categories: agree with the statement; disagree with the statement, or; undecided. 
Observed and expected frequency of cases for each constraint was calculated, 
along with their chi-squared values and their exact two-tailed probabilities. Further 
analysis of the two groups involved cross-tabulations with income, age, status, and 
their likelihood of skiing in the future.
8. The Sample
The quality of the sample on which subsequent analysis is based is a 
major determinant of the quality of the study conclusions. The sample selection was 
therefore given careful consideration, and probably best explained by working 
through the standard sample process as outlined below. The limitations of the 
sample selection follow this section.
a) The Sampling Process
Stage 1: Define the population. The first stage in the sampling process is
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specification of the target population. Since the focus of the study was on high 
potential non-skiers as well as existing skiers, the sample was taken from a 
membership listing of a health club chain in the South of England called ‘Dragons’. 
Dragons have 4 clubs based in Hove, Guildford, Epsom and Western Avenue, with 
a total membership of 7500. Facilities in each club are standardised. Each has an 
indoor swimming pool, squash courts, gym and exercise studio, spa, sauna and 
steam room, sunbeds, a creche, beauty salon and a bar/bistro. They attract mainly 
young, affluent, health conscious men and women. ACORN profiles for each of the 
clubs were obtained by the author (see Appendix 4), along with demographic 
details for the clubs, and these were compared to the demographics provided by 
Mintel (1996) for regular skiers and non-skiers, and also compared to the profile of 
a skier as suggested by Precision Marketing (1993) and Greer (1990). A close 
correlation was found. The Acorn profiles suggest which socio-economic groups 
the population within 15 minutes driving time to the club belong to, as well as their 
sport and leisure interests. For each area, ABC1 socio-economic groups are well 
represented. The Area Data Buying Profiles for Sport and Leisure, indicate that a 
high percentage of the population within 15 minutes driving time take their sport 
and leisure seriously. Many people in these areas are interested in sailing, squash, 
cycling and health fitness, the very activities that correlate well with skiing. 
Additionally, for each area, twice as many people ski than in the UK in general. 
Whichever figure is true (Mintel say that 2% of the population ski, whereas the 
industry prefer the figure of 3%), an average of 5.6% of people ski in the four Acorn 
areas. This would be consistent with earlier findings (see Chapter 1) that suggest 
that skiers are heavily represented in the South-East.
Stage 2: Specify the sample frame. This is specification of the listing, directory or 
roster from which the sample will be chosen. In this case, the membership lists for 
the Dragons clubs were used in order to mail the questionnaire.
Stage 3: Selecting the sampling method. The researcher has to decided whether a 
probability or non-probability approach will be applied to draw the sample and 
exactly how the sample members will be selected. There is a wide range of both 
probability and non-probability sampling methods. The key difference between the 
two is that with probability sampling, a statistical evaluation of sampling error can 
be undertaken; such an assessment is not possible with samples drawn by non- 
probabilistic methods. In this instance, the author chose the quota sampling 
technique, where sample members are chosen on the basis of satisfying a pre­
specified criteria thought to apply to the population. This method is often used to 
attempt to overcome the problem of unrepresentative samples, and should only be 
used when background information on the target population is known. In this study, 
the sample selection was linked to the overall objectives, and therefore had to be 
representative of the UK skiing population, and those considered to be high 
potential non-skiers. Quotas were calculated from the Mintel statistics on UK skiers 
(Mintel, 1996) to ensure that the final sample chosen corresponded in the right 
proportions to the total sample population. Since the Dragons members were 
already considered to be of the appropriate socio-economic and psychographic 
groups, it was just necessary to design a target quota sample based on age and 
gender. Table 5.4 indicates the approximate target numbers based on the Mintel
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data.
Table 5.4: Target Quota Sample Numbers of Respondents
Age:
Gender:
15-19 vrs 20-24 vrs 25-34 vrs 35-44 vrs 45 +
M F M F M F M F M F
Target
Num ber
60 40 48 32 50 34 41 27 41 27
% (Mintel) 25% 20% 21% 17% 17%
Total
40 0
100 80 84 68 68
Stage 4: Determine sample size. The selection of sample size has received 
considerable attention from critics of tourism research. Baker et al., (1994) claim to 
have seen numerous examples of tourism research projects in which the sample 
size was determined by no known or accepted theoretical practice. They suggest 
there are two basic approaches for the tourism researcher interested in 
accountability and efficiency; required size per cell and a traditional statistical 
model. The required size per cell simply needs approximately 30 responses for 
each demographic cell of data. For example, two genders, four ethnic groups, and 
four age groups would require a sample size of 960 (2* 4* 4*30). Other rules of 
thumb suggest from 50 to 100 cases per cell depending upon the importance of the 
category.
The traditional statistical model is based on a management 
specification of allowable error (e), the level of confidence in the sampling process 
(z), and the variance in the population (@ ). One form of statistical method for 
determining sample size is expressed by Tull and Hawkins, (1990) as follows:
n = Z @ 
e
One important aspect of the traditional statistical method of sample 
size determination is that the sample must be randomly selected; every member of 
the population of interest must have a known chance of being selected. This is a 
key to eliminating systematic bias.
Another important point is that if questionnaire respondents are all 
basically alike, a small sample size is indicated no matter how big the population. 
This is often a fundamentally difficult concept for researchers and managers alike to 
accept. Sample size is not a function of population size; it is a function of 
population variance. Large scale data collection is very costly and, quite often, not 
needed. Careful sample size determination and the use of multiple data collection 
techniques, will go a long way toward insuring accountable and efficient tourism
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The sample size will also depend on the statistical analysis that will 
follow the data collection. It is generally accepted that for factor analysis the size of 
the sample must be large. However, as Ryan (1995) says “this is like saying how 
long is a piece of string? How long - how large?” Generally speaking the 
procedures will incorporate large and indeterminate margins of error if they are less 
than several hundred. Therefore, based on all of the above criteria, the target 
number of respondents was set at 400.
Stage 5: Draw the sample and collect the data: 2,500 questionnaires were given to 
the members of Dragons, based on the quota selection criteria set out above. With 
the postage pre-paid, the author anticipated a response rate in excess of 15%.
From the original 2,500 questionnaires, 412 (16.5%) usable responses were 
returned and consequently analysed. The results are reported in the following 
chapter.
b) Limitations of sample selection
A possible limitation is the selection of the target sample itself. 
Although the selection criteria was given careful consideration, an exact profile of 
the typical British skier is not available. It is only in the last decade that researchers 
have paid any interest to the consumer behaviour of skiers, and this research has 
been inconclusive. However, there is increasing evidence to suggest that skiing 
attracts a particular type of personality, and this type of person is likely to be found 
at a health club in the South of England. After analysis of the club profile, the target 
sample was deemed to be appropriate for this particular study.
By using non-probability sampling procedure, the selection of 
sampling elements is left to the discretion of the researcher, and there is no explicit 
scientific model (such as probability theory) which can be used to assess the 
degree of sampling error. However, researchers (Gilbert, 1992; Moser & Kalton, 
1989) point out that with quota samples the sampling errors are so small, in 
comparison with other errors and bias that enter into surveys, that it is no great 
disadvantage not to be able to estimate them.
Another possible limitation is the offer of a free skiing holiday for those 
completing the questionnaire. This may attract a disproportionate amount of skiers, 
and may deter those who are not interested in skiing from completing the form. 
There was also the possibility (since the questionnaires were self-completed) that 
the targeted Dragons member may not complete the questionnaire, and it may be 
completed by another member of the household.
research.
Conclusion
This chapter provided a foundation of understanding of research and 
its relevance to leisure and tourism, and revealed the methodological approach 
utilised for this study on constraints to skiing. The stages in the application of 
research to the study area are summed up in Figure 5.3.
148
After reviewing the various methodologies used in leisure and tourism 
research, the author concluded that there was strong recommendation for 
combining quantitative and qualitative methodology. In this study methodological 
triangulation involved the use of in-depth interviews, focus groups and a detailed 
questionnaire. The reasons for the choice of this particular research ‘triangle’, was 
given, along with justification for the rejection of alternative methods, such as 
participant observation, repertory grid technique and projection techniques.
The first objective of the study was to develop a broader and in-depth 
understanding of the different types of constraints on skiing. To achieve this 
objective a qualitative approach was used in order to operationalise the negotiation 
model proposed by Crawford et al., (1991). Both in-depth individual interviews and 
focus groups were used at this stage. The focus groups preceded the interviews, 
and the objective was to help develop a detailed and accurate categorisation of 
constraints facing participants and non-participants, which could be built into any 
subsequent questionnaire. Data analysis was done using the constant comparison 
technique (Glaser & Strauss, 1967). The qualitative research provided interesting 
results, with non-skiers in particular revealing a surprising number of intrapersonal 
constraints.
Based on these results, a questionnaire was designed, implemented 
and analysed, with the research objectives in mind. Although qualitative research 
had been used to achieve the first objective, it was necessary to compare the 
qualitative results with those resulting from the questionnaire. To begin with, simple 
frequency analysis was used to investigate the demographics and skiing 
experience of respondents. The constraints for the groups as a whole were then 
analysed using mean scores, and this was followed by an examination of the 
differences between men and women respondents. Chi-square analysis sought to 
highlight any statistically significant differences between the two groups.
In order to determine the importance of intrapersonal, interpersonal, 
and structural constraints, and whether they provide three distinct types of 
constraints on skiing, various multivariate techniques were considered. For various 
reasons, multidimensional scaling and cluster analysis were not used for this study, 
as factor analysis seemed more appropriate. Next, a metamodel used in a previous 
study by Raymore et al., (1993) was used to test the existence of a hierarchy (the 
third objective), and finally chi-square statistics investigated any significant 
differences between participants and non-participants.
The sample selection was given careful consideration, and was 
explained by working through the standard sample process. Limitations of the 
sample selection were also discussed. The sample was taken from a membership 
listing of a health club chain in the South of England called ‘Dragons’. A close 
correlation between the members and the profile of a skier was found to exist. The 
sample had to be representative of the skiing population, and so the quota 
sampling technique was employed. 2,500 questionnaires were distributed by post, 
and 412 (16.5%) usable responses were returned and consequently analysed. The 
results are reported in the following chapter.
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Figure 5.3: Methodological Process
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FIN D IN G S
In this chapter, the data collected from the questionnaires was 
analysed using SPSS for Windows. Initially, the instrument was tested for internal 
consistency, and then the frequencies were examined, both for demographics and 
skiing ability. The constraints facing the sample as a whole were then listed, and 
comparisons were made between men and women in order to compare with 
previous constraint studies on skiing.
Factor analysis was then used to establish the three types of 
constraint - intrapersonal, interpersonal, and structural - as separate classes of 
constraint on skiing. Principal-components factor analysis was conducted on the 
correlations of the 30 variables. Three factors were extracted with eigenvalues 
equal to or greater than 1.00. In order to increase the interpretability of factors, 
oblique rotation was preferred to the alternative, orthogonal rotation. The next stage 
involved testing the extent to which a hierarchical relationship existed among these 
three types of constraint. To determine the possible existence of a hierarchy 
involved the use of a metamodel (Kohn et al., 1985). This involves the definition of 
the relationships that would be expected to exist between constraint types if they 
did occur in a hierarchy.
Finally, the differences between skiers and non-skiers was 
investigated. The means, standard deviations and differences in means for 
intrapersonai, interpersonal and structural constraints were calculated and skiers 
and non-skiers were categorised according to their level of constraint (high or low) 
for each typology. Chi-square statistics explored any significant differences 
between the observed and expected frequencies, with regard to skiing experience 
of respondents and their different levels of intrapersonai, interpersonal, and 
structural constraints. Further analysis of the two groups involved cross-tabulations 
with income, age, status, existence of children, and their likelihood of skiing in the 
future.
Introduction
1. Internal Consistency
Internal reliability is particularly important in connection with multiple- 
item scales. A number of procedures for estimating interna! reliability exist, two of 
which can be readily computed in SPSS. First, with split-half reliability the items in 
a scale are divided into two groups and the relationship between respondents’ 
scores for the two halves is computed. A correlation coefficient is generated, which 
varies between 0 and 1 and the nearer the resuit is to 1 - and preferable at or over
0.7 - the more internally reliable is the scale. Secondly, the currently widely used 
Cronbach’s alpha essentially calculates the average of all possible split-half 
reliability coefficients. Again, the rule of the thumb is that the result should be 0.7 or 
above (Ryan, 1995).
Both split-half and alpha estimates of reliability were calculated. The 
output in table 6.1 suggests that the constraints dimensions are internally reliable
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since the alpha coefficient is 0.86. Split-half coefficients also indicate internal 
reliability. Reliability coefficients were also determined for the three categories of 
constraints, and these were also shown to be internally reliable.
Table 6.1: Reliability Analysis
Reliability Coefficients
No. of cases = 412
Alpha = .8634
Reliability Split
No. of cases = 412
Correlation between forms = .7492 
Gutman Split-half = . 8565
15 Items in part 1
Alpha for part 1 = . 7683
Alpha for 3 categories
Intrapersonai = 0.7964 
Interpersonal = 0.7026 
Structural =0.7185
2. Frequencies
From the original 2,500 questionnaires sent out to Dragons members, 
412 (16.5%) usable responses were returned and analysed. This section looks at 
the frequencies for demographics and skiing experience. The constraints for the 
groups as a whole are then discussed, followed by an examination of the 
differences between men and women respondents.
Demographics
Table 6.2 summarises the frequency distributions for demographics, 
with both absolute frequencies and relative frequencies given. The figures in bold 
represent the quotas calculated from the Mintel statistics on UK skiers presented in 
the previous chapter (see Table 5.4).
Secondary research tells us that skiers are young, more affluent than 
the population in general, active sports enthusiasts with strong links to health and 
fitness, and predominantly male, aged between 15 and 34 (Waldron, 1991; Greer, 
1990; Precision Marketing, 1993; Mintel, 1996). Chi-square analysis revealed no 
significant differences between ages of respondents and the ages of skiers as 
presented by Mintel (X2 = .627, df = 5, p>.1), whose figures are in brackets in Table 
6.2. There is evidence to suggest, however, that more women are taking to the 
slopes, as the number of families skiing increases (Lewis & Wild, 1995; Spring,
No. of items = 30
No. of cases = 30
Equal-length Spearman-Brown = .8567 
Unequal-length S-B = .8567
15 Items in part 2
Alpha for part 2 = .7550
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1997). The gender split of respondents may therefore be more representative of the 
skiing population, as opposed to the data supplied by Mintel.
Table 6.2: Frequency Distributions for Demographics
Variable Values Absolute
Frequency
Relative 
Frequency (%)
Marital status
Gender
Age
Children
Salary
1. Married 160 38.8
2. Single 234 56.8
3. Unknown 18 4.4
Total: 412 100
1. Male 224 54.4 (60) *
2. Female 188 45.6 (40)
Total: 412 100 (100)
1. 15-19 93 22.6 (25)
2. 20-24 75 18.2 (20)
3. 25-34 86 20.9 (21)
4. 35-44 81 19.7 (17)
5. 45-54 46 11.2 0 )
6. Over 55 31 1A (8)
Total: 412 100 (100)
1. Yes 124 30.1
2. No 288 69.9
412 100
1. <£10.999 144 34.9
2. £11,000-£19,999 55 13.4
3. £20,000-£34,999 79 19.2
5. >£35,000 108 26.2
6. Unknown 26 6.3
Total: 412 100
* Bold figures in brackets represent the percentages in each 
classification as suggested by Mintel (1996)
The majority of respondents have lower incomes than the typical 
skier. However, this would be accounted for by the number of young people 
answering the questionnaire, who are either students or working for low salaries, 
but live and ski with their parents. Research has shown (Spring, 1997; Mintel, 
1996) that nearly all the skiing holidays taken by the 15-19 age group are paid for 
by the parents.
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Skiing experience and prospects
Table 6.3 summarises the information given by respondents related to 
their skiing ability and likelihood of skiing In the future. It can be seen from the table 
below, that 55% of respondents had skied before. Considering only 2-3% of the UK 
population ski regularly, and 83% have never skied (Mintel, 1996), this figure is 
remarkably high. Precision Marketing (1993) found that among young, affluent 
consumers (ABC1, 15-34s), the majority (61%) had never skied, so the data here 
adds more credence to the proposition that the propensity to ski is not just related 
to age, but to a combination of socio-economic class and lifestyle (or 
psychographic) factors.
Table 6.3: Frequency Distributions for Skiing Experience
Variable Values Absolute Relative
Frequency Frequencvf%1
Skied before 1. No 184 44.7
2. Yes 228 55.3
Total: 412 100
Number of 1. One 46 20.4
Weeks 2. Two 26 11.5
3. Three-Five 46 20.4
4. Six-Ten 30 13.3
5. Eleven-Fifty 49 21.7
6. Over Fifty 29 12.7
Total:226 100
Likelihood of 1. Next year 109 26.5
Skiing 2. Two Years 53 12.9
3. Five Years 39 9.4
4. Not at all 72 17.5
5. Undecided 139 33.7
Total: 412 100
However, it would be presumptuous to assume that 55% of all 
Dragons members have skied before. It should be remembered that as an incentive 
to complete the questionnaire, a free skiing holiday was offered in a prize draw. It 
may be, therefore, that this incentive attracted a disproportionate amount of skiers. 
Some questionnaires from non-skiers even indicated that they did not wish to enter 
the prize draw! in terms of ski experience, those who have skied seem quite 
experienced, although there are few figures from the general skiing population to 
compare with. Mintel (1996) found that of their respondents who had skied, 31% 
had not skied for 5 years, 37% had skied once or twice, and 31% had been more 
than 3 times. In comparison, 32% of skiers from the Dragons sample could be 
classed as beginners (1-2 weeks skiing experience), 34% as intermediates (3-10 
weeks), and 34% as advanced (11 weeks or more). Of the advanced group 29 
(13%) had skied more than 50 weeks.
155
Constraints to skiing
The mean and standard deviation for each constraint type and each 
constraint statement are presented in Table 6.4.
Table 6.4: Descriptive Statistics for Intrapersonai, Interpersonal and 
Structural Constraints
Constraint Type M ean S D
Intrapersonai 2 2 .2 7 1 8 6 .5 8 6 0
Anticipation of expense 3.551 1.048
Afraid of injury 2.534 1.151
Will get cold and wet 2.378 1.159
Harder to learn than other sports 2.369 1.061
It is too dangerous 2.106 .924
Scared of lifts 2.055 1.177
Afraid of heights 2.029 1.169
Don’t fancy the physical challenge 1.803 .999
Self-conscious or embarrassed learning 1.761 .955
It would be too stressful 1.754 .893
Interpersonal 2 1 .7 7 6 7 6 .1 6 1 9
Others don’t have the money 2.890 1.114
Others don’t have the time 2.433 1.076
Can’t find others to go with 2.413 1.103
It is an elitist sport 2.400 1.119
Partner is not interested 2.283 1.224
Too many family commitments 2.104 1.045
Others too good to take me 2.053 .976
Will embarrass myself in front of friends 1.890 .986
Family are too young 1.889 1.100
Not chic and glamorous enough 1.729 .831
Structural 2 9 .1 5 5 3 5 .9 4 0 9
Clothing and equipment too expensive 3.754 .976
Lack of low-cost, all-inclusive holidays 3.488 1.043
Prefer to take a holiday elsewhere 3.169 1.257
Don’t have enough money 3.148 1.297
Slopes are too overcrowded 2.795 .989
Concerned about the lack of snow 2.767 1.062
Too much hassle buying or renting 2.633 1.162
Too much planning involved 2.572 .965
Don’t have enough time to go 2.453 1.073
Too many other leisure commitments 2.439 1.080
Note: 1 = Low Constraint (strongly disagreed with statement) and 5 = 
High Constraint (strongly agreed with statement)
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Frequency tables for each constraint can be found in Appendix 5. 
Constraint means can vary between 1 and 5, with 1 and 2 indicating that the 
respondent reported no constraint (ie. did not agree with the statement), and 4 and 
5 indicating that the respondent is constrained by that variable (agreed with the 
statement). A mean of 3 indicated that the respondent was undecided. The 10 
highest constraints for all respondents are listed in Table 6.5.
Table 6.5: Perceived Constraints on Skiing for all Respondents 
(n = 4 1 2)
Rank Constraint Mean % In 
Aareem ent
n=412
1 Clothing and equipment are too expensive 3.754 296
2 Anticipation of expense 3.551 267
3 Lack of low-cost, all-inclusive holidays 3.488 222
4 Prefer to take a holiday elsewhere 3.169 183
5 Don’t have enough money 3.148 202
6 Others don’t have the money to go with me 2.890 152
7 The slopes are too crowded 2.795 99
8 Concerned about the lack of snow 2.767 115
9 Too much hassle buying or renting equipment 2.633 116
10 Too much planning involved 2.572 84
The constraints facing the two different groups, skiers and non-skiers, 
will be examined later in this chapter. There is no previous research that has 
investigated both groups together, and so no comparisons can be made. However, 
these initial statistics are interesting, if compared to the findings from the qualitative 
research. Despite the fact that 45% of the respondents were non-skiers, 
intrapersonal constraints still did not feature predominately in the minds of 
respondents. During the interviews and focus groups however, respondents, 
especially non-skiers, expressed a much higher degree of intrapersonal constraint 
towards the sport.
The list of constraints is mainly structural in nature, and 5 of the top 7 
constraints are economic constraints. The mean perception of structural constraints 
was 29.15 (see Table 6.4), compared to 22.27 for intrapersonal constraints and 
21.77 for interpersonal constraints. The fact that skiing clothing and equipment are 
too expensive is the number one deterrent with 64% of respondents agreeing with 
this statement.
Gender Differences
The gender split in the UK skiing market is similar to that in North 
America. In Canada, women constitute 41% of the active alpine skier market in 
terms of participation (Canadian Ski Council, 1993). Mintel (1996) say that more 
men ski than women, and their statistics show that the ratio of men to women has 
been fairly stable for the last decade, although it has dropped slightly from 1.6:1 in
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1985 to 1.46:1 in 1995. Lewis and Wild (1995) attribute this rise in women skiers to 
the young, well-off, female segment of the market. Mintel also report that 87% of 
women have never skied, compared to 80% of men.
In this survey 224 men completed questionnaires (54.4% of the 
sample) compared to 188 women (45.6%) (see Table 6.6). There were significant 
differences between men and women, in terms of skiers and non-skiers (X2 = 8.62, 
df = 1, p<.01). Of the women, 48% had skied before (n = 89) compared to 62% of 
the men (n = 139). 52% of women had never skied, compared to 38% of men, and 
the ratio of men to women non-skiers was 1:0.6 compared to the Mintel ratio of 
1:0.9. Men are slightly more experienced at the sport than women, consistent with 
previous findings (Greer, 1990) and, taken as a group, are more likely to ski in the 
next five years (X2 = 10.03, df = 4, p<.05).
Table 6.6: Gender Differences in Ski Experience
V ariab le Men W omen
Skiers 139(62%) 89(48%)
Non-skiers 55(38%) 98(52%)
Total: 224(100%) 187(100%)
Skiing experience: 1-5 weeks 68(49%) 50(57%)
6 weeks or more 70(51%) 38(43%)
Total: 138(100%) 88(100%)
Likelihood of skiing: Next 5 years 118(53%) 83(44%)
Not at all 34(15%) 37(20%)
Undecided Z2(32%) 6Z(36%)
Total: 224(100%) 187(100%)
The constraints facing women compared to men are tabled below 
(see Table 6.7).
Table 6.7: Constraints Comparing Men and Women
Constraint Mean level of agreement
Men W om en t-test
(n =224) (n = 1 88) ps
Clothing and equipment are too expensive 3.817 3.673 ns
Anticipation of expensive 3.526 3.572 ns
Lack of low-cost, all-inclusive holidays 3.436 3.543 ns
Prefer to take a holiday elsewhere 3.169 3.160 ns
Don’t have enough money 3.116 3.192 ns
Slopes are too crowded 2.906 2.648 .01
Others don’t have the money to go with me 2.879 2.909 ns
Afraid of injury 2.250 2.861 .001
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Concerned about the lack of snow 2.924 2.582 .01
Too much hassle buying or renting equipment 2.741 2.492 .05
It is an elitist sport 2.500 2.272 .05
Too many other leisure commitments 2.580 2.272 .01
Partner is not interested 2.415 2.130 .05
Don’t have enough time to go 2.513 2.385 ns
Too much planning involved 2.660 2.470 .05
Women are more constrained by the perceived dangers of the sport. 
Using Levene’s Test for Equality of Variance, the mean score for women who are 
afraid of injury (M = 2.86, SD = 1.12) is significantly higher (t = -5.56, df = 410, two- 
tailed pc.001) than that of men (M = 2.25, SD = 1.09). This finding is consistent with 
that of Williams and Lattey (1994) who found that if females perceive skiing as 
being too physically demanding and dangerous and do not feel confident about 
their ability to meet its athletic requirements, they will probably not pursue it. Mintel 
(1996), in their survey, discovered that more women than men do not feel they are 
‘fit or sporty’ enough to ski, but slightly more men than women (7% versus 6%) 
thought that skiing was dangerous. Mintel also found that women are less deterred 
by the expense, but from the above table, women appear to be more constrained 
financially, although there is no significant difference between the mean scores of 
men and women as regard to economic constraints.
Women are less concerned than men about the possibility of 
crowded ski slopes and lack of snow. The mean scores for men (M = 2.90, SD =
.98; and M = 2.92, SD = 1.07) are significantly higher on both constraints (t = 2.65, 
df = 407, p<.01; and t = 3.28, df = 409, p<,01) than the mean scores of women (M = 
2.64, SD = .96: and M = 2.58, SD = 1.02). Again, this is consistent with the findings 
of Williams and Lattey (1994) who reported that women place less emphasis on the 
importance of ski lift and equipment technologies, ski slope gradient and snow 
grooming, and would rather enhance the emotional and social dimensions of skiing 
as opposed to its physical benefits.
Men were significantly more likely to be constrained by the necessary 
planning involved and the hassle of hiring equipment (p<.05), and by other leisure 
commitments (p<.05), than women. Previous studies have not focused on these 
constraints, so comparisons can not be made. More importantly, men were more 
likely than women to be constrained from skiing by their partner not being 
interested.
Chi-square assessments of statistical similarities and differences in 
responses to the three categories of constraints were made, and it was found that 
there was a significant difference between the observed and expected frequency of 
men and women in their level of intrapersonai constraints (X2 = 27.53, df = 1, 
p<0.001). For Table 6.8, a median split was performed, whereby candidates were 
classified as either low (subscale score of below 25) or high (above 25) constraint, 
for each category.
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Table 6.8: Gender Differences in intrapersonal, Interpersonal and 
Structural Constraints
Constraint type Level of 
Constraint
Men W omen
1. INTRAPERSONAL Low 176(79%) 102(54%)
High
Total:
48(21%}
224(100%)
86(46%}
188(100%)
2. INTERPERSONAL Low 150(67%) 135(72%)
High
Total:
74(33%}
224(100%)
53(28%}
188(100%)
3. STRUCTURAL Low 40(18%) 47(25%)
High
Total:
184(82%}
224(100%)
141(75%}
188(100%)
For interpersonal and structural constraints, no significant differences 
were found between the observed and expected frequencies of men and women. 
However, 46% of women, compared to 21% of men, perceived significantly higher 
levels of intrapersonal constraints (X2 = 27.53, df = 1, p<.001) . These findings 
confirm previous leisure constraints studies that have found females to have higher 
intrapersonal constraints than males on their leisure activity (Jackson & Henderson, 
1995; Raymore eta l., 1994; Alexandris & Carrol, 1997).
3. Testing the model
Data analysis was carried out to establish the three types of constraint 
- intrapersonal, interpersonal, and structural - as separate classes of constraint on 
skiing. To do this factor analysis was used. Characteristics which go together 
constitute a factor, and factor analysis refers to a number of related statistical 
techniques which help us to determine them. These techniques can be used for 
three main purposes (Bryman & Cramer, 1997). First, they can assess the degree to 
which items are tapping the same concept. It enables one to assess the factorial 
validity of the questions which make up scales by indicating the extent to which 
they seem to be measuring the same concepts or variables. Second, if one has a 
large number of variables, factor analysis can determine the degree to which they 
can be reduced to a smaller set. The third use to which factor analysis has been put 
is related to the previous one but is more ambitious in the sense that it is aimed at 
trying to make sense of the bewildering complexity of social behaviour by reducing 
it to a more limited number of factors.
Two uses of factor analysis can be distinguished. The one most 
commonly reported is the exploratory kind in which the relationships between 
various variables are examined without determining the extent to which the results
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fit a particular model. Confirmatory factor analysis, on the other hand, compares the 
solution found against a hypothetical one. In this instance, exploratory factor 
analysis was used to test the negotiation model.
The initial step is to compute a correlation matrix for the 30 items 
which make up the three categories of constraints. The correlation matrix for these 
items, together with their significance levels is presented in Appendix 6.
Principal-components factor analysis was conducted on the 
correlations of the 30 variables. Three factors were extracted with eigenvalues 
equal to or greater than 1.00. The SPSS output showing the initial factors produced 
by the principal-axis factoring, and the amount of the variance the constraints 
account for (their eigenvalue) is presented below (see Table 6.9).There are two 
main criteria used for deciding which factors to exclude (Bryman & Cramer, 1997). 
The first known as ‘Kaiser’s criterion’, is to select those factors which have an 
eigenvalue of greater than one. Since the total variance that any one variable can 
have has been standardised as one, what this means, in effect, is that a factor 
which explains less variance than a single variable is excluded. The second 
method is the graphical scree test (Cattell, 1966), where a graph is drawn of the 
descending variance accounted for by the factors initially extracted (see Appendix 
7 for graph). Based on these criteria, a straightforward decision was made to 
accept the first three factors. These three factors accounted for 32.3% of the 
variance.
Table 6.9: Initial Principal Axis and their Variance
ctor E igenvalue % of Var Cum %
1 6.34180 21.1 21.1
2 2.19890 7.3 28.5
3 1.15458 3.8 32.3
4 0.98867 3.3 35.6
5 0.85308 2.8 38.5
6 0.66367 2.2 40.7
7 0.59755 2.0 42.7
8 0.51530 1.7 44.4
In order to increase the interpretability of factors, they are rotated to 
maximise the loadings of some of the items. These items can then be used to 
identify the meaning of the factor. A number of ways have been developed to rotate 
factors, the two most commonly used methods being orthogonal, which produces 
factors that are unrelated to or independent of one another, and oblique rotation, 
in which the factors are correlated. There is some controversy as to which of these 
two kinds of rotation is the more appropriate (Bryman & Cramer, 1997). Kerlinger 
(1973) has suggested that the use of the orthogonal rotation is unrealistic in the 
social sciences because it does not permit correlations between the pairs of factors. 
The advantage of orthogonal rotation is that the information the factors provide is 
not redundant, since a person’s score on one factor is unrelated to their score on 
another. The disadvantage, on the other hand, is that the factors may have been 
forced to be unrelated, whereas in real life they may be related. In order to gain a 
less artificial and more accurate reflection of what occurs naturally, oblique rotation
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was chosen for this study.
The differences that are obtained from the two techniques are 
generally small, and that being the case, Bryman and Cramer (1997) suggest that it 
is worthwhile for the researcher to undertake an oblique rotation. With oblique 
rotation it is possible to examine the degree of inter-action between the factors. 
Oblique rotation produced by SPSS gives three matrices. The first, a pattern matrix, 
consists of correlations between the variables and the factors (see Appendix 8).
The second, the structure matrix, is made up of weights which reflect the unique 
variance each factor contributes to a variable. This is the matrix which is generally 
used to interpret the factors. The oblique factors shown in Table 6.10 are from this 
matrix.
Table 6.10: Oblique Factor Loading Matrix for Skiing Constraints
Constraint Factor 1 Factor 2 Factor 3 C om m *
Skiing is too dangerous .64 23 2 .19775 .31759 .519
Afraid of injury .52311 .21877 .00409 .502
Too stressful .6 3 1 1 4 .07166 .32779 .528
Physical challenge .38 73 0 -.02478 .29332 .370
Likely to get cold and wet .35 69 9 .16126 .29684 .261
Harder to learn than other sports .4 3 9 4 4 .17300 .24442 .228
Clothing/equipment too expensive .24694 .79 6 0 0 .13786 .660
Anticipation of expense .08486 .68 02 4 .06405 .514
Lack of low-cost all-inclusive holidays .04732 .51 32 4 .09969 .300
Too much planning involved .33 0 8 2 .46 87 7 .19009 .390
Don’t have enough money to ski .05772 .5 8 6 7 7 .13817 .643
Skiing is an elitist sport .4 8 1 9 4 .4 0 0 7 7 .26346 .394
Others don’t have enough money .07132 .31660 .11152 .568
Difficulty finding others to go with .30 37 9 .12158 .18795 .495
Others don’t have the time .11570 .20822 .28644 .492
Too many other leisure commitments .27780 .05356 .19543 .593
Don’t have enough time .25861 .25556 .22346 .567
Partner is not interested .17144 .06688 .51176 .280
Prefer to take a holiday elsewhere .29709 .17760 .31036 .596
Hassle buying or renting equipment .43 84 9 .51661 .18718 .535
Family are too young .15457 .07933 .77087 .628
Too many family commitments .25980 .20950 .39609 .383
Concerned about the lack of snow .01599 .05675 .02761 .236
Embarrassment in front of others .67 19 0 .15127 .29163 .474
Too self-conscious learning to ski .56762 .11183 .23847 .386
Not chic and glamorous enough .48 4 4 9 .22354 .11667 .590
Others are too good .48 1 4 8 .05064 .25983 .293
Afraid of heights .29398 .12057 .20108 .516
Scared of the lifts .43 733 .15521 .24447 .522
Slopes too crowded .28350 .3 1 0 5 7 .22792 .330
* Communality is the squared multiple correlation of each variable with all other
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variables
In general, the meaning of a factor is determined by the items which 
load most highly on it. Conventionally, items or variables which correlate less than 
0.3 with a factor are omitted from consideration, and most researchers emphasise 
all loadings in excess of 0.3 regardless of whether any variables are implicated in 
more than one factor. Such variables have been represented in bold in the above 
table.
Using this criteria, it appears that the three factors 
correspond to the the three constraint typologies. Factor 1 includes 
eight of the ten intrapersonal constraints, and Factor 2, six of the ten 
structural constraints. Factor 3 has only six loadings in excess of 0.3, 
but three of these are interpersonal constraints, and they have the 
highest matrix coefficients. These results would suggest that the 
model of leisure constraints is tenable, and that the three types of 
constraints - intrapersonal, interpersonal, and structural - are separate 
classes of constraints on skiing. Factor loadings for each of the 30 constraints 
are represented in a model (see Figure 6.1).
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Figure 6.1: Factor loadings for each constraint
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The third matrix resulting from oblique rotation, shows the correlations 
between the factors and is presented in Table 6.11. The low correlations between 
the factors indicate that the factors are indeed distinct.
Table 6.11: Factor Correlation Matrix for First 3 Factors
Factor 1 Factor 2 Factor
Factor 1 1.00000
Factor 2 .17698 1.00000
Factor 3 .30294 .13617 1.00000
4. Testing the hierarchy
To test the extent to which a hierarchical relationship exists among 
intrapersonai, interpersonal, and structural constraints, a similar procedure was 
used as by Raymore etal., (1993). First, a median split was performed on summed 
subscale scores, which created high and low groups on each of the three types of 
constraints. Next, a three-dimensional cross-tabulation was carried out in order to 
determine how many subjects were located in each of the eight possible 
conditions of constraints. Subjects could only belong to one of the eight conditions: 
Group 1 - low (intrapersonai), low (interpersonal), low (structural); Group 2 - low, 
high, low; Group 3 - low, low, high; Group 4 - low, high, high; Group 5 - high, low, 
low; Group 6 - high, high, low; Group 7 - high, low, high; and Group 8 - high, high, 
high.
To investigate any relationship between the variables of intrapersonai 
constraints, interpersonal constraints, and structural constraints, a series of 
simultaneous z tests were carried out on each of the eight groups. This determines 
whether the distribution of the subjects would be significantly different than 
expected from the assumption of independence between the variables of 
intrapersonai constraints, interpersonal constraints, and structural constraints. Little 
difference between observed and expected frequencies would signify no 
relationship or hierarchy (von Eye, 1990). The distribution of the groups and results 
of the simultaneous z tests are presented in Table 6.12 below.
Table 6.12 illustrates that apart from Group 3, all groups contained a 
number of subjects who differed significantly from the number that would be 
expected by chance alone (p<.05). There were significantly more subjects who 
were low on all three types of constraints (Group 1), and significantly more subjects 
who were high on all types of constraints than would be expected by chance 
(Group 8). Also, there were significantly fewer subjects in Groups 2,4,5,6 and 7, 
than chance would dictate. On the basis of these results, it can be concluded that 
the three constraint levels are not independent of each other.
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Table 6.12: Simultaneous z  tests of membership in high and low 
conditions of intrapersonai, interpersonal, and structural constraint 
groups
Constraint Level Frequencies
Group Intra, Inter, Structural Observed Expected z P
1 low, low, low 72 37.77 8.12 .05
2 low, high, low 2 18.82 -4.75 .05
3 low, low, high 138 141.11 -0.57 ns
4 low. hiah. hiah 56 70.30 -2.88 .05
5 hiah. low. low 12 20.30 -2.28 .05
6 high, high, low 1 10.11 -3.23 .05
7 hiah. low. hiah 53 73.12 -4.54 .05
8 high, high, high 78 37.77 9.00 .05
The next step in determining the possible existence of a hierarchy 
involved the use of a metamodel (Kohn etal., 1985). This involves the definition of 
the relationships that would be expected to exist between constraint types if they 
did occur in a hierarchy. Four possible conditions or classes were determined to 
exist that would support the notion of a hierarchy of constraints. Class 1 (n = 144) 
consisted of subjects who were high in intrapersonai constraints regardless of their 
scores in interpersonal and structural constraints. This class resulted from 
combining the last four groups in Table 6.12. Class 2 (n = 58) comprised subjects 
who were low in intrapersonai constraints and high in interpersonal constraints 
regardless of their scores in structural constraints. This class resulted from 
combining Groups 2 and 4 from Table 6.12. Class 3 (n = 138) consisted of 
subjects who were low in intrapersonai and interpersonal constraints but who were 
high in structural constraints (Group 3 in Table 6.12). Class 4 (n = 72) comprised 
subjects who were low on each type of constraint (Group 1 in Table 6.12).
The fundamental assumption of the hierarchy proposed by Crawford 
et al., (1991) is that fewer subjects advance as their position along the hierarchy 
increases. This means that subjects who are high in intrapersonai constraints 
would not advance to be confronted by interpersonal constraints; subjects who 
were low in intrapersonai constraints but high in interpersonal constraints would 
not advance to confront structural constraints; and subjects who advanced the 
farthest would be low on all three constraint types. On the basis of this principle, the 
four possible classes were compared with each other, which created six 
comparisons; Class 1 versus Class 2, Class 1 versus Class 3, Class 1 versus Class 
4, Class 2 versus Class 3, Class 2 versus Class 4, and Class 3 versus Class 4. For 
a hierarchy to exist, the number of people in the first comparison class should be
165
greater than the number of people in the second comparison class in each of the 
six comparisons.
Table 6.13: Hierarchical Test Comparing the Four Possible 
Conditions or Classes
Class Num ber Greater or
Smaller than ^ C lass Num ber
1 144 > 2 58
1 144 > 3 138
1 144 > 4 72
2 58 < 3 138
2 58 < 4 72
3 138 > 4 72
Table 6.13 shows that for the first three, and the last comparisons, this 
was found to be true, suggesting that intrapersonal constraints are confronted first 
in the hierarchy, and then respondents move along to confront structural 
constraints. However, because the numbers in Class 2 (those who were low in 
intrapersonal constraints and high in interpersonal constraints regardless of their 
scores in structural constraints) are not greater than those in Classes 3 or 4, the 
hierarchical model does not hold up, and suggests that people do not 
necessarily confront interpersonal constraints, as they move from 
intrapersonal to structural constraints.
5. Comparing skiers to non-skiers
Of the sample of 412 respondents, 55% (n=228) had skied before, 
and 45% (n=184) had not. The means, standard deviations and differences in 
means for intrapersonal, interpersonal and structural constraints are shown in 
Table 6.14.
Table 6.14: Differences in Means for Skiers and Non-skiers
Constraint typology M ean S D Mean Difference
INTRAPERSONAL
Skiers 2.0501 .5687
Non-skiers 2.4680 .6970 .4179
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INTERPERSONAL
Skiers 2.0908 .5692
Non-skiers 2.3600 .6449 .2620
STRUCTURAL
Skiers
Non-skiers
2.7258
3.1648
.5829
.5099 .4390
Using Levene’s Test for Equality of Variance, the intrapersonai mean 
score for non-skiers (M = 2.46, SD = .69) is significantly higher (t = 6.70, df = 410, 
two-tailed p<0.01) than that of skiers (M = 2.05, SD = .69), supporting the findings 
from the qualitative research, where non-skiers expressed a relatively high amount 
of intrapersonai constraints, compared to skiers. For structural constraints the 
mean score for non-skiers (M = 3.16, SD = .50) is significantly higher (t = 8.03, df = 
410, two-tailed p<0.01) than that of skiers (M = 2.72, SD = .58). Although the 
difference in means is the smallest for interpersonal constraints (.2620), the score 
for non-skiers (M = 2.36, SD = .64) is still significantly higher (t = 4.49, df = 410, two- 
tailed p<.01) than the score for skiers (M = 2.09, SD = .56).
Skiers and non-skiers were then categorised according to their level 
of constraint (high or low) for each typology (Table 6.15). Chi-square statistics 
confirmed that there were significant differences between the observed and 
expected frequencies, with regard to skiing experience of respondents and their 
different levels of intrapersonai, interpersonal, and structural constraint (X2 =
21.96,df = 1 ,p<.001; X2 = 12.20, df = 1, p<.001; X  2 = 42.51, df = 1, p<.001).
Table 6.15: Differences in Intrapersonai, Interpersonal and Structural
Constraints for Skiers and Non-skiers
Constraint type
1. INTRAPERSONAL
2. INTERPERSONAL
Level of 
Constraint
Low
High
Low
High
Skiers
176(77%)
52(23%)
Non-skiers
102(55%)
82(45%1
Total: 228(100%) 184(100%)
174(76%)
54(24%)
111 (60%) 
73(40%]
Total: 228(100%) 184(100%)
3. STRUCTURAL Low
High
75(33%) 
153(67%] 
Total: 228(100%)
12(6% )
172(94%]
184(100%)
Clarification of these results comes from analysis of each constraint 
and their respective means (see Table 6.16).
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Table 6.16: Mean Scores on Constraints for Skiers and Non-skiers
Constraint Type Skiers N on-Skiers
(n = 2 2 8 ) (n = 1 84)
f-tes t
M S D M S D p s
In trapersonal
Anticipation of expense 3.42 1.10 3.71 0.95 .01
Afraid of injury 2.29 1.08 2.83 1.15 .001
Will get cold and wet 2.21 1.13 2.57 1.16 .01
Harder to learn than other sports 2.15 1.05 2.63 1.01 .001
Scared of lifts 1.92 1.10 2.22 1.24 .05
Afraid of heights 1.79 1.03 2.32 1.25 .001
It is too dangerous 1.87 0.82 2.39 0.96 .001
Don’t fancy the physical challenge 1.62 0.83 2.03 1.13 .001
Self-conscious/embarrassed learning 1.54 0.80 2.03 1.05 .001
It would be too stressful 1.64 0.89 1.89 0.87 .01
Interpersonal
Others don’t have the money 2.85 1.10 2.93 1.12 ns
It is an elitist sport 2.15 1.05 2.70 1.13 .001
Others don’t have the time 2.39 1.03 2.48 1.13 ns
Partner is not interested 2.12 1.19 2.46 1.24 .01
Can’t find others to go with 2.32 1.17 2.52 0.99 ns
Too many family commitments 1.95 0.92 2.29 1.15 .01
Others too good to take me 1.92 0.92 2.21 1.01 .01
Family are too young 1.74 0.92 2.06 1.07 .01
Will embarrass myself in front of friends 1.75 0.94 2.05 1.01 .01
Not chic and glamorous enough 1.64 0.81 1.83 0.84 ns
Structural
Clothing and equipment too expensive 3.55 1.05 4.00 .80 .001
Lack of low-cost, all-inclusive holidays 3.32 1.08 3.69 .95 .001
Prefer to take a holiday elsewhere 2.74 1.23 3.70 1.07 .001
Don’t have enough money 2.87 1.29 3.48 1.22 .001
Slopes are too overcrowded 2.73 1.11 2.87 .81 ns
Concerned about the lack of snow 2.96 1.14 2.51 .89 .001
Too much hassle buying or renting 2.21 1.06 3.15 1.06 .001
Too much planning involved 2.33 .96 2.86 .88 .001
Too many other leisure commitments 2.27 1.02 2.64 1.11 .01
Don’t have enough time to go 2.24 .96 2.71 1.14 .001
Note: Mean scores are based on a Likert-type scale of 1 (Strongly Disagree) to 5 
(Strongly Agree); higher scores indicate more constraint
The findings show that 24 out of 30 constraints were rated significantly 
higher (p<.05) by non-skiers than skiers. The two groups did not differ significantly 
with four of the interpersonal constraints and with one other statement; the fact that 
the slopes overcrowded. The only constraint that concerned skiers more than non-
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skiers was the worry about lack of snow. This confirms the findings of previous 
researchers (Carmichael, 1992; and Richards, 1995), who found snow conditions 
to be the key variable for existing skiers when making destination choices.
The chi-square test was also used to compare the frequency of cases 
found in the two groups. Data was recoded so that respondents could belong to 3 
categories: agree with the statement; disagree with the statement, or; undecided. 
The tables showing the observed and expected frequency of cases for each 
constraint can be found in Appendix 9, along with their chi-squared values and 
their exact two-tailed probabilities. Once again, for most of the statements (26 out of 
30), there was a significant difference between the responses of skiers and non­
skiers. There were four statements that produced little difference between the 
observed and expected frequencies: “Skiing would be too stressful” (X2 = 3.77, 
df=2, p>.1); “I am not chic and glamorous enough” (X2 = 2.63, df = 2, p>.1); “Others 
don’t have the money” (X2 = .169, df = 2, p>.1), and; “Others don’t have the time”
(X2 = .726, df = 2, p>. 1).
In the next stage, constraints for both groups were analysed 
individually. The ten main constraints reflected by overall mean scores are listed 
below in Table 6.17.
Table 6.17: Constraints on Skiers
Rank Constraint Mean
1 Clothing and equipment are too expensive 3.557
2 Anticipation of expense 3.421
3 Lack of low-cost, all-inclusive holidays 3.322
4 Concerned about the lack of snow 2.969
5 Don’t have enough money 2.877
6 Others don’t have the money to go with me 2.855
7 Prefer to take a holiday elsewhere 2.741
8 The slopes are too crowded 2.730
9 Others don’t have the time 2.390
10 Too much planning involved 2.330
The major constraints for existing participants appear to be economic, 
suggesting that they do not suffer from intrapersonai and interpersonal constraints, 
or if they do, they have successfully negotiated them and do not perceive them as a 
constraint. The fact that constraints do exist for this group, supports the recent 
propositions that participants are also constrained in their leisure participation 
(Wright & Goodale, 1991; Shaw et al., 1991; Kay & Jackson, 1991).
The mean scores for the constraints of non-skiers are ranked below in
Table 6.18.
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Table 6.18: Constraints on Non-skiers
Rank Constraint Mean
1 Clothing and equipment are too expensive 4.000
2 Anticipation of expense 3.712
3 Prefer to take a holiday elsewhere 3.701
4 Lack of low-cost, all-inclusive holidays 3.690
5 Don’t have enough money 3.483
6 Hassle buying or renting clothing/equipment 3.157
7 Others don’t have the money 2.934
8 The slopes are too crowded 2.875
9 Too much planning involved 2.864
10 Afraid of injury 2.831
Once again, the major constraints are economic, which is consistent 
with previous findings (Mintel, 1996; Williams & Basford, 1992). Skiing is perceived 
as expensive, and not worth the effort involved in planning and organising. Also, 
one of the top constraints for non-skiers is the fear of injury, and this was seen by 
Williams and Basford as a major constraint (although not by Mintel). Other 
perceptions of the sport that non-skiers have, are that the slopes are too crowded, it 
is harder to learn than other sports, and that they will get cold and wet skiing. They 
also see skiing as an elitist pastime. For some, or all of these reasons, many non­
skiers prefer to take a holiday elsewhere, a constraint that featured highly in the 
Mintel survey.
Further analysis of the two groups involved cross-tabulations with 
income, age, status, existence of children, and their likelihood of skiing in the future. 
Table 6.19 summarises these results.
Table 6.19: General Differences Between Skiers and Non-skiers
VARIABLE
INCOME: <£20,000
£20,000-£34,999
>£35,000
Total Respondents
AGE: 15-19 
20-24 
25-34 
35-44 
<45
SK IER S NO N-SKIERS TO TALS
92 (43%) 107 (61%) 199
47 (22%) 32 (18%) 79
73 (35%) 35 (21%) 108
212 (100%] 174 (100%) 386
40 (17%) 53 (29%) 93
34 (15%) 41 (22%) 75
47 (21%) 39 (21%) 86
58 (25%) 23 (12%) 81
49 (22%) 28 (16%) 77CocfaOO00CMCM 184 (100%] 412
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CHILDREN: Yes 77 (34%) 47 (25%) 124
No 151 (66%) 137 (75%) 288
Total Respondents 228 (100%) 184 (100%) 412
STATUS: Married/living with partner 102 (46%) 58 (33%) 160
Single 118 (54%) 116 (67%) 234
Total Respondents 220 (100%) 64 (100%) 394
SKIING PROSPECTS: In next year 95 (42%) 14 (7%) 109
2 Years 37 (16%) 16 (9%) 53
5 Years 25 (11%) 14 (7%) 39
Not at all 25 (11%) 47 (26%) 72
Undecided 46 (20%) 93 (51%) 139
Total Respondents 136 (100%) 68 (100%) 412
Income
In one of the few studies comparing participants to non-participants in 
travel, Blazey (1987) found that participants were less likely to report higher 
incomes than non-travellers. This was not the case for skiers and non-skiers, as 
shown in Table 6.19. Chi-square analysis revealed a significant difference in 
income, between skiers and non-skiers (X2 = 14.56, df = 3, p<.01).
However, a high percentage of non-skiers (21% of them) have 
household incomes exceeding £35,000, suggesting that they could afford to go 
skiing despite reporting economic constraints. To clarify this suggestion, further 
analysis of the group (skiers and non-skiers) earning more than £35,000 was 
conducted. It was discovered that this group (108 respondents in all), perceive the 
following constraints:
58% believe clothing and equipment are too expensive;
56% think that skiing is too expensive overall;
49% say there are a lack of low-cost, all-inclusive holidays;
24% say that they don’t have enough money to ski.
So it is clear that skiing is perceived as an expensive pastime, and 
even those with high incomes who could afford to ski, do not perceive it as good 
value for money.
Aae and Status
There were significant differences between the age groups of 
participants and non-participants (X2 = 22.98, df = 6, p<.01). Skiers tended to be 
older than non-skiers, which supports recent suggestions (Spring, 1997; Mintel,
1996) that the population of skiers is getting older, but contradicts the findings of 
Blazey (1987) and Zimmer et al. (1995), who saw a tendency for respondents to 
decrease travel as they grew older. However the latter researchers were looking at 
differences between travellers and non-travellers in the seniors market.
There were significant differences between the status of skiers and 
non-skiers (X2 = 6.8, df = 1, p<.01). 46% of skiers were married compared to only 
33% of non-skiers. Again, this contradicts traditional theories that skiers are more 
likely to be single, and supports recent suggestions that skiers are getting older,
171
and seeking to take their families with them.
Skiing Prospects
As would be expected, significant differences (X2 = 90.56, df = 4, 
p<.001) were found between the skiing prospects of the two groups. However, 
further cross-tabulations with constraint levels revealed than many respondents 
with high constraints are likely to ski some time in the future (see Table 6.20).
Table 6.20: Respondent’s Likelihood of Skiing in the Future and Their 
Constraint Levels
Constraint Level Will ski in Will not Undecided Totals
type next 5 yrs ski
INTRAPERSONAL LOW 162 (58%) 30(11%) 86(31% ) 278
HIGH 39(29%) 42(31%) 53 (40%) 134
412
INTERPERSONAL LOW 160 (56%) 34(12%) 91(32%) 285
HIGH 41 (32%) 38 (30%) 48 (38%) 127
412
STRUCTURAL LOW 64 (73%) 9(10%) 14(17%) 87
HIGH 137 (42%) 63(19%) 125 (39%) 325
Chi-square statistics confirmed that there were significant differences 
between the observed and expected frequencies, with regard to skiing prospects of 
respondents and their different levels of intrapersonal, interpersonal, and structural 
constraint (X2 = 41.49, df = 4, p<.001; X2 = 36.42, df = 4, p<.001; X2 = 46.13, df = 4, 
p<.001). However, there were many respondents with high levels of constraint who 
will still ski, confirming the theory of ‘leisure despite constraint’, referred to in 
Chapter 4 (Kay & Jackson, 1991; Shaw eta!., 1991; Aas, 1995). In fact, as many as 
42% of those people with high structural constraints (n =137), say they will ski in the 
next 5 years. 32% of those reporting high interpersonal constraints are likely to ski 
in the future, but only 29% of the people who have high intrapersonal constraints, 
will ski again. This supports the notion of a hierarchy that people negotiate through, 
and that intrapersonal constraints are the most difficult constraint category to 
negotiate.
Deeper segmentation of skiers and non-skiers resulted in the 
formation of 6 separate groups (see Figure 6.2).
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Figure 6.2: Segmentation model of respondents based on their 
likelihood of skiing in the future
Non-skiers 
who will 
never go
.  n=47 >
NON­
SKIERS
Further analysis of the constraints facing three of these groups 
resulted in Table 6.21.
Table 6.21: Constraints Facing Non-skiers and Those Ceasing 
Participation
Constraint Level Group 2 Group 4 Group 3
ty pe (n = 44 ) (n =47 ) (n = 25 )
Non-skiers who Non-skiers who Skiers
will go will not ski who will not ski
INTRAPERSONAL LOW 31 15 15
HIGH 13 32 10
INTERPERSONAL LOW 35 20 14
HIGH 9 27 11
STRUCTURAL LOW 4 3 6
HIGH 40 44 19
The figures from Group 2 give further support to the theory that people 
will participate despite constraint, as 40 out of 44 non-skiers report high structural 
constraints but still intend to overcome them, and try skiing in the next few years. 
The same respondents report low intrapersonai and interpersonal constraints, in 
contrast to Group 4 who perceive high intrapersonai constraints as well as high 
structural constraints. This gives partial support to the qualitative findings, where 
intrapersonai constraints were a major obstacle for non-skiers. However, the 
numbers are small for any real comparisons to be made, and 50% (93) of non-
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skiers are unsure about their future skiing prospects.
The figures from Table 6.22 illustrate that skiers who will not ski again 
(Group 3), are prevented from doing so mainly by structural constraints.
Table 6.22: Constraints on skiers who will not go again (Group 3)
Rank Constraint Mean score
1 Prefer to take a holiday elsewhere 4.360
2 Clothing and equipment are too expensive 3.960
3 Anticipation of expense 3.480
4 Don’t have enough money 3.320
5 Lack of low-cost, all-inclusive holidays 3.173
6 Others don’t have the money to go with me 2.920
7 Too many other leisure commitments 2.920
8 Concerned about the lack of snow 2.680
9 The slopes are too crowded 2.730
10 Can’t find others to go with 2.500
Of the total sample of skiers, 25 out of 228 (11 %) will not ski again
and 46 (20%) are undecided. The only figures available on drop-out rates for skiers 
are provided by Jackson and Dunn (1988), who discovered a drop-out rate of 8.3%, 
a similar percentage to the one revealed in this survey. The number one reason for 
this group ceasing participation was that they preferred to take their holiday 
elsewhere (see Table 6.22). However, the other constraints were mainly financial, 
consistent with the findings of Williams and Dossa (1995), who found that the most 
frequent constraints facing drop-outs were a combination of financial barriers and 
having children who were too young to ski. However, in contrast, Group 3 in this 
survey did not report any family constraints, nor were they too concerned about the 
possibility of crowding or a lack of snow (major concerns of skiers according to the 
literature review), suggesting that these would not be reasons for quitting the sport.
Interestingly, 12 of the 25 skiers who ceased participation, did so after 
just one weeks skiing, and their constraints were different from the group as a 
whole, with the fear of injury and the lifts, and the lack of an interested partner, 
featuring highly in their list of perceived constraints.
Further analysis of the groups who are undecided about their future 
participation in the sport (Groups 5 and 6) revealed that both groups are 
constrained more by structural constraints than any other type. However, as many 
as 95% of non-skiers report high structural constraints compared to 80% of skiers 
(see Table 6.23).
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Table 6.23: Constraints Facing Skiers and Non-skiers Who Are 
Undecided About Future Participation (Groups 5 and 6)
Constraint Level Group 5 (n=46) Group 6 (n=93)
type Skiers who are Non-skiers who are
undecided undecided
INTRAPERSONAL LOW 30 56
HIGH 16 37
INTERPERSONAL LOW 35 56
HIGH 11 37
STRUCTURAL LOW 9 5
HIGH 37 88
Conclusions
Analysis of the questionnaires indicated that economic factors were 
the major constraint for both skiers and non-skiers. These findings differed to the 
findings from the qualitative research. Despite the fact that 45% of the respondents 
were non-skiers, intrapersonai constraints did not feature predominately in the 
minds of respondents. During the interviews and focus groups however, 
respondents, especially non-skiers, expressed a much higher degree of 
intrapersonai constraint towards the sport. The list of constraints was mainly 
structural in nature, and the mean perception of structural constraints was 29.15, 
compared to 22.27 for intrapersonai constraints and 21.77 for interpersonal 
constraints. The perception that skiing clothing and equipment are too expensive is 
the number one deterrent with 64% of respondents agreeing with this statement.
There were significant differences between men and women, in terms 
of skiers and non-skiers, with more men skiing than women, and men are slightly 
more experienced at the sport than women, consistent with previous findings. 
Women are more constrained by the perceived dangers of the sport and less 
concerned than men about the possibility of crowded ski slopes and lack of snow. 
These findings are consistent with those of previous research. Men were 
significantly more likely to be constrained by the necessary planning involved and 
the hassle of hiring equipment, and by other leisure commitments, than women. 
Interestingly, men were more likely than women to be constrained from skiing by 
their partner not being interested. Chi-square assessments of statistical similarities 
and differences in responses to the three categories of constraints were made, and 
it was found that there was a significant difference between the observed and 
expected frequency of men and women in their level of intrapersonai constraints. 
For interpersonal and structural constraints, no significant differences were found 
between the observed and expected frequencies of men and women. These 
findings confirm previous leisure constraints studies that have found females to 
have higher intrapersonai constraints than males on their leisure activity.
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When skiers and non-skiers were compared, not surprisingly non­
skiers reported higher constraints for all statements apart from their fear of lack of 
snow. T-tests indicated that their differences were significantly greater for 
intrapersonai constraints, supporting the findings from the qualitative research, 
where non-skiers expressed a relatively high amount of intrapersonai constraints, 
compared to skiers. The results indicated that 24 out of 30 constraints were rated 
significantly higher by non-skiers than skiers. For non-skiers, skiing is perceived as 
expensive, and not worth the effort in planning and organising. They also perceive 
the sport to be dangerous and are afraid of injury. Other perceptions of the sports 
that non-skiers have, are that the slopes are too crowded, it is harder to learn than 
other sports, and that they will get cold and wet skiing. They also see skiing as an 
elitist pastime. The major constraints for existing participants are economic in 
nature, but despite high levels of constraint, many say they will ski in the near 
future. This supports the recent propositions of ‘leisure despite constraint’.
Factor analysis with an oblique rotation of the 30 constraints resulted 
in three factors which accounted for 32.5% of the variance. These three factors 
corresponded to the three constraint typologies, suggesting that the model of 
leisure constraints is tenable, and that the three types of constraints - intrapersonai, 
interpersonal, and structural - are separate classes of constraint on skiing.
However, the limitations of factor analysis should be taken into consideration, and it 
should be regarded as simply an additional tool for investigating the structure of 
mulitivariate observations. It is likely to be only a very idealised approximation to 
the truth, especially where only 32% of the variance is explained by the major 3 
factors.
To test the extent to which a hierarchical relationship exists among 
intrapersonai, interpersonal, and structural constraints, a series of simultaneous z  
tests were used, and the results indicated that the three constraint levels are not 
independent of each other. The next step in determining the possible existence of a 
hierarchy involved the use of a metamodel which involved the definition of the 
relationships that would be expected to exist between constraint types if they did 
occur in a hierarchy. The fundamental assumption of the hierarchy proposed by 
Crawford et al., (1991) is that fewer subjects advance as their position along the 
hierarchy increases. However, the results of this study did not support this 
hierarchical model. Although the data supported the theory that individuals, if they 
negotiate intrapersonai constraints, will then move along the hierarchy to confront 
structural constraints, it was found that people do not necessarily confront 
interpersonal constraints, as they move along this hierarchy.
All these findings have theoretical implications for tourism and leisure 
constraints researchers; and practical implications for those involved in the ski 
industry. In the next chapter, these implications are discussed in detail.
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C H A P T E R  7
M O D E L  B U I L D I N G  A N D  
I M P L I C A T I O N S
MODEL BUILDING AND IMPLICATIONS
Introduction
This chapter begins by reviewing the key findings and conclusions 
from the primary and secondary research. The theoretical implications of this study 
are then discussed, and new models for understanding both leisure constraints, 
and consumer behaviour in tourism are proposed. The findings will also have 
implications for the ski industry, and these form the second section of the chapter. 
Finally, the limitations of the study are recognised, and suggestions are made for 
further research.
1. Review of Findings
Analysis of the ski industry in Chapter 1 concluded that the Industry 
needs more aggressive marketing policies not just to maintain the loyal skiers, but 
more importantly to attract new ones into the market. The challenge is to gain a 
stronger understanding of high potential non-skiers, with respect to what factors 
might heighten their interest and willingness to participate in skiing; what 
constraints have repressed their previous involvement; and what incentives and 
promotional messages might influence their future levels of skiing. Constraints to 
participation or purchase are an important, but largely ignored aspect of the 
decision making process in tourism.
Chapter 2 reviewed the ‘grand models’ of consumer behaviour that 
have been transformed by authors interested in the tourism choice process. 
However, in all of these models, just as in the marketing of consumer goods, 
people with a lack of motivation are ignored, typologies do not include the non­
participant or non-user, and the models do not take into account the constraints 
facing consumers in the decision making process. All of the models of consumer 
behaviour in tourism assume that purchase is the outcome, and there is no 
reference to the negotiation of constraints. This lack of research into the non-user 
and the associated constraints represents an important gap in consumer behaviour 
research.
From the review of literature on consumer behaviour in skiing, it is 
apparent that there are gaps in consumer research related to the behaviour of 
skiers, and in particular the non-skier. Past research has focused primarily on 
gaining a better understanding of the socioeconomic, attitudinal, and behavioural 
characteristics of existing skiers. Although efforts have been made to segment the 
ski market, identifying and understanding potential markets has never been a 
priority. In fact the ‘non-participant’ in leisure and tourism has only recently 
received attention from researchers.
In the last decade, a growing body of research has emerged that has 
investigated the constraints on leisure participation, and Chapter 4 provided a 
critique of this research. It is clear from the literature review that while progress is 
being made, there are obvious gaps in the research. The majority of previous 
literature on leisure constraints has examined structural constraints (those 
intervening factors between leisure preference and participation), and 
intrapersonai constraints have largely been ignored. A conceptual, methodological, 
and managerial challenge is to better understand constraints among low-interested
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or uninterested non-participants, and researchers have suggested the need to 
apply more qualitative methods.
The latest theory of constraints negotiation takes into account 
intrapersona! constraints, and already researchers have adopted its principles in 
their studies on leisure constraints. However, the hierarchical model proposed by 
Crawford et al., 1991, requires further empirical verification. In addition, the theory 
of constraints negotiation requires research that is more qualitative in nature if 
constraints are to be understood and perhaps overcome. Another area that 
appears to have been neglected is the constraints facing existing participants. Most 
researchers appear to be in agreement that participants face constraints as well as 
nonparticipants, and that they negotiate through these constraints. However, how 
the two groups differ in types of constraints requires further clarification.
The first objective of the study was to develop a broader and in-depth 
understanding of the different types of constraints on skiing.To achieve this 
objective a qualitative approach was used in order to operationalise the 
hierarchical model of constraints. Overall, the qualitative research provided 
interesting results. Non-skiers in particular revealed a surprising number of 
intrapersonal constraints.
The results of the qualitative research were used to build a 
questionnaire to measure constraints on skiing participation. Analysis of these 
questionnaires revealed significant differences between men and women, in terms 
of skiers and non-skiers, with more men skiing than women, and men are slightly 
more experienced at the sport than women, consistent with previous findings. 
Women are more constrained by the perceived dangers of the sport and less 
concerned than men about the possibility of crowded ski slopes and lack of snow. 
For interpersonal and structural constraints, no significant differences were found 
between the observed and expected frequencies of men and women. These 
findings confirm previous leisure constraints studies that have found females to 
have higher intrapersonal constraints than males on their leisure activity.
When skiers and non-skiers were compared, not surprisingly non­
skiers reported higher constraints for all statements apart from their fear of lack of 
snow. T-tests indicated that their differences were significantly greater for 
intrapersonal constraints, supporting the findings from the qualitative research, 
where non-skiers expressed a relatively high amount of intrapersonal constraints, 
compared to skiers.
Factor analysis with an oblique rotation of the 30 constraints resulted 
in three factors which accounted for 32.5% of the variance. These three factors 
corresponded to the three constrain typologies, suggesting that the model of leisure 
constraints is tenable, and that the three types of constraints - intrapersonal, 
interpersonal, and structural - are separate classes of constraint on skiing.
A series of simultaneous z  tests indicated that the three constraint 
levels are not independent of each other, but the use of a metamodel failed to 
support the hierarchical model of constraints. Although the data supported the 
theory that individuals, if they negotiate intrapersonal constraints, will then move 
along the hierarchy to confront structural constraints, it was found that people do 
not necessarily confront interpersonal constraints, as they move along this 
hierarchy.
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a) New models for understanding leisure constraints
The study findings have led to a new model of leisure constraints, 
which has been built (see Figure 7.1) based on the following propositions.
2. Theoretical implications and recommendations
Figure 7.1: A New Model of Leisure Constraints
Proposition 1: There is no clear hierarchy of constraints as suggested 
by Crawford et al.. (1991)
Primary research supported the hierarchical theory of constraints but 
only to a point. It was established that people do have to overcome intrapersonai 
constraints in order to gain a leisure preference, and these are the first level 
of constraints that they will encounter. Those who have successfully negotiated 
intrapersonai constraints will move along the hierarchy to confront structural 
constraints. However, there was no evidence to suggest that interpersonal 
constraints are confronted before structural constraints, and in the case of skiing, 
interpersonal constraints often did not exist. These findings contradict those of 
Raymore et al. (1993), who supported the hierarchical model in its original form.
Obviously the hierarchical model of constraints requires further 
empirical testing before it is rejected. However, the results of this study do lend 
support to the proposition that tourism researchers need to be more willing to 
formulate and test models about all aspects of the tourist system, and not rely on 
tradition or untested hypothesis for explanations about how the tourist system 
works (Smith, 1990).
180
Proposition 2: There should be a feedback loop within the model
It seems clear that the constraint typologies proposed in the 
negotiation model are to some degree interrelated. Further, the processes within 
these categories most likely take the form of feedback loops, wherein participation 
exerts influence back onto leisure preferences and constraints. It is proposed 
therefore that existing skiers may have had similar intrapersonai constraints before 
they overcame them to participate (such as fear of cold or safety), but having 
engaged in the activity these particular constraints would be unlikely to prevent 
further participation. Previous constraint studies (Aas, 1995; Blazey, 1987; and 
Zimmer et al., 1995) found differences in the constraints between participants and 
non-participants, but they did not suggest significant differences in intrapersonai 
constraints, as found in this study (see Table 6.14).
Any negotiation model should therefore include a feedback loop 
indicating a relationship between existing participants and intrapersonai 
constraints. This feedback loop is shown diagrammatically in Figure 7.1. Primary 
research suggested that these constraints were more applicable to non-participants 
than participants.
Proposition 3: Intrapersonai constraints can be divided into 
‘Preconceptions of the Leisure Activity* and ‘Personal Anxieties’.
Table 6.14 in Chapter 6 confirmed that the intrapersonai mean score 
for non-skiers was significantly higher than that of skiers. Although their main 
constraints are economic, non-skiers perceive skiing to be dangerous and they are 
afraid of injury and afraid of heights. They believe that skiing is harder to learn than 
other sports, and they will get cold and wet during the process. They see skiing as a 
dangerous and an elitist pastime. The qualitative research also suggested that non­
skiers are constrained from skiing by similar perceptions of the sport.
Cognitive dissonance theory (Festinger, 1957) would contend that, if 
barriers are conceived as sufficiently powerful or discouraging, rationalisation 
demands that the preference for an activity correspondingly diminishes. In other 
words, individuals do not wish to do that which they perceive they cannot do. 
Previous literature suggests that leisure preferences are formed following the 
negotiation or absence of intrapersonai constraints (Crawford et al., 1991). 
Otherwise the result is a lack of interest in participation (see Figure 7.2).
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Figure 7.2: The Negotiation of Intrapersonai Constraints
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Intrapersonai constraints are relatively unstable or changeable by 
nature and are capable of being modified over time. While some of these barriers 
(eg., appropriateness) may be largely socially influenced, they are experienced at 
an individual psychological level. It would appear that there is a clear distinction 
between intrapersonai constraints that incorporate images or preconceptions of the 
activity concerned, and the psychological constraints or attitudes resulting from 
these images (see Figure 7.3). This was partly recognised by Kunicki (1985), who 
set apart three kinds of barriers to recreation in Poland: ideological, cultural and 
psychological. Barriers of the psychological type he divided into two principal 
groups of components: the cognitive group, connected with the knowledge of 
recreation introduced into the collective consciousness, and the emotional 
group, stemming from people’s needs, volitional dispositions, motivations etc.
So intrapersonai constraints on leisure can clearly be divided into two 
and it is suggested that there is a relationship between these two types of 
intrapersonai constraints. Figure 7.3 has applied the theory to the sport of skiing. If 
a clear distinction can be made in leisure constraints research, and there is a 
relationship between the two groups, then the outcome has important marketing 
implications. The psychological constraints, or personal anxieties, are almost 
impossible to change, certainly in the short term. However, if constraints are based 
on preconceptions that may not be valid, then marketers can counteract these 
images in their promotional activity. For example, it has been proved in many 
studies, including this one, that skiing is perceived as dangerous. However, in 
terms of injury per participation, table tennis is more dangerous than skiing, as are 
golf, riding and fishing (Turner, 1993).
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Figure 7.3: Conceptualising Intrapersonal Constraints on Leisure and 
Applying the Model to Skiing
The new model of leisure constraints outlined in Figure 7.1 can be 
expanded to reflect the findings of this study. The model presented below (see 
Figure 7.4) again shows the flow whereby negotiation of intrapersonal constraints 
leads to a preference to ski. Unsuccessful negotiation of these constraints results in 
a lack of interest in skiing. For example, potential skiers may believe that skiing is 
harder to learn than other sports, but may negotiate this constraint by deciding to 
book private ski school lessons. Other potential skiers may decide that they do not 
wish to go back to school, and this will result in a lack of interest. Interested 
candidates will then have to confront structural constraints, and successfully 
negotiate them in order to go skiing. Again; interested potential skiers may discover 
that private lessons are very expensive. Some may overcome this constraint by 
taking out an overdraft, and proceed along the hierarchy to participate. Others may 
be unable to overcome this financial constraint, and the result will be non­
participation. Based on the research findings, new skiers who have successfully 
negotiated the hierarchy of constraints are likely to alter their perceptions about the 
sport, and this will impact the intrapersonal constraints experienced in future 
decision making processes. The feedback loop in the diagram reflects this change 
in perceptions.
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Figure 7.4: The New Model of Leisure Constraints Applied to Skiing
b) A new model of consumer behaviour in tourism that recognises the 
non-user segment and their constraints on purchase
In Chapter 2, and in the review of the findings above, it was 
recognised that there is a lack of research on the non-user, an increasingly 
important segment of the market. Although this group has been referred to in 
passing by consumer behaviour scholars (Evans et al., 1996; Loudon & Della Bitta, 
1993), there is no universal acknowledgement that the non-user may represent a 
significant marketing opportunity. It is the author’s belief that with increased 
application of marketing research to understanding the motivations and constraints 
of this group, greater success in converting non-users to users will occur in the 
future.
Buyer behaviour models are an extremely useful tool for planning and 
coordinating research studies (Zaltam & Burger, 1975). They serve a useful 
purpose in that they serve to help integrate a very substantia! body of literature, and 
provide a structure for thinking broadly about consumers and the factors that 
influence their behaviour. They also serve to focus research. This latter 
characteristic has advantages and disadvantages. The advantage is that models 
assist researchers and practitioners in identifying important relationships and 
variables for further investigation. The disadvantage of such models is that they 
tend to restrict the focus of research to only those factors and relationships given in 
the models. This may hinder the identification of new relationships and factors that
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influence consumer behaviour.
One such factor is constraints, and it is important that consumer 
behaviour models of the future acknowledge the constraints facing consumers in 
the decision making process, and do not assume that attitude leads directly to 
purchase. The author has developed such a model (Figure 7.5).
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Figure 7.5: A New Model of Consumer Behaviour in Tourism
The model is based on the behavioural framework presented by 
Mathieson and Wall (1982), where the decision-making process involves five 
principal phases: Feit need or travel desire; Information collection and evaluation; 
Travel decisions; Travel preparations and travel experience, and; Travel 
satisfaction evaluation. The components which are itemised in the framework, and 
their interrelationships, influence each of the five decision phases. The authors 
consider the framework under four major headings:
1) The Tourist Profile. This is viewed under the categories of the tourists’ socio­
economic and behavioural characteristics.
2) Travel Awareness. Potential tourists may be motivated to travel but, unless they
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are informed of what opportunities are available, they may be unaware of the 
means of meeting their requirements. A tourist image is conjured up from the 
information received, as interpreted through the personal and behavioural 
characteristics of the tourist.
3) Trip Features. These include such factors as distance, duration of stay, time 
constraints, trip cost, party size and perceived risk.
4) Resources and characteristics of destinations. These include types of attraction, 
the availability and quality of services, environmental conditions, the attributes of 
the host population and their political organisation.
In addition to these traits, the decision to travel will also be influenced 
by intrapersonal constraints, and the new model incorporates these, indicating 
that the desire to travel will only occur after these constraints have been negotiated. 
Intrapersonal constraints according to Crawford et al. (1991) involve individual 
psychological states and attributes which interact with leisure preferences rather 
than intervening between preferences and participation. Examples include stress, 
depression, religiosity, anxiety, perceived self-skill, and subject evaluations of the 
appropriateness of various leisure activities. Leisure preferences are formed 
following the negotiation or absence of intrapersonal constraints. Unsuccessful 
negotiation of these constraints will result in non-participation.
If these intrapersonal constraints are successfully negotiated, and a 
desire to travel is initiated, then an individual is likely to confront structural 
constraints, and even interpersonal constraints, before making a decision 
whether to travel or not. Structural constraints are those ‘intervening factors 
between leisure preference and participation’ (Crawford & Godbey, 1987). 
Examples are economic barriers, availability of time, access, and opportunity. If 
structural constraints are successfully negotiated, and the decision is made to 
travel, then the travel experience will impact any future decision process, and 
therefore intrapersonal constraints, as indicated by the post-purchase feedback 
loop. However, if structural constraints are not negotiated, despite the existence of 
a leisure preference, then the decision to travel will be absent. This is a further 
component that has been absent from previous behavioural models in tourism.
The existence of different types of constraints has not been 
acknowledged in previous models explaining tourist behaviour, and so this new 
model represents an important extension of consumer behaviour research.
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3. Implications and Recommendations for the Skiing Industry
The results of this study can provide guidance in strategy 
development. Perhaps the most important finding is that different constraints inhibit 
participants and non-participants, and this confirms the results of other constraints 
studies (Aas, 1995; and Blazey, 1987)). Therefore different strategies should be 
implemented for both groups in order to increase participation.
Marketing to non-skiers
This thesis has shown that many of the constraints to the sport of 
skiing are based on intrapersonai misconceptions (see Section 5.6 and 6.5). 
Somehow, these perceptions and attitudes must be changed. Even if the industry 
could agree on a targeted national advertising campaign, what should the 
message be? Currently, communication is predominately directed to the converted, 
with a too narrow focus on those that visit ski resorts or read the few skiing 
publications. If the sport is to be revitalised, then the audience cannot be only 
skiers. In North America, efforts have been made to tap into the 35 million whose 
demographic profiles make them potential skiers. However, for many reasons - 
insufficient funding, flawed research, complications of merger, recession and poor 
staffing - the efforts have been unsuccessful.
Can one alter travel behaviour by altering the factors that seem to 
influence it? Kotler (1982) suggests that in order to change attitudes, marketers 
can:
a) modify the characteristics of the tourist product (real positioning)
b) alter beliefs about the product (psychological positioning)
c) alter beliefs about competitive products (competitive depositioning)
d) change the relevant weights of the product attributes
e) induce attention to certain attributes
f) modify the tourist’s ideal levels for certain attributes.
For the non-skier, changing preconceived attitudes requires 
education. Education has been sighted as one of the most powerful influences of 
travel behaviour (Zimmer et al., 1995), and this includes information through 
advertising. It may not be possible to overcome ones fear of heights, lack of desire 
for physical challenge, or the being afraid of learning a new sport. However, it is 
clear that the decision to ski or not is income sensitive, and creative marketers can 
influence travel behaviour by increasing the perceived income of the market or by 
reducing its influence through establishment of a sense of value and purchasing 
power in the minds of potential consumers. It is also clear that non-skiers perceive 
skiing to be dangerous, so marketing messages must counter this argument.
The value of skiing is centred around the excitement that it generates, 
but the ski industry appears to have a problem marketing this excitement. Products 
outside the industry are often successfully associated with the sport in order to 
generate this excitement. An example, is a recent venture by Disney. When they 
were seeking to project the image of something exciting, risky and dangerous, they 
chose skiing. One of their attractions in Florida, called Blizzard Beach, has summits, 
snow, peaks, a warming hut and a chairlift. All in tribute to excitement (Nelson, 
1995). Since it opened in April 1995, its capacity of 5,000 has been met every day, 
according to the public relations people. The daily fees are about $25 per adult and
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$20 for children. The feature attractions emanate from a 120-foot-high ‘mountain’ 
that has toboggan slides, flumes, inner tube chutes and a simulated ski jump called 
the Summit Plummet. The developers believe that people want to be in a ski resort- 
type atmosphere where there is a perception of thrills and chills.
The question for the marketer, is how to recapture the essence of 
skiing - the exhilaration, fascination, sense of independence and freedom, the 
beauty of the mountains, rush of adrenaline, the sore muscles and the incredible 
high that skiers feel at the end of days skiing. The consumer passion and emotional 
commitment that accounted for skiing’s tremendous popularity and growth since 
World War II needs to be regenerated. Somehow, ski marketers need to capture the 
magic, and think creatively to put the magic into images and language that the 
information age demands.
According to Csikszentmihalyi (1975), professor and former chairman 
of the Department of Psychology at the University of Chicago, most people in 
contemporary society suffer either anxiety or boredom. What they are missing 
between these two polls is the satisfaction and happiness that comes from activities 
that provide both complexity and challenge. This is a state of mind he calls ‘flow’, 
which is achieved when a person is involved in something for the sake of the goal 
itself. The rewards in facing a challenge like skiing, at whatever level, says 
Csikszentmihalyi, are what allow people to fulfil their individuality. According to 
Nelson (1996), skiing offers such an ideal opportunity to experience flow. Perhaps 
the industry is missing a chance to send a flow message to potential recruits. 
Currently, the message used to sell skiing is that it is ‘fun’, but what exactly is fun? 
Fun for one person might be dramatically different than fun for another.
Messages sent out to non-participants could be two sided to 
incorporate these theories about the sport. Rather than playing down the expense 
of the sport, which has been shown to be the major constraint perceived by non­
skiers, one should state that it is an expensive activity, but one that brings an 
emotional well-being worth the cost. Furthermore, the messages used today 
downplay the risks but don’t mention the psychic rewards, the discomforts without 
stressing the energising invigoration, the difficulty of learning versus the sense of 
achievement in developing skills. Foxhall and Goldsmith (1994) refer to conclusive 
evidence that, within a specified context, two-sided appeals may be more effective 
than one-sided appeals (Hovland et al., 1948; Faison, 1961). The authors 
recommend that the market or segment receiving the message must be currently 
unconvinced of the product’s attractiveness, and those most persuaded by the two- 
sided appeal tend to be highly educated. This would suggest that non-skiers would 
be prime targets for a two-sided message.
Consumer interest in skiing can be greatly stimulated by media 
coverage of skiing events, such as those held at the Winter Olympics in 1992 and 
1996. In addition, the BBC’s Ski Sunday has proved popular, (with weekly viewing 
figures of 3 million) as has specialist and national press coverage of the sport.
Mintel (1994) found that television is clearly the preferred medium as it lends itself 
more to the excitement and action-based nature of the sport. 16.6% of consumers 
claimed to watch skiing on the television, compared to 1.9% who claimed to read 
reports. Not surprisingly, those most interested in media coverage, were those who
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participated in the sport, men, those in the 15-34 year old age group, ABs and 
those in the higher household income brackets. If 16.6% of consumers watch skiing 
on the television, and only 1.5% actually ski, then the television could be 
instrumental in sending out the correct messages about the sport to potential 
participants, helping to overcome the intrapersonal constraints referred to in the 
findings (see section 6.5).
There are many that believe that there is a direct correlation between 
the images and superstars that are created on TV and the desire of the sports fan to 
participate (Leiweke, 1996). Leiweke argues that skiing has done a very poor job of 
showcasing the sport on TV, even though for 14 days every four years much of the 
country has watched it as their second favourite Olympic activity. Figure skating, by 
contrast, has done an excellent job of programming their sport and creating stars. 
The sport has built a very large TV audience, and at grass roots level there is a 
whole new level of interest and a whole new level of participation in figure skating. 
As the new head of US Skiing (USS), Leiweke’s job is to design and sell good 
programming for skiing in America, develop stars, develop sponsor partnerships 
and packages and work out coordinated merchandising and promotional 
programmes. His answer is to create made-for-TV events which would present 
competition that the American sports fan likes and would turn on to.
Skiing is not a mass appeal sport, but the ski industry in the UK may 
wish to monitor the American efforts to manipulate the media. Somehow, the 
favourable images of skiing must be presented to a wary audience of British non­
participants, in a manner that overcomes the obstacles that keep them away from 
the sport.
Marketing to skiers
In terms of promotion, many of the ideas suggested above, can be 
implemented for both skiers and non-skiers. This study, as well as others (Williams 
& Dossa, 1995; Mintel, 1996), has found financial constraints to be the major 
obstacles keeping existing skiers from further participation. Table 6.17 in Chapter 6 
shows that 5 of the 8 constraints on skiers are financial. So again, rather than 
playing down the expense of the sport, promotion should state that it is an 
expensive activity, but remind skiers that the sport brings an emotional well-being 
worth the cost. Skiers are also significantly more concerned about the lack of snow, 
and over-crowded ski slopes, than are non-skiers. Suggestions as to how the 
industry can counter-act these constraints follow later in this chapter.
Those who have experienced the positive aspects of skiing (the 
exhilaration, the beauty of the mountains, rush of adrenaline etc.), require constant 
reminders of these emotional benefits. In the UK, 3.75 million people have skied in 
the last 5 years, but Mintel (1996) suggest that there are only 1.5 million active 
skiers, and of these, less than half ski every year. This study (see Table 6.22) has 
confirmed that the drop out rate for skiing is high - higher than most popular sports 
(Jackson & Dunn, 1988), and more effort is needed to keep participants interested. 
Again, consumer interest in skiing can be greatly stimulated by media coverage of 
skiing events, and those most interested in media coverage, were those who 
participated in the sport (Mintel, 1996).
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Segmenting the market
The potential ski market (non-skiers and latent demand) can be 
segmented into five major groups, each of which will require different marketing 
messages. These are the aging market, families, teenagers, the long haul market, 
and women.
1 .The Aaina Market
The declining numbers of young adults will have an adverse affect on 
the market, and destinations and operators will need to broaden the appeal of 
skiing to those in the 35-59 year old age group, a group that is increasing in size. In 
America, since 1987, the numbers of skiers over 55 years old has increased by 
40%, and half of these skiers did not learn to ski until they were 36 or older 
(Witchel, 1989). According to Spring (1995), fifty-plus skiers are male dominated, 
live active lives, are knowledgeable about health and fitness, and many have 
schedules flexible enough to enable then to ski in low-season. In the UK there has 
also been a gradual drifting of the age profiles of skiers, such that there are now 
higher proportions of skiers in the 35-60 age group (Lewis & Wild, 1995). Mintel 
(1996) have also suggested that the skiing population is getting older, and the 
findings from this thesis support this viewpoint. Table 6.19 in Chapter 6 shows that 
in the older age groups the tendency to ski increases - 47% of skiers in the sample 
are aged between 35 and 54 - and that there are relatively fewer non-skiers in this 
age category (28%).
While it will continue to be important to ensure that young people 
acquire the skiing habit, it is imperative that the industry reorients its offer to cater to 
the needs of families and older age groups. The demographic trends are 
exacerbated by income trends, and those with the highest amount of income are 
those in the family and middle age groups. The middle age group will become an 
increasing focus across a range of consumer markets. It should be remembered 
that those entering middle age in the 1990s were the youth of the 1960s. They tend 
to be much more experienced and adventurous consumers.
This middle age group have very high levels of discretion due to the 
convergence of a number of factors. They are at the peak of their earnings 
potential, their children are flying the nest and they are the ‘inheritor’ generation. 
Their parents were really the first generation of owner occupiers and as they die off, 
so they leave fairly substantial bequests to their middle age children. Many in this 
group have got out of the habit of participating in a range of activities which they 
may have given up when they had children and now need to be wood back.
Marketing skiing to this age group is not easy. First of all how does 
one address this market segment? Despite the proliferation of magazines and 
television shows aimed at or featuring old men and women, in our society, old is 
anathema, in the US, ‘senior’, with its connotations of status and seasoning, seems 
to be emerging as the euphemism of choice. The European ski industry may wish 
to adopt some of the American ideas that attract this age group to the mountains. In 
Aspen, Colorado, a ‘Fit Over 50’ programme offers a series of seminars plus a ski 
package aimed at developing a life plan for the years over 50. Coordinated with the 
Aspen ski school, skiing is the focal point of a series of week-long seminars that 
aim to teach controlled risk, stress management and gaining and maintaining
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health and fitness. As many as 30 people are enrolled in each of three sessions, 
which cost up to $1,400 including lifts, lessons, room, breakfasts, parties and final 
banquet.
What the American operators have found, is that seniors seem to look 
first for fun and an opportunity for congenial companionship; next, for an 
environment in which they feel confident; and last, for an opportunity to improve.
Ski operators and destinations in Europe that are planning for the 50-plus tidal 
wave of the next decade, may wish to keep those preferences in mind.
2. Families
Mintel (1996), have shown that the transition to family stage in the 
lifecycle makes a big difference to skiing frequency, with the proportion of frequent 
skiers immediately falling from 11% to 2%. Similarly, Williams and Dossa (1995) 
found that for women, having children was the biggest reason for dropping out of 
the sport, and for men, the family commitments were the second biggest constraint 
behind financial factors. However, for both sexes, the main reason for returning to 
the sport was because the children were old enough to ski. The results of this thesis 
found no evidence to support these studies. Section 6.5 in Chapter 6 reported that 
skiers who will not ski again were mainly constrained by structural constraints, and 
did not perceive any family constraints. Table 6.19 in the same chapter reported 
that skiers are more likely to have children (34%) than non-skiers (25%), 
suggesting again that having a family does not prevent people from participating.
An aging population indicates that there will be more and more 
families entering the market - to the year 2000, there will be an increase of 12% in 
the numbers of 35-44 year olds (Stewart, 1993) - and therefore there will have to be 
a greater marketing emphasis focused on families. Section 5 in Chapter 1 reported 
that there are several small, specialist operators who cater specifically for the family 
market, but mainstream operators - and destinations - will have to start catering for 
this particular growing market segment.
3. Teenagers
This is a critical group for the ski industry. Continuity theory (Atchley, 
1989) suggests that as individuals age, they tend to sustain consistent patterns of 
behaviour and are not prone to major shifts in likes, dislikes, and general activities. 
This theory of leisure behaviour suggests that the largest potential impact on travel 
behaviour comes at a relatively early age.
Despite the decline in young adults, the sport is still dominated by the 
younger age group, with over a quarter of the market still in the 15 to 19 year age 
group. With changes in the local financial management of schools and changes in 
the rules governing the supervision of outdoor activities in schools, there has been 
a decline in the number of school trips being organised through Local Education 
Authorities. Concern has been expressed that this is going to have an adverse 
effect on the recruitment of young people into the market (Mintel, 1994). However 
there are trends that counter this argument. There has been a growing number of 
operators offering family holidays, and it may be that recruitment in the young will 
now be increasingly via this route, combined with a growing interest in 
snowboarding. The snowboard boom, which has had a greater impact on young 
people, has caused the ski industry to assess its effect on the market, and many
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operators and destinations are now catering for this growing market segment.
However, to successfully market to this group, the ski industry needs 
to understand them more fully. Experts say that teenagers take lessons to meet 
other teenagers; ski/snowboard at high speed; explore the mountain with like- 
minded companions; and, only incidentally, improve ski/snowboard technique 
(Rand, 1996). The Americans have learned that the keys to attracting this age 
group (and if the kids come, so do their parents), are good leadership, complete 
separation from younger kids, and space.
For the European ski industry, marketing will be central to the ability of 
operators and ski resorts to attract teenagers. Advertising and promotional literature 
that is directed specifically at teenagers and itemises the benefits, flexibility and the 
‘cool’ aspects of the offerings may be the way to cultivate this group. Teenagers 
may be impossible to please and difficult to understand, but they are important 
customers with considerable clout - now and in the future.
4. Long Haul Market
Much more could be done by Europe’s ski industry to tap long haul 
markets. This could be particularly promising in the latter weeks or months of the 
traditional winter season, so that Americans or Japanese say, could combine a few 
days skiing with tours of European cities and other attractions in the springtime.
Maison de la France has identified a potential market of 4 million 
Americans interested in skiing in Europe (Cockerell, 1994). This is almost ten times 
higher than the actual share of Americans who have skied in Europe in the past. 
There are other emerging long haul markets which could generate steady growth 
for Europe through the remainder of the decade and beyond. These include South 
Africa, Australia, Mexico, Argentina and Brazil. The biggest growth market for 
Western ski resorts is the Japanese. According to Maison de la France, 
international winter sports business from Japan rose by an amazing 90% in 
1992/93.
But exploring potential new and emerging markets can often be 
expensive, difficult to target and hard to predict. European resorts have had mixed 
results in attempting to attract the Japanese, and again it is the Americans, because 
of their attention to detail and investment in market research, who have had the 
most success in marketing to ethnic groups. One ski resort that has been successful 
in tapping the Asian-American market is Northstar in California. From their research 
they discovered that the average Asian-American is younger, better educated and 
has a higher income than the average American. The family is particularly 
important; they enjoy doing activities together as an extended family group. They 
are extremely loyal to brands, and there is a higher comfort level with technology 
than for the general population.
If European operators and ski resorts are marketing to distinct ethnic 
markets, they should be alert to cultural differences, both those that may present 
problems for the staff to work through, and those that represent opportunities to be 
enhanced. For example, Verbier in Switzerland have experienced problems 
offering ski school services to the Japanese (Hudson, 1996). Differences have 
showed up in how the Europeans teach skiing and snowboarding, and the manner 
in which students are complimented or praised. For instance, the Japanese seem 
very willing to take the entry level lessons two to three times, but don’t take lessons
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beyond that. In the lesson they are much more into practice and perfecting the skill 
than is the mainstream market. They like the controlled environment of a ski school 
teaching area - more so than the mainstream customers - and seem to have a 
higher fear factor.
For these and other reasons, internal employee education should be 
an important part of any campaign to attract ethnic cultures. Some resorts, like 
Zermatt in Switzerland, have chosen to overcome many barriers by employing a 
large percentage of Japanese staff. Maurer (1996) believes that the Asian market is 
a complex one, but one that is inexpensive and relatively easy in identifying the 
appropriate vehicles for reaching it. Capturing such a market requires a long-term, 
on-going effort on the part of Europe’s ski industry, but once they are captured, they 
will remain loyal to the product.
5. Women
The life cycle framework for explaining patterns in leisure constraints 
and negotiation strategies has been augmented by the inclusion of gender as a 
mediating variable (Jackson & Henderson, 1995; Scott & Jackson, 1996). Research 
has indicated that females are more constrained than males in their leisure 
behaviour. Raymore etal. (1994), and Alexandris and Carrol (1997), suggested 
that females perceive more intensively intrapersonai constraints, such as shyness, 
self-consciousness, and lack of skills and knowledge of the availability of 
opportunities to participate. These results were further supported by Jackson and 
Henderson (1995), who found that females scored higher in the dimensions of 
social isolation and skills, which can be categorised as interpersonal and 
intrapersonai constraints respectively. In contrast, males were not found to score 
higher than females in any of the constraint dimensions, supporting the findings of 
Alexandris and Carrol (1997).
Skiing in the UK market is still male dominated, but according to 
Lewis and Wild (1995) is becoming increasingly popular with well-off females. In 
their surveys they found that in 1985 the ratio of men to women skiers was 1.6:1, 
and by 1992 the ratio had dropped to 1.3:1. However, Mintel (1994) suggest that 
the percentage of women dropping out of the sport is far more than for men, and the 
ratio of men to women was almost 1:1 in 1989 compared to 1.5:1 in 1993. This 
would parallel trends in America, where women are dropping out of skiing at a 
worrisome rate (Witchei, 1996).
Much of the decline in numbers can be attributed to poor promotion of 
the benefits and services that skiing can provide for women. Skiing is a male 
dominated sport that sends male messages that don’t get a positive reaction from 
women. The responses from women in this survey (see Tables 6.7 and 6.8) 
confirmed that women are significantly more likely to be constrained by 
intrapersonai factors, such as perceived self-skill, and the perception of danger. 
There is also the general ‘hassle and fatigue’ with skiing, that todays working 
woman can not, and does not wish, to cope with.
The qualitative research in this study discovered that a major 
constraint to male potential skiers, is the fact that their partner does not wish to 
participate (see Section 5.5). The results from the questionnaire also revealed that 
men were significantly more constrained by this factor than women (see Table 6.6). 
It is therefore important that the industry targets women specifically. Not only will
they then encourage their partner to ski, they may also influence their children if 
they have them. Many operators and ski resorts have the services that women 
require, but they do not promote them adequately or target them specifically 
enough to women.
According to a 1995 survey from Louis Harris and Associates 
(Witchel, 1996), time is more important than money with women in the demographic 
groups that are likely to ski. Jackson Hole in America is trying to relieve the time 
pressure by providing a ‘seamless, one-call-does-it-all’ package that includes not 
only accommodation, lifts, child care, rental equipment and airport transportation, 
but dinner reservations and booking reservations for non-skiing activities.
In Europe, in order to bring women skiers - and their families - back to 
the ski slopes, hard research is required, to discover why they have dropped out, 
and what will commit them to the sport. What is known, confirmed by the Harris 
survey, is that women are more interested in quality than quantity, they like learning 
and they give high priority to supporting others. Resorts should show women that 
they really care by catering to their concerns. They should consider the following: 
offering flexible lift tickets, with the option of two or three hours skiing as opposed to 
a whole day; ski school classes with an emphasis on experience, not achievement; 
and making child care a loss leader. However independent and adventurous a 
women may be, studies confirm that her children are still number one priority.
If they really want women to come back to skiing, operators and 
destinations should have little trouble organising a hassle-free ski package 
incorporating some of the ideas above. Many have been refining these services for 
years. Now they need to be promoted.
Destination Marketing
The Ski Slopes
Most ski destinations must satisfy an increasingly fragmenting and 
demanding marketplace with more specialised facilities and services, yet at the 
same time assimilate those customer segments so they share the limited number of 
ski slopes. As mentioned above, demographic fragmentation is increasing the 
number of older customers, creating more families, while the youth market is taking 
to snowboarding, which is a new and special segment in itself. If one adds to this 
mix the higher demands, new values, tastes, lifestyles and changes in leisure time 
and finances of each of these segments, then resorts and operators will have to be 
even more flexible and diverse in their services. Most ski resorts will have to 
assimilate these groups on the mountain, creating an atmosphere where none is 
alienated or made uncomfortable by the presence of others.
American resorts are investing in ‘Learning Parks’ for snowboarders 
(Olcott, 1996) and ‘Zone-Flow Systems’ for skiers (Isham, 1996). For example, at 
Taos Ski Valley in New Mexico, the beginners teaching hill is divided into four 
zones for teaching specific skills. Zone 1 is the meeting place where classes are 
divided; Zone 2 is for explaining equipment and teaching walking, balance and 
stance skills; Zone 3 is to practice balance while moving on skis; and Zone 4 is for 
learning sidestepping and turns. The slope is reshaped to to suit the teaching 
activities, and after first-time skiers are grouped in the staging zone, instructors take
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their classes through the four task-specific teaching zones. Just through simple 
zoning, the resort has seen an increase in the number of beginners returning to ski 
school for the second day, improving an aspect of the business that has been 
extremely difficult to penetrate.
Destinations and operators will need to keep monitoring the mix of 
“downhillers”, the term used in North America to include skiers and snowboarders 
(Spring, 1997). The mix of pure skiers, pure boarders and crossovers on the slopes 
of North America showed dramatic change in the 1996/97 season. Slightly over 
one in four adult downhillers claimed to be snowboarders, a huge increase from 
the 16% in 1995/96. Approximately 60% of all snowboarders have skied before, 
and often practice both sports. Another 35% of crossovers say they will not ski 
again, and of these, over half are over 25, more than two-thirds male and 73% 
single. Of the skiing population who have not snowboarded, 31% say they will try it 
in the next few years.
So it is evident that the majority of snowboarders are coming from the 
ranks of skiers and that the crossover trend will continue for the next few years, and 
not just in North America. What is not clear is whether or not snowboarding is a 
trophy sport for skiers - an attempt to be fashionable - or how many of these 
crossovers will stick with boarding to the exclusion of skiing. The data indicates that 
the core market of downhillers is declining, and the industry should be aware of 
this. Spring suggests that it should not matter to ski resorts and operators whether 
participants see themselves as snowboarders or skiers, just as long as they buy 
holidays and purchase lift tickets.
However, in Europe, dedicated snowboard brochures have not been 
successful, and operators should be seeking to send consumers to the resorts that 
accommodate both groups of downhillers. Also, they will have to be more flexible in 
their product offerings, following the example of companies like Panorama, who 
have taken a lead by introducing the concept of ‘Switch Packs’, allowing skiers and 
snowboarders to switch between equipment for the different sports for a modest 
fee. A separate challenge for the industry will be to convert boarders who have not 
skied before, into skiers. This will be necessary if snowboarding is just a short-term 
phenomenon, or if it is found that the physical aspects of snowboarding are suited 
only to the younger generation.
For existing skiers, one of the main constraints to participation was the 
problem of overcrowding (see Table 6.17 in Chapter 6). The industry analysis in 
Chapter 1, suggested that the industry was mature and that skiers are skiing less 
hours every day. This, coupled with the rapid increase in alternative activities in the 
Alps during the winter, could alleviate some of the crowd problems. In the Alps, the 
only new lifts for the foreseeable future will be replacements for existing 
installations, and the Austrian village of Lech sets an example for the future with its 
policy of limiting the maximum number of skiers on any day to 14,000.
Another area into which ski resorts in America have invested time and 
money is lift queues. Ski lift queues remain (with the exception of accidents), the 
biggest obstacle to the enjoyment of skiing (Scott, 1994). Definitions of precisely 
what constitutes a queue vary enormously between continents. For Patrick 
Messeiller, the tourist office director in Verbier - a resort which enjoys a reputation
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for some of the longest queues in Europe - a skier is not technically in a queue until 
he has been waiting in line for at least 20 minutes (Hudson & Shepherd, 1996). But 
for Tom Kelly, director of skiing at Squaw Valley, California, a skier who has had to 
wait in line for just 10 minutes has been so inconvenienced that he is entitled to 
have the cost of that day’s skiing refunded (Scott, 1994).
Many European ski resorts, especially Verbier do not offer the same 
quality of service from their ski lifts, as their American competitors (Hudson & 
Shepherd, 1996). The above example encapsulates the different attitudes to 
queues on opposite sides of the Atlantic. In America, lift lines (never ‘queues’) are 
an evil that should ideally be avoided at all costs. To this end, American ski resort 
operators employ far more lift operating staff than their European counterparts.
They are well trained, approach their job in a professional manner, and offer 
service with a smile (and occasionally a cup of coffee).
Several seasons of poor snow cover on both sides of the Atlantic, had 
a crippling effect on the ski industry during the late 1980s, early 1990s. Despite the 
huge investments resorts have made in snow-making equipment, and some 
relatively good snow conditions over the past few years, this thesis has confirmed 
previous studies, by suggesting that ‘lack of snow’ is still a major constraint to skiing 
participation, especially for those who have skied before.
One of the first American resorts to invest in snow-making technology 
was Killington, Vermont. A Boston company named Larchmont introduced snow­
making equipment in the early 1960s, and Killington was one of the first resorts in 
the world to set out Larchmont ‘guns’ that sprayed out a fine mist of water and air, a 
mist that instantly formed snow-like ice crystals. During the 1960s and 1970s 
Killington aggressively marketed itself as the ski resort that could be counted on for 
snow. By overcoming the vagaries of the weather, staying ahead of the technology 
and then communicating this fact to the public, Killington have remained profitable 
whilst others have failed (Freedman, 1992). At present, there is no one ski resort in 
Europe that is renowned for it’s ‘guaranteed’ snow. If destinations are going to 
make the investment in snow-making, then a budget needs to be set aside to 
communicate this investment and its benefits to consumers.
Of course, not all ski resorts can afford to invest in the machinery, and 
those resorts that suffer more often from poor snow conditions are often the 
smaller, lower resorts . To counter this problem, many resorts in the Alps (France 
and Italy in particular) have joined their skiing areas and their ski-lifts by the crests 
which separate them. For example, Vars and Risoul in France have just been 
unified and a common ski-pass enables the skier to use 54 ski-lifts. As a matter of 
survival, this trend is likely to continue, as long as environmentalists allow the 
building of new inter-linking lifts.
Another American idea that could be imported to Europe, is that of the 
Family Snowmaking Learning Centre, pioneered by Smugglers Notch, Vermont 
(Rowan, 1997). The learning centre is literally a ski-through educational experience 
in which the front side of a pump house is fitted with windows, allowing guests a 
peek into the inner workings of snowmaking. In addition to the pump house, 
interpretive displays have been set up for guests on weather, snow crystals, effects 
on the environment and the history of snowmaking. The ski school also has made 
use of the centre, bringing people through and allowing them to play with a
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computer-simulated snowmaking system located inside the building.
Provide Alternative Wintersports
It was suggested in Chapter 1 that ski destinations can not afford to 
ignore the active non-skier, who still travels to the mountains in the Winter. Williams 
and Dossa (1990) estimate that between 20 and 30 per cent of visitors to ski 
centres in Canada do not ski. An analysis of market trends in Europe suggests that 
similarly, an increasing proportion of those who take winter sports holidays on a 
regular basis do not ski at all. The respective share among the French, for example, 
is estimated as high as 40% (Cockerell, 1994). Even those who do ski are, 
reportedly, skiing for fewer hours every day on average than in the past. Wickers 
(1994) suggests that one in eight visitors to Zermatt, one of Switzerland’s top ski 
resorts, does not ski.
Ski destinations in the future will have to offer more than plain old 
skiing and snowboarding. In fact, many resorts have made significant capital 
investments into providing alternative activities (Rowan, 1989), and these days 
active non-skiers will find an increasing menu of substitute sports facilities, 
including heated pools, mini-gyms, saunas and solariums. Most Alpine ski resorts 
have developed such a wide range of sports and activities to attract summer 
holiday-makers, but the facilities are increasingly used in the winter months. Vail in 
Colorado have created Adventure Ridge, a four-acre complex at the 10,350-foot 
level of Vail Mountain, alive with music, and featuring a wide choice of restaurants 
and a huge range of activities (Best, 1997). Guest surveys had indicated a lack of 
evening activities, so Adventure Ridge was developed, and crowds often exceed
2,000 per night. The outdoor activities range from the high-energy, like 
snowboarding, ice-skating, and the latest craze ‘snowtubing’, to the more passive, 
like a moonlight snowmobile ride.
Many ski brochures now provide detailed information about facilities 
such as tennis halls, snow rafting, skating rinks, horse riding, go-karting, 
tobogganing, curling and hot-air ballooning, that individual resorts may offer. In 
Zermatt for example, the 12.5% of visitors who choose not to ski, can select from 38 
mountain restaurants served by cable car, chair lift or funicular. The resort has 30 
kilometres of footpaths, sleigh rides along the car-free streets, 15 indoor pools, a 
curling hall, ice rink, indoor golf, and language courses.
Counteract Seasonality
The trends towards non-skiers visiting ski resorts, would seem to 
support the premise that more all-round resorts - in which skiing is not the only 
activity - need to be developed, and with sporting and entertainment facilities open 
throughout the year, rather than just in the winter months.
A key reason that ski destinations attract limited investment, is that 
skiing is perceived as a strictly seasonal business. Most ski resorts depend on 
winter activities to make or break their year. Few other industries exist solely from 
late Autumn until Spring. That is changing, albeit slowly. Many Alpine ski resorts 
have started to attract summer tourists by developing a wide range of sports and 
activities, but more investment is required in many destinations, along with 
aggressive marketing policies to communicate the availability of these facilities. 
Chair lifts and cable cars are operating for walking holidays - a growing summer
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activity. Many resorts already have swimming pools, skating rinks, tennis courts, 
guided walks, bike hire and in some cases glacier skiing. Others have started to 
advertise rock-climbing, white-river rafting, paragliding (parachuting off the 
mountainside), canyoning (abseiling down waterfalls), and hydrospeeding 
(swimming down white-water rapids on a specially designed surf board).
All these activities are tempting the changing consumer - the active 
tourist who is no longer happy with sun, sand and sea. Resorts in the Austrian and 
French Alps are particularly well set up for such sports. Switzerland tends to cater 
more for walkers (and Verbier has been very successful with its August music 
festivals). Tour operators to Italy focus almost exclusively on relaxing lake-side 
holidays with low-altitude walking. Unfortunately, many purpose-built ski resorts, 
especially in France, are not renowned for their aesthetic appeal. There are 
exceptions: Morzine and La Ciusaz have managed to hang on to a measure of 
Alpine charm. In Austria, Alpbach and the Lech valley are among the most scenic; 
in Switzerland, Zermatt and Grindelwald. This diversification in activities does not 
only have a debatable cost, but also demands a great professionalism to offer very 
elaborated products. It is, and will be, facilitated by agreements between resorts.
The packaged multi-activity holiday is usually aimed at families, with 
the biggest choice in France, and an increasing number of operators are starting to 
offer these summer holidays as an alternative to the Mediterranean. It is up to the 
Alpine destinations, to ensure that they have the right product to cater for this 
growing market segment. However, although developing summer mountain tourism 
makes the most economic sense for resorts developed primarily for skiing (surplus 
accommodation already exists), the summer product is not as easily identified as 
winter. All winter resorts sell skiing, but few winter resorts offer summer activities. 
Those resorts that take the lead in developing summer mountain tourism, will be 
those that invest in research to understand the market, and those that solve the 
problems of a complex product.
Market Research
Many resorts are highly idiosyncratic in the way they collect and report 
information (Lewis & Wild, 1995). Also some resorts and UK operators may 
inadvertently use wrong information in their marketing, and indeed some resorts 
may feel there are advantages to be gained through the continued use of some of 
the present inaccuracies. Yet in the long term this situation can only be harmful to 
all parties concerned.
In recent years there have been improvements in the way in which 
marketing messages have been compiled and communicated to customers, but 
although this information looks more ‘glossy’ and professional, the underlying 
marketing philosophy may not have been considered in any detail. There is a 
danger that resorts and operators are continuing to educate the market through 
promotional material, to expect products which are sometimes impossible to 
deliver, and often quite costly in financial and environmental terms. The 
effectiveness of this marketing is becoming visible through some of the research 
being conducted on skiers’ perceptions and destination choices (Hudson & 
Shephard, 1998).
In their article on service quality in ski resorts, Hudson and Shephard 
(1998) acknowledged that most customer satisfaction studies measure attributes
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that can make the product better, but they never ask or deal with the actual product 
- the emotions. The emotional experience is the product, and managing this 
emotional experience requires the use of qualitative research tools like focus 
groups, participant observation, and the use of Mystery Shoppers. By 
understanding the emotional experience and by gaining very specific details on 
what needs to be altered, both the resort and the sport will be healthier.
Despite the financial investment and hard work that has gone into 
recent coordinated marketing efforts, there are still few examples of good quality 
market research and analysis, used to compile and direct resort marketing 
communications. Much of resort advertising is designed specifically for the 
domestic market, and the majority is directed at sectors of the market already loyal 
to the destination. Marketing materials produced by resorts for the UK market are at 
best good translations of resort brochures. It is unlikely that such material will reach 
the right sectors of the UK market, or communicate the desired message that will 
attract more UK visitors to the Alps.
Conducting market research in the mountains (from the author's own 
experience) is not a straightforward task. On-site, intercept-and-quiz chairlift 
surveys can be intrusive, with questionable results depending on how rigorously 
the survey is controlled. The answer for European resorts may be the new Point of 
View System (POV), referred to in Chapter 1, and used in Silver Mountain, Idaho 
(Newhart, 1997). A customised survey composed of various types of questions are 
installed on a small metal box with a key-pad that allows guests to answer resort- 
specific questions privately at their own pace. The vendor periodically downloads 
the collected data via modem, eliminating time-consuming and expensive data 
entry. Updated results are available every two weeks, with a final comprehensive 
report issued at the end of each season.
Direct Marketing
There is no reason why destinations in Europe cannot buiid 
relationships with customers and use direct mail to their advantage. At Killington, 
USA, the customer information database tracks 2.5 million skiers and grows by
200,000 skiers a year (Freedman, 1992). The information - such as home address, 
level of skiing ability and past skiing expenditures - is culled from a variety of 
sources, including lodging facilities, rental shops, brochure requests and even 
random surveys of customers. The resort operator - SKI Ltd. - also buys mailing lists 
from chambers of commerce and ski-related businesses. To get the most out of its 
aggressive direct-mail and advertising efforts, SKI wields this information like a 
scalpel, dissecting its customer base to determine where its skiers come from, 
when they ski, what level they ski at and what sorts of services they avail 
themselves of at the resort.
Destinations in Europe should consider following the example of their 
American counterparts, and invest in building a Web site on the Internet. The Swiss 
Tourist Office have taken a first step by launching a facility on its Web site that 
transmits live pictures from the ski slopes. Ski resorts can also take advantage of 
the direct marketing opportunities that this new technology offers. One resort in 
America that has seen the traffic on its Web site increase dramatically, is 
Sugerloaf, Maine. During the month of February, 1995, Sugerloaf distributed
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49,958 pages of information about the resort, and it cost less than $800 (Carey, 
1995). The vehicle was a computer and modem with access to the Internet and the 
World Wide Web. Sugerloaf launched this project with a full blown multimedia 
presentation that was unique in the industry. In the first 10 days, 17,000 hits were 
recorded and by March 1995 this number had risen to 55,000. The resort finds that 
skiers want up-to-date information on snow conditions and weather forecasts by a 
two-to-one margin over the next popular page, the piste map.
In Steamboat, Colorado, each of the 79 lodging properties at the 
resort has a page on the Web site that guests can peruse to plan their trips (Nelson, 
1997). To save paperwork and aid in making reservations, Steamboat developed a 
Book-lt form that guests fill out and send by e-mail. One reservation clerk is 
assigned to handle the 60 to 80 contacts per day. She checks the inventory and e- 
mails a response. Guests then call in or fax the necessary credit card details, but 
Steamboat see a time - relatively soon - when customers will trust e-mail with their 
credit card numbers.
A Coordinated Effort
Based on sound market research, more coordinated marketing is 
required from European ski resorts. There have been recent examples of such 
efforts. In 1993 a strong publicity campaign was launched to attract visitors to the 
French Alps. This was the first time that a coordinated effort was made on such a 
scale, yet it revealed many of the old rivalries which exist between resorts (Lewis & 
Wild, 1995). The title of the campaign was ‘La montagne ca vous gagne’, and 
advertising was designed around the three themes of ‘amitie, environment et 
diversitie’. This caused some of the larger resorts to look more closely at the 
information that they provide and to re-design and update advertising brochures. 
Two years later, Austria’s top ski destinations joined together to boost business by 
forming their own marketing cooperative. The Top Ski Austria’ organisation 
targeted the UK for its opening campaign which was aimed across the board at 
experienced skiers, families and beginners.
Somehow, ski resorts in the Alps must compete with the successful 
marketing skills of the North Americans, and it could take many years for countries 
like Switzerland to turnaround the downturn in UK trade. The answer could be 
overall coordinated marketing strategies to communicate a value-for-money 
message and cut through the bureaucracy and rivalry that exists among suppliers 
and resorts.
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4. Limitations of the study
Firstly, the operationalisation of the three types of constraint 
categories was shown to be problematic (Shaw & Whyte, 1996 found similar 
problems with the model). One of the assumptions of the hierarchical model is that 
it is possible to identify and clearly distinguish different categories of constraint. 
However, in this study there were difficulties in classifying some of the responses. 
For example, if expense or cost was revealed as a constraint, this could be 
interpreted as an intrapersonal constraint (the anticipation of costing too much 
would lead to a negative motivation to ski), or as a structural constraint (one may 
have a positive motivation towards the sport, but simply can not afford to 
participate). Jackson et al. (1993) suggest that the anticipation of a structural 
constraint effectively performs the function of an intrapersonal constraint, but in this 
study this anticipation was difficult to measure.
Scholars have increasingly tried to improve their understanding of 
leisure constraints by searching for regularities, or patterns, within constraints data. 
There are limitations as well as opportunities associated with factor analysis as it is 
most commonly used in leisure research, the most notable being the difficulty of 
detecting and investigating the combinations of different categories of constraints 
that an individual may experience (Jackson, 1993). There has been some debate 
about the technique, and some statisticians have complained that investigators can 
choose to rotate factors in such a way as to get the answer they are looking for. 
Everitt and Dunn (1991) suggest that the main danger is to take the results too 
seriously, since they are likely to be only a very idealised approximation to the truth. 
While factor analysis can be used to identify similar types of constraints, it does not 
necessarily follow that it groups similar people who share common perceptions and 
experiences of those constraints. Cluster analysis is an alternative technique for 
identifying regularities that does allow for the recognition and investigation of 
combinations of different types of constraints. In cluster analysis the emphasis shifts 
away from classifying items (in this case, constraints) into factors and on to 
searching for relatively homogeneous groups of people. Both Williams and Basford 
(1992), and Stynes and Mahoney (1980), have used robust cluster analysis 
techniques to segment the skiing and non-skiing market. Future studies that 
investigate the commonalities and differences in constraints experienced by skiers 
and non-skiers could use such techniques.
Despite some support for the qualitative research findings, the 
quantitative research did not reveal such a high number of intrapersonal 
constraints. This could be due to the fact that interviews and focus groups are more 
likely to reveal ‘hidden’ or ‘unrecognised’ constraints (Jackson & Dunn, 1988;
Shaw etal., 1991; and Shaw & Whyte, 1996), and that individuals will not always 
be aware of, or conscious of, the factors that constrain their leisure behaviour, and 
so a questionnaire is likely to be less accurate. However, the incentive of the free 
skiing holiday could have attracted more non-skiers who would like to go skiing, 
and therefore have already negotiated intrapersonal constraints to develop a 
preference for the sport.
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There may have been limitations with the target sample. Although the 
selection criteria was given careful consideration, an exact profile of the typical 
British skier is not available, so there is no guarantee that the demographics and 
psychographics of the sample matched perfectly those of typical skiers. It is only in 
the last decade that researchers have paid any interest to the consumer behaviour 
of skiers, and this research has been inconclusive. Also, by using non-probability 
sampling procedure, the selection of sampling elements is left to the discretion of 
the researcher, and there is no explicit scientific model (such as probability theory) 
which can be used to assess the degree of sampling error. However, researchers 
(Gilbert, 1992; Moser & Kalton, 1989) point out that with quota samples the 
sampling errors are so small, in comparison with other errors and bias that enter 
into surveys, that it is no great disadvantage not to be able to estimate them.
5. Further research
a) Non-user
“One lesson is clear - yet almost universally ignored by marketers: 
money spent against ‘non-buyers’ and ‘uninterested’ prospects could pay more 
then you might ever imagine” (Bird, 1997: 32).
Further research is required to understand the constraints facing the 
non-user. For many products, non-users may represent a significant marketing 
opportunity, and with increased application of marketing research to understanding 
the motivations of different segments, greater success in converting non-users to 
users will occur.
For tourism, while research on non-users is difficult, it is vital for 
marketers. Discovering why people are not purchasing the services provided by an 
organisation is important as most tourism organisations need to attract new 
customers if they are to thrive, or even survive. Such research can help marketers 
identify different types of non-users for whom different marketing messages need to 
be developed and transmitted. These groups may be ex-users who need to be 
tempted back, those who are aware of the product but need to be persuaded to buy 
it, and those who are not aware of the product’s existence. Furthermore, an 
understanding of the constraints facing these groups can only help transform 
potential demand into purchase decisions.
Although the majority of constraints research has concentrated on 
constraints to leisure participation in general, some studies have focused on 
particular tourist activities like camping (Dunn, 1990), walking (Biaieschki & 
Henderson, 1988), and visiting museums (Davies & Prentice, 1995). However, 
such studies are scarce, and there is an opportunity for market development gained 
by broadening the customer profile and attracting more potential customers at 
present only latent in the customer profile of tourist organisations. Such research 
could focus on the accommodation sector for example, and attempt to discover why 
certain people choose not to stay in hotels when they travel. Alternatively, 
understanding why people do not use particular methods of transport would be of
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interest to the transport sector.
On a broader scale, instead of continuing to try and understand why 
so many millions choose to go on package holidays each year, why not ask the 
people who do not go, why they choose not to? Similar questions could be asked 
of those who do not purchase niche tourism products like safaris, golfing and 
sailing holidays, and educational tours. Skiing is not the only tourism product 
where demand has matured, and although growth via acquisition may satisfy the 
ever demanding expectations of stakeholders in the short term, success for many 
tourist organisations in the long term, could depend on converting non-users into 
users.
Such research requires a general recognition of the legitimacy of a 
variety of research tools. The majority of previous literature on leisure constraints 
has examined structural constraints (those intervening factors between leisure 
preference and participation), but intrapersonai constraints have largely been 
ignored. Often, individuals with intrapersonai constraints have been labelled with a 
‘lack of interest’ and given no further consideration. Many authors have 
acknowledged that lack of interest may well mask more deep-seated constraints 
on participation (Jackson & Dunn, 1988; Boothby etal., 1981), and others have 
called for further investigation into factors responsible for the apparent lack of 
interest amongst nonparticipants (Iso-Ahola etal., 1994; Jackson etal., 1993).
For much of this research, quantitative methods have dominated, and 
if qualitative methods are used, then they are typically reduced to help create and 
pose hypothesis which can then be tested and refined using statistical research 
methods and models. A conceptual, methodological, and managerial challenge is 
to better understand constraints among low-interest or uninterested non­
participants, because these groups are often a large part of the total population. For 
these groups, long lists of constraints have little meaning. Therefore, alternative 
methodological and theoretical approaches are needed.
b) Segmentation of the market
Work by several authors has highlighted the need for further 
segmentation studies of the skiing population. Boon (1984) found significant 
differences in benefits sought between various segments of the skiing population. 
Boon’s study, by combining sociodemographic variables with benefits sought from 
the downhill ski experience, provided useful information for the ski market 
concerned, and highlighted the importance of market research. Similar studies of 
benefits sought could be conducted in Europe to provide managers of resorts with 
detailed customer information. In a similar study, Goeldner (1978) segmented the 
Colorado skier market in terms of in-state as opposed to out-of-state skiers. He 
concluded that different marketing methods must be utilised to reach each of these 
segments because they differ in behaviour. He also acknowledged that further 
breaking down each of these segments and analysing them in depth would result 
in better identification of important segments and better knowledge of how to 
communicate with them.
Lewis and Wild (1995) recently presented a model which provides a 
typology of UK skiers based upon level of skill and experience combined with
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behavioural and attitudinal aspects of skiing, in the model the majority of UK skiers 
who call themselves intermediate are distinguished by their attitude and motivation 
to skiing. Both the recreational skier and the sports skier may be capable of skiing 
the most difficult runs, but the reason why they ski such runs will be totally different. 
A better understanding of motivational factors for different skier groups will help 
clarify the parameters of a typology of skiers suggested in this model. More 
importantly, it will provide a framework for the industry to identify more 
clearly targeted markets, and thus provide much more efficient marketing 
information.
c) Drop out rates and reasons for ceasing participation
Very little research has been conducted in Europe in understanding 
why skiers cease participation, and how to keep them interested and involved with 
the sport. Jackson and Dunn (1988) introduced two new measures, ‘dropout rate’ 
and ‘replacement rate’, suggesting that these two concepts allow for a more 
accurate interpretation of changes in leisure behaviour than do raw data on 
ceasing participation. They found certain activities, in particular downhill skiing, had 
a high dropout rate (8.3% of respondents) and a very poor replacement rate (oniy 
30 %). It would be interesting to know the replacement rate amongst British skiers 
today. In Canada, Williams and Dossa (1995), have focused on the entry, dropout 
and re-adoption patterns of skiers and snowboarders, and a replication of such a 
study would be of interest to the European skiing industry.
Related to this, it would be interesting to determine the effect of 
negative word-of-mouth communication among people who have quit the sport and 
potential participants. Backman and Crompton (1990) developed a conceptual 
model of discontinuance which makes the distinction between active and passive 
discontinuers. Active discontinuers have discontinued using the activity and 
transmit negative information about it whereas passive discontinuers do not. They 
suggest that personal and environmental response variables can be used to 
differentiate between active and passive discontinuers. For individuals who have 
invested time and money in the activity, it may be necessary to complain to reduce 
cognitive dissonance resulting from withdrawal.
On the same lines, Iso-Ahola et al. (1994) recognised that an area that 
requires further research is the ‘interruption’ of leisure activities. For activities such 
as skiing, such exploration would be very useful. Spring (1995) suggested that 
skier days could be 25% to 30% higher if identified skiers skied every year without 
interruption. One can assume that if people cease participation because of 
negative experiences, they are less likely to start such familiar activities anew later 
in life. Alternatively, if activities were interrupted for reasons such as having 
children, then resuming the activity later in life may be much more likely. Such a 
hypothesis requires empirical testing.
d) Means-end approach
Klenosky et al. (1993) suggest that an interesting future study would 
be to replicate the ‘Means-End’ approach on a sample of inactive skiers (ie. those 
who have not been on a ski holiday in the last five years) or non-skiers. In their 
study of active skiers they examined a variety of factors to understand and explain
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ski destination choice behaviour. These factors ranged from the relatively tangible 
attributes of products, to the intangible benefits, needs, and personal values people 
seek to satisfy through their choice behaviour. Obviously there may be important 
differences in the means-end structures of skiers in different markets, and the 
analysis should be applied to European skiers, but the methodology does have 
great potential for applied uses. Its application can help skiing providers develop 
and evaluate advertising strategies, segment markets, and position products. For 
example a strategy could be developed that emphasised the “Challenge and Fun & 
Excitement” associated with the runs at the resort or, alternatively, the unique 
“Social Atmosphere and Sense of Belonging” associated with the friendly people 
who work and ski there.
e) Negotiation Strategies
Finally, an extension of this study would be to investigate the 
strategies employed by participants in adapting to, or alleviating constraints. Some 
researchers have attempted to do this for other activities (Scott, 1991; Jackson & 
Rucks, 1995; and Henderson efa/., 1995), and common strategies included 
modifying time and commitments, acquiring the necessary skills, changing 
interpersonal relations and improving finances. Although this thesis supported the 
proposition that people participate despite constraints, it is not clear how skiers 
negotiate these constraints.
Conclusion
This chapter began by reviewing the key findings and conclusions 
from the primary and secondary research. The theoretical implications of this study 
were then discussed, and two new models for understanding both leisure 
constraints, and consumer behaviour in tourism were proposed. From the results, it 
seems clear that the constraint typologies proposed in the negotiation model are to 
some degree interrelated. Further, the processes within these categories most 
likely take the from of feedback loops, wherein participation exerts influence back 
on to leisure preferences and constraints. The negotiation model has been 
adjusted by the author to show a relationship between existing participants and 
intrapersonai constraints, suggesting that there is a clear distinction between the 
intrapersonai constraints of participants and non-participants. The new model also 
indicates that if intrapersonai constraints are successfully negotiated, then 
structural constraints will be the next stage in the hierarchy, and not necessarily 
interpersonal constraints.
Primary research supported the hierarchical theory of constraints but 
only to a point. It was established that people do have to overcome Intrapersonai 
constraints in order to gain a leisure preference, and these are the first level of 
constraints that they will encounter. Those who have successfully negotiated 
intrapersonai constraints will move along the hierarchy to confront structural 
constraints. However, there was no evidence to suggest that interpersonal 
constraints are confronted before structural constraints, and in the case of skiing, 
interpersonal constraints often did not exist. Obviously the hierarchical model of
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Jconstraints requires further empirical testing before it is rejected in its present form.
The author also suggests that consumer behaviour models of the 
future should acknowledge the constraints facing consumers in the decision 
making process, and should not assume that attitude leads directly to purchase. 
Such a model is proposed, based on a previous model of consumer behaviour in 
tourism.
In the next section of the chapter, the author proposed certain 
marketing activities that would encourage both non-skiers and skiers to ski. The 
potential ski market (non-skiers and latent demand) was segmented into five major 
groups, each of which will require different marketing messages. These segments 
are the aging market, families, teenagers, the long haul market, and women. 
Destinations have a key role to play in this marketing activity, and suggestions were 
made as to how they can improve their product, provide alternative wintersports 
and counteract seasonality. The author suggests that more sophisticated market 
research is required, as well as more focus on direct marketing and co-operative 
marketing.
Finally, the limitations of the study are recognised, and suggestions 
are made for further research. These suggestions include using a Means-End 
Approach for understanding destination choice behaviour; further segmentation of 
the skiing and non-skiing market; focus on drop-out rates and ceasing participation; 
and lastly, but most importantly, further investigations to understand the constraints 
facing the non-user. For many products, non-users may represent a significant 
marketing opportunity, and with increased application of marketing research to 
understanding the motivations of different segments, greater success in converting 
non-users to users will occur.
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C O N C L U S I O N
This thesis was concerned with consumer behaviour in a particular 
sector of tourism, namely, the ski industry. It began with an investigation of the 
industry worldwide, and more specifically, in the UK. A number of issues were 
raised in the opening chapter, and it is clear that the industry faces a number of 
challenges in the future, concerned with the consumer, the destinations, distribution 
of the holidays, the environment and alternative wintersports. Much will depend on 
whether or not the industry is able to package the product in a less rigid way to 
meet the demands of the market place, and whether growing environmental 
concerns can be eased. For the UK ski industry to prosper into the next century, it 
was concluded that a deeper understanding of both skier and non-skier is required. 
If more people are to be tempted on to the slopes, then marketing policies of both 
destinations and operators will have to be increasingly aggressive, and 
increasingly sophisticated.
Such sophisticated and successful marketing involves understanding 
the consumer’s needs and how they make their decisions . By recognising how 
buyers proceed through the decision-making process, the various participants in 
the buying procedure, and the major influences on buying behaviour, marketers 
can acquire many clues as to how to meet buyer needs.
Consumer behaviour research in tourism has focused on motivations, 
typologies, destination choice and the decision process itself. The ‘grand models’ 
of consumer behaviour have been transformed by authors interested in the tourism 
choice process. From a marketing point of view however, all of these models are 
not predictive for two reasons. First, they are stereotypical and generalised, 
whereas in reality, the decision process will vary significantly between different 
groups of tourists. Secondly, they have no time dimension, so they do not indicate 
to the practitioner when to intervene in the process in order to influence the 
decision. Additionally, just as in the marketing of consumer goods, people with a 
lack of motivation are ignored, typologies do not include the non-participant or non­
user, and the majority of models assume that attitude leads directly to purchase.
The models also do not take into account the full range of constraints facing 
consumers in the decision making process, and there is therefore no reference to 
the negotiation of constraints. This lack of research into the non-user and their 
associated constraints represents an important gap in consumer behaviour 
research.
Similarly, in consumer research related to the ski industry, there are 
gaps in the analysis of the behaviour of skiers, and in particular the non-skier. Past 
research has focused primarily on gaining a better understanding of the 
socioeconomic, attitudinal, and behavioural characteristics of existing skiers. 
Although efforts have been made to segment the ski market, identifying and 
understanding potential markets has never been a priority. Those few studies that 
have tried to understand the deterrents preventing non-participants from skiing, 
found that the major constraints are the perceptions of the activity’s dangers and 
cost, as well as a general lack of appeal. No efforts have been made to find out why 
skiing does not appeal to nearly half of the non-skiing population.
The ‘non-participant’ in leisure and tourism has only recently received
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attention from researchers, but it is clear from the literature review that constraints 
on leisure has received increasing attention from academics. Partly as a result of 
these integrative efforts and the ensuing opportunity to compare conceptual 
frameworks and empirical results, leisure constraints research has begun to exhibit 
high levels of theoretical, conceptual, and analytical sophistication. The field is 
progressing on several fronts, including enhancement of the understanding of the 
concept of constraints, investigation of the many facets of leisure that are 
constrained in some way, analysis of variables related to the experience of 
constraints, and construction of theoretical frameworks and models.
However, the majority of literature on leisure constraints has 
examined structural constraints (those intervening factors between leisure 
preference and participation), and intrapersonai constraints have largely been 
ignored. Often, individuals with intrapersonai constraints have been labelled with a 
‘lack of interest’ and given no further consideration. Some authors have 
acknowledged that lack of interest may well mask more deep-seated constraints 
on participation, and others have called for further investigation into factors 
responsible for the apparent lack of interest amongst nonparticipants.
The latest theory of constraints negotiation takes into account 
intrapersonai constraints, and already researchers have adopted its principles in 
their studies on leisure constraints. However, the hierarchical model requires 
further empirical verification, and it has not been tested on adults, or on a specific 
activity. In addition, the theory of constraints negotiation requires research that is 
more qualitative in nature if constraints are to be understood and perhaps 
overcome. The most apparent avenue for future research regarding leisure 
constraints involves operationalisation and simultaneous investigation of all three 
constraints levels - intrapersonai, interpersonal, and structural - if a complete 
picture of the nature and operation of leisure constraints is to be achieved. In 
addition, more clarity in constraints research would be present if examination 
focused on specific types of activities instead of looking at constrained participation 
in a general context. Further, the published research which examines differences 
between participants and non-participants in travel programmes is virtually non­
existent, and constraints researchers have indicated that participants can also be 
constrained, not from participating, but from participating as frequently as they 
desire.
In this thesis, the author operationalised the negotiation model 
proposed by Crawford et al. (1991), in order to understand the constraints to skiing 
for both participants and non-participants. A qualitative approach was used to 
develop a detailed and accurate categorisation of constraints which could be built 
into any subsequent questionnaire. 30 in-depth unstructured interviews, analysed 
using the constant comparison technique, and 3 focus groups, were conducted in 
order to develop an instrument (a questionnaire) to measure perceptions of 
intrapersonai, interpersonal and structural constraints on skiing participation. The 
measure followed a format common in previous constraints research in which 
subjects were asked to indicate their strength of agreement with specific constraints 
on a Likert-type scale. The questionnaire was sent out to a population of 2,500 
health club members, who had the basic demographic characteristics and leisure 
time affinities that are associated with skiers. 412 usable responses were returned 
and analysed using SPSS for Windows.
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The qualitative research provided interesting results. Non-skiers in 
particular revealed a surprising number of intrapersonai constraints. They 
perceived skiing to be harder to learn than other sports, and suggested that they 
would feel self-conscious or embarrassed learning to ski. They also thought the 
activity would make them cold and wet, and that it would be dangerous, expensive, 
and too stressful. There was the feeling that skiing is an elitist sport, and that they 
were not ‘chic and glamorous enough’ to go. Skiers on the other hand, revealed in 
the interviews that they were constrained by time, family or economic factors.
Analysis of the questionnaires indicated that these economic factors 
were the major constraint for both groups. Overall, the biggest constraint was that 
skiing clothing and equipment are too expensive, followed by the general expense 
of the package and the fact that there are a lack of low-cost skiing holidays. When 
the two groups were compared, not surprisingly non-skiers reported higher 
constraints for all statements apart from their fear of lack of snow. T-tests indicated 
that their differences were significantly greater for intrapersonai constraints, 
supporting the findings from the qualitative research, where non-skiers expressed a 
relatively high amount of intrapersonai constraints, compared to skiers. The major 
constraints for existing participants are economic in nature, but despite high levels 
of constraint, many say they will ski in the near future. This supports the recent 
propositions of leisure despite constraint.
Factor analysis with an oblique rotation of the 30 constraints resulted 
in three factors which accounted for 32.3% of the variance. These three factors 
corresponded to the three constraint typologies, suggesting that the model of 
leisure constraints is tenable, and that the three types of constraints - intrapersonai, 
interpersonal, and structural - are separate classes of constraint on skiing. A 
metamodel was used to determine the possible existence of a hierarchy of 
constraints, and the results did not support the hierarchical model proposed by 
Crawford efa/., (1991). Although the data supported the theory that individuals, if 
they negotiate intrapersonai constraints, will then move along the hierarchy to 
confront structural constraints, it was found that people do not necessarily confront 
interpersonal constraints, as they move along this hierarchy.
From the results, it seems clear that the constraint typologies 
proposed in the negotiation model are to some degree interrelated. Further, the 
processes within these categories most likely take the from of feedback loops, 
wherein participation exerts influence back on to leisure preferences and 
constraints. The model has been adjusted by the author to show a relationship 
between existing participants and intrapersonai constraints, suggesting that there is 
a clear distinction between the intrapersonai constraints of participants and non­
participants. The new model also indicates that if intrapersonai constraints are 
successfully negotiated, then structural constraints will be the next stage in the 
hierarchy, and not necessarily interpersonal constraints.
The author also suggests that consumer behaviour models of the 
future should acknowledge the constraints facing consumers in the decision 
making process, and should not assume that attitude leads directly to purchase. 
Such a model is proposed, based on a previous model of consumer behaviour in 
tourism.
The results of this study provide guidance for the ski industry in 
strategy development. Perhaps the most important finding is that different
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constraints inhibit participants and non-participants, and therefore different 
strategies should be implemented for each group in order to increase participation. 
For the non-skier, changing preconceived attitudes requires education. Education 
has been sighted as one of the most powerful influences of travel behaviour, and 
this includes information through advertising and use of the media. It may not be 
possible to overcome ones fear of heights, lack of desire for physical challenge, or 
the being afraid of learning a new sport. However, it is clear that the decision to ski 
or not is income sensitive, and creative marketers can influence travel behaviour by 
increasing the perceived income of the market or by reducing its influence through 
establishment of a sense of value and purchasing power in the minds of potential 
consumers.
For existing skiers, or those who have dropped out of the sport, rather 
than playing down the expense of the sport, promotion should state that it is an 
expensive activity, but remind skiers that the sport brings an emotional well-being 
worth the cost. Skiers are also concerned about the lack of snow, and over­
crowded ski slopes, and destinations will have to adopt strategies to deal with 
these problems by investing in snow-making equipment and applying capacity 
management techniques.
The two larger segments can be segmented further into five major 
groups, each of which will require different marketing messages. These segments - 
the aging market, teenagers, families, the long-haul market, and women - all have 
potential to grow, and an understanding of the constraints facing each group will 
assist strategy formation. Destinations themselves can take a leading role by 
satisfying this increasingly fragmented and demanding marketplace with more 
specialised facilities and services. Demographic fragmentation is increasing the 
number of older customers, creating more families, while the youth market is taking 
to snowboarding, which is a new and special segment in itself. If one adds to this 
mix the higher demands, new values, tastes, lifestyles and changes in leisure time 
and finances of each of these segments, then resorts and operators will have to be 
even more flexible and diverse in their services.
Analysis of market trends suggest that an increasing proportion of 
those who take winter sports holidays on a regular basis do not ski at all. These 
trends would seem to support the premise that more all-round resorts - in which 
skiing is not the only activity - need to be developed, and with sporting and 
entertainment facilities open throughout the year, rather than just in the winter 
months. A key reason that ski destinations attract limited investment, is that skiing is 
perceived as a strictly seasonal business. Most ski resorts depend on winter 
activities to make or break their year. Few other industries exist solely from late 
Autumn until Spring. That is changing, albeit slowly. Many Alpine ski resorts have 
started to attract summer tourists by developing a wide range of sports and 
activities, but more investment is required in many destinations, along with 
aggressive marketing policies to communicate the availability of these facilities.
Destinations in Europe will need to improve the quality of their 
marketing research, and emulate American efforts to reach consumers through 
direct marketing. Despite the financial investment and hard work that has gone into 
recent coordinated marketing efforts, there are still few examples of good quality 
market research and analysis, used to compile and direct resort marketing 
communications. Much of resort advertising is designed specifically for the
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domestic market, and the majority is directed at sectors of the market already loyal 
to the destination. Marketing materials produced by resorts for the UK market are at 
best good translations of the resort brochures. It is unlikely that such material will 
reach the right sectors of the UK market, or communicate the desired message that 
will attract more UK visitors to the ski slopes.
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Appendix 1: Focus Group Transcript
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FOCUS GROUP VIDEO TRANSCRIPT
(Simon making reference to focus groups using Tony Blair as an example) 
(Explanation, room layout, Introduction)
I - Why have you not skied before 
R1- Getting cold
I - Is that the only reason, primary reason 
R1 - For me it is
R2- No I have a rational reason - the altitude makes me as sick as a dog. 
Unconsciously my memory is not very nice of it
I - So you do go on holiday but is the opposite of what you would like to do
R2 - Yes, it is the opposite to my ideal holiday - which is lying on the beach getting 
a suntan. I don’t like the cold I like it sunny. I know it is sunny but you do not 
associate it as being sunny because it is so cold
I - You said it is because it is cold. Do you know it is cold
R1 - No it is the perception of being cold. Snow is new to me I only experienced 
snow once before I came to England. Since coming here my perception is that it is 
cold, damp and therefore any association with snow - even though i’ve seen 
pictures of people tanning in the snow - it is still that I will be cold and damp.
I - If I have to tell you that you don’t get cold that the problem is you get too hot, 
would that change your idea
R1 - 1 would actually have to experience the situation. Maybe trying a dry run in the 
winter without any snow. Get the feeling of how hot I am going to get - then maybe.
R3 - Surely it is far better to actually go
I - So you are taking a interest
R3 - Yes, I imagine from what you have just said, that the cold in the snow is not the 
kind of cold - horrible cold that it is here, it is different
I - Very different. Has that been a barrier to you
R3 - Yes, I like the sun, I like to come back with a suntan
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R1 - 1 actually imagine the sun tan you get on snowing holiday is more of a wind 
tan. Well you see peoples skin who has been browned by wind.
R2 - There is also the thing about getting wet. You fall over you get wet. Now I like 
to get wet on a beach. I use the water as a way of cooling down, I don’t actually 
swim in it, but I don’t like getting wet in the cold. I don’t actually get any pleasure 
from getting wet, I imagine when you fall in the snow you get wet.
I - You imagine you get wet, does anyone here not imagine getting cold or wet
Gen - No, no
R4 - My view over the years has been I don’t associate holidays as a challenge of 
learning. Going on a skiing holiday would be both these. I would have to be taught 
and trained and it would be a challenge. For me a holiday has always been a 
change to switch off from the challenge and the learning
I - Is that because you are successful in the other things that you do and the thought 
of something new...
R4 - Well yes, but I just felt that when I am holiday I want to rest I did not want to be 
challenged. I see a holiday as a chance to switch off do some reading and do very 
little. Occasional visit to the race course for a bit of a challenge but not to do 
something new
R5 - 1 look for something completely opposite I like to look for something new. I 
may even go on a course. I just find skiing horrible and from my past experience is 
that it is too athletic. I would like to go to the places but not go skiing.
R4 - That is interesting because I am someone who is fairly active and it was not the 
though of danger or athletic challenge. It is not the physical challenge. Even now 
my brother has introduced me to rock climbing. So it is certainly not the physical 
challenge for me. You would have thought that my interest for sport in general 
would make me like the idea of skiing
R3 - I have fancied it but perhaps now I feel that I can’t. I could have gone on a 
school trip and perhaps if I had gone at that stage I may have been a skier. I know 
that everyone who did go on that trip is now skiing.
I - So you've never wanted to go
R3 - I’ve chosen to go to hot places and sunny places. But yes I would have like to 
go skiing but as I get older I become less attracted to it
R2 - 1 think you talk about people who go skiing.. I think if had gone skiing I would 
have liked it., at university my two closest friends were very capable skiers and that 
put me off. I felt I could not compete - 1 thought no let them do skiing and I’ll do 
something else. I think when you are younger and very concerned about your
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R3 - 1 had lots of friends who are good skiers and that was a bit of a disincentive. 
They had all been before, particularly at university and well I did not really want to 
be left out
R6 - 1 had a boyfriend who was an instructor 
I - That has not persuaded you
R6 - We've been twice but he has been the skier and I have been the non skier 
I-Why
R6 - Because I don’t want to. Contrary to what everyone says I don’t like the social 
side. It would be my idea of hell to spend time in a chalet with twelve other people 
who loved skiing
I - So what did you do
R6 - 1 went to the shops
I - Do you not think that is because you have not been
R6 - 1 just could not admit to all these good skiers that I was in the beginners class, I 
just could not do it. I tried once and went to the top of the slope then let go to quick 
and landed up going backwards. It was terrible and never again
I - There is trouble with the industry and it has to look for other segments other 
markets and it has got to attract people like you to go. Is there anyway do you think 
that they could attract you
R6 - If it was free
I - Would anyone not go if was free
Gen - Would go, as a taster to see
I - So you would go if it was free, so money is a constraint
R3 - 1 did find going to a dry ski slope a bit off putting, it was painful. It is meant to be 
nothing like the real thing, it is just so you can show off when you get there. I 
thought maybe I’m not so keen. So it would have to be the real thing
R2 - Recently, we thought we would like to do something different and skiing came 
up as something that we would still like to have a go at that we have not done. So 
there may come a time when people say they would like to do something new. 
Maybe at certain stages in life you do start thinking of doing something different
friends you tend to be a little ....
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R3 - 1 know that they have creches there but I would not feel comfortable leaving my 
children with them while I went skiing
I - So family commitments
R 3 - Yes and the cold, I would not like my children on the ski slope 
I - How about you
R6 - We took ours - the baby was three month so she was put in a creche. The big 
one had no choice she was put in ski school and she absolutely loved it. She 
would go again.
R7 - 1 think the equipment is also horrible. If you go, you want your own boots and 
skis you know
I - Poser, do you think you really need all this stuff 
Gen - Yes
R3 - It was a restraint when I was a student 
I - What about excitement, do you get a thrill from your holidays 
R4 - You want to relax and unwind 
I - So you don’t want excitement
R1 - Well yes but you can get it other ways like going on safari, that is my idea of a 
good holiday. You get very excited when you are out and about
R6- I have worked with adventure holidays sector and worked with a lot of people 
who went on to do the skiing business. Sometimes I thought yes it is nice but I am 
more a hot person, hot whether person
R4 - It is not the adventure that puts you off, we go canoeing, theme parks, the big 
rides
I - Give me one reason, just one reason - as I go round why you don’t like skiing
R’s - Cold, Money, want to be good, cold, money, medical, opposite of my idea of 
good holiday, want to go to hot places
I - 1 will give you a photo, sum it up in a sentence or a word. Pass on photos and 
swap
R - 1 look at it and I think it is cold
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I - fine tell me what you think 
R - Switzerland
I - Number one photo - you think Switzerland - anything else 
R- No
R - Wonderful, beautiful
R - No 7 wonderful
no. 3 Out of control
no. 6 exhilaration
no. 1 pretty
no. 7 crowded
no.3 poses
no. 6 yes real poses
no. 1 failure
no. 8 Winter wonderland
no. 6 Crazy
no. 6 exciting
no. 5 what a load of pratts
R - It all looks to much like a school, coach trip, holiday camp in the snow
R - 1 think that is another reason why, I don’t like the idea of organised holidays 
even beach holidays and I always went off on my own and went for a long period at 
a time. This is how I perceive skiing
I- That is not actually true 65% of skiers go independently
R - Do you have a percentage that if someone goes once they never go again
I-1 don’t have the exact percentage. It is usually due to family commitments or time
R - Is it a case of I love it or hate it
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I - The majority will go again but it is keeping them on the slope that is difficult
I - Anymore to add
Everyone talking over each other
R - What is the average length of a skiing holiday
I - A week
R - 1 think there is a good perception of skiing you see Charles and Diana up there 
with their instructors and their double barrel friends
R- So it makes it appear expensive
R - Yes this is when I liked the idea of skiing it made me think oh how expensive will 
it be to have a good time
I- Does anyone perceive skiing as dangerous
R- I’m sure yes, you going down a slope at quite a speed it is something you are not 
used to
R - It is the media image of avalanche
R - 1 would be more likely to go there just because they are beautiful, to go and see 
the mountains ...
I - 25% of people to go to alpine ski resorts in the winter don’t ski 
R - Why do they go
I - For the views, walking, restaurant and holiday 
R - It is not from lack of opportunity I just did not have the interest 
I - Any other comments before I switch this off 
R- No you have go lots there 
I - 1 know I have got a helluvalot.
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Appendix 2: Interview Questions and Typical Transcripts - Skiers and
N on-Skiers
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How were you first introduced to the sport?
Did your original perceptions of skiing match up with reality?
How many times have you been since?
Who do you normally go with?
What are your motivations when going on a skiing holiday?
Would you like to ski more often, and if so, what prevents you from doing so? 
Do you have your own equipment?
Did you find skiing easy to learn?
If you had more time would you ski more often?
If you had more money would you ski more often?
Do you have close friends or family that do not ski, and why not?
Why do you think some non-skiers are opposed to the sport?
How could the industry persuade more people to take to the slopes?
Do you have trouble finding people to ski with?
Do you look to improve your skiing?
Do you do anything else whilst you are in the Alps?
What is your favourite part of the day on a skiing holiday?
Do you think skiing is good value for money?
Are you concerned about the lack of snow?
Do you think the slopes are too overcrowded?
If these barriers were removed how often would you go?
Interview Questions - Skiers
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Interview Questions - Non-skiers
What do you like to do for fun?
What prevents you from doing all the things you’d really like to do?
Have you ever considered going on a skiing holiday?
Do you have friends who ski?
What are your images of a skiing holiday?
Do you think it would be easy to learn?
What are your thought about ski school?
If you have been skiing before, then why have you stopped now?
What are your feeling about skiers themselves, and have these feelings prevented 
you from considering taking up the sport?
Could skiing be made more accessible?
Is skiing promoted do you think?
What promotional messages, if any, does the industry send out to you personally? 
What do you think about dry ski slopes?
Are you concerned about media reports about injuries and lack of snow?
Do close friends or family of yours ski?
Have they tried to persuade you to go with them?
If you had plenty of money, would you go skiing?
If not, what is preventing you - prompts eg. fear of falling, injury, learning etc.
Do you think you will ski in the future?
How could you be persuaded to take a skiing holiday?
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I - Michelle how many times have you been skiing 
R - About Six 
I - How many years 
R - Over Fifteen years
I - Why have those times been spread of fifteen years 
R - 1 didn't go for 6 years between school and post university 
I - Why not
R - 1 wasn’t so keen then 
I-Why
R - 1 wasn’t very good
I - So because you couldn't you though your technique wasn't good enough and it 
prevented you from going
R - At school I just had lessons and didn't enjoy it so much. We were not allowed to 
ski outside lessons.
I - Right I see. So you didn't want to go outside the school nothing tempted you.
R - No my family never skied. However I go a lot now.
I - What would you go once a year now, twice.
R - 1 would go once a year. I’m going in March.
I - Can you see anything that might prevent you from going.
R - A broken leg.
I - So its health 
R-Yes
I - Anything else that might prevent you.
R - Yes, if I was doing other holidays
29/12/95 - Interview with Michelle - A  Skier
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R - Walking holidays
I - Right, you would prefer that to skiing do you think
R - 1 would try and do both. In my days of unemployment I’ve got time for both
I - Right, and you can afford to do skiing at the moment the money isn't a problem. 
What would prevent you going twice a year or three times a year
R - The amount of holiday I get
I - So it would be time. If someone gave you twelve weeks holiday a year.
R - 1 would probably go twice a year.
I - Just twice why not twelve times 
R - 1 do other things
I - So preference. You would just go twice and use a sixth of you holiday if you had 
twelve weeks holiday.
R - Yes I would vary with different countries that I wanted to see. I would not just 
ski.
I - Right. How long do you see your self skiing, until what age.
R - Whenever, I don’t see a limitation.
I - No, you don’t see that as a problem. What about friends, do a lot of your friends
ski.
R - Yes, they try to. You will see them today
I - You never have a problem problem with people to go with, friends or family
R - 1 would always find friends to go with, or I would go by myself 
I - Are you worried these days about you technique or ability 
R - Yes, that is why I am here with you
I - What I mean is, it would not put you off going if there was a group of really good 
skiers going
R-No
I - What type of other holidays.
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I - You don’t care anymore, you're not embarrassed
R - No I don’t embarrass easily
I - What are the main constraints for you friends skiing
R - Financial reasons. You paying between five hundred and one thousand 
pounds for one week of your annual holiday
I - Right. You iove the sport so do you try and persuade you friends to go skiing
R - 1 don’t go that often. I last went two years ago. I fact I last skied in Australia. I 
only started going again because other people go so they talked me into it. But yes 
it is definitely the financial restraint.
I - You were saying earlier that if you had or the time and perhaps all the money 
you would still only go twice a year for two weeks a year. Would that be two 
separate weeks.
R-Yes
I - Is that because you’ve go a lot of other leisure activities and hobbies 
R - Yes 
I - Thanks
2/1/96 Bubble - Steve aged between 30/50
I - Steve how many times have you been skiing 
R- About eighteen weeks 
I - Eighteen weeks and when did you start 
R - In about 1986 
I-Why
R - Why, because I used to go to Utah on business, and they said that is where 
there is the greatest snow on earth and if there is the greatest snow on earth then 
you have got to try it
I - Why did you not ski before that
R - Well I went with the school when I was about thirteen or fourteen and I did not
2 2 6
I - Why did you not like it
R - 1 don’t know maybe because it was a school thing I don’ t know
I - You can’t remember back that far as to what put you off at the time
R - No it was expensive as much as anything and my parents could not afford to 
send me so I did not go and when I iived in England I was doing scuba diving 
which was a new sport anyway. So when I moved to America and went on 
business I decided I would take up skiing
I - The first time you went skiing were you hooked or did it take some time
R - Yes well we had our first lesson on the East Coast and well we were hooked 
from day one weren’t we Claire and we went every week during the whole season
I - Has it substituted other activities
R - Well yes as I said it was designed to replace scuba diving, and I was working 
out there and had no other sport and so it seemed like a good thing to do
I - How often do you go now
R - Twice a year
I - Twice why not once, three times or four times
R - 1 can only go during school holidays because of Claire, I also work for myself 
and so it is difficult to take time off
I - Yes so it is mainly time. Why do you come skiing what you get out of it now. 
What are your sort of objectives goals when you come out here what are you 
looking for
R - The adventure, the exercise and fitness side of it and I like the views
I - Do you normally come with friends family
R - 1 always come with Claire
I - Your daughter
R - Yes, and also with the ski club
I - So you like skiing in a group preferably to individually
really like it but I...
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R- Yes
I - Is there any time in the past that you have not been able to come due to having 
no one to ski with or would you always go would you always find someone
R - Well if Claire did not come with me I would go on my own
I - So if she got fed up with you
R - If say she went off to University of with friends then yes I would go on my own
I - What about the future, how much do you think you could participate in the future 
R - Well I can feel myself doing it twice a year for the foreseeable future 
I - What about other friends and family, do you have lots of friends that ski
R- No a few but not to the same standard 
I - why don’t they ski 
R - They do other things or can’t afford it
I - Right so it is mainly money do you often find yourself trying to persuade them to 
take up skiing
R - No I mean when we chat about it I try to encourage them because I like it so 
much. It is an individual thing
I - What do you think that non skier - if you have any, what do you think their image 
is of the sport. What do you think of you and what you are doing now
R - 1 don’t think they give it a whole lot of thought to be honest with you. Well one of 
my best skiing friends used to be a skiing guide a Veldese but he did his knees in 
and does not ski anymore
I - Right so he was injured. Other leisure activities what do you do year round
R - Sailing is my main thing, I do it every weekend the whole year
I - Is there not something that you would like to take up, say do you say I would like 
more time to play golf
R-No
I - So there is nothing you can see getting in the way of skiing 
R-No
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I - How do you see the future of skiing, say destinations the industry etc. Do you 
think it is going to change. Do you think it is going to get more expensive less 
accessible
R - 1 think it., from the number of people going it will probably remain much the 
same. It is expensive and the cost of it is going up greater than inflation at the 
moment. It seems to me. I think you will continue to have much the same number 
of people. With a lot of the resorts improving their lifts I find that is a big 
improvement and I like that a lot. The slow cable cars and chairs I find a right pain. 
So given a choice if I new one place has modern lifts and the other old lifts I would 
be more likely to go to the one with better lifts
I - Right and in terms of what you do when you are out here do you do anything 
else apart from skiing. Are you interested in no skiing activities
R - No, just skiing
I - Could you see yourself trying snow boarding cross country do you see that might 
be the future
R- No I’m not really interested
I - No you just want to stay on two skis. What do you think about snow boarders
R - 1 think they are a pain in the neck. The way they move is quite different and you 
can’t always be sure of what path they are going to take
I - You say your wife does not ski, has she every been
R - A couple of times
I - What put her off skiing
R- She spent more than half the time on her bum and decided she did not like 
slippery surfaces
I - and you have not persuaded her to come again
R - No, she would come if there were more things to do but there are not more 
things to do. If it was warm and sunny down there and things to do she would 
come. She stays at home and listens to the phone for the business
I - As a matter of interest what do you do for a business
R - Accountant
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18TH FEBRUARY 1996 - DEBBIE - WHO HAS NEVER BEEN SKIING
I - What sport do you normally do
R - Athletics, and training for it so it is weight training, running, circuits, a bit of 
cycling and swimming
I - You do a lot of athletics then, what in competition 
R-Yes
I - Does it take up a lot of your time
R - It used to take up more, but I am not a serious as I used to be 
I - How old are you - do you mind telling me 
R - 30
I - How long have you been doing all these sports 
R - Well I was eleven when I first started athletics 
I - Why did you start
R - From school and the athletic club was over the road so I joined and just carried 
on and out of all the sports I like athletics
I - So you will carry on with that
R - Yes, body permitting
I - You have done a lot of sports, have you ever considered snow skiing
R - People have always said ah Debs you would love to go, but because I have 
always taken athletics so seriously I was always a bit scared to injure myself, 
ligaments and things. You hear of so many horror stories from skiing and to be 
honest that is what has put me off before
I - Do you believe those stories - still. Do you still perceive it as a dangerous sport
R - Well I don’t know - nine out of ten times you hear of the great skiing trip where
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nothing has gone wrong but then you hear of people with knee problems
I - Would you believe me if I told you your sport was more dangerous than skiing, 
would it take a lot of convincing
R - No, I think it would take lots of convincing
I - Ok lets say that if you could go skiing now, would you go is it just the safety factor 
that worries you
R - 1 think so, yes. I love the snow and outdoor activities and it is the sort of holiday 
where you are doing things and the social side would be good. Still at the back of 
you mind you still think......
I - What are your perceptions of skiers themselves. Do you see them as a different 
breed or just like you
R - 1 think they come under the area of.... Well they know what they are doing like 
the surfers, they have got the gear....
I - Would that put you off going - having to get all the gear
R - No there are so many people I could borrow suits from
I -but you do think they stick together
R - Yes I would definitely have to go with a group
I - Do you think you would enjoy all that
R - Yes
I - But you can’t foresee yourself going in the future
R - 1 would like to go but I think I’m still competing and have still got this safety worry 
I - Yes at the back of the mind. That is brilliant thank you very much
1/1/96 - Subject is Margaret who is again ages between 40/60. Margaret 
is a non skier
I - Your husband said that you went skiing once for two hours 
R - 1 just did not like it I was frightened 
I - So you think the main constraint is fear
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R - Yes. To say I was twenty years younger and then to say I was going to get 
better. For about four years I did not come at all. He came with the boys and 
friends. There were a few of them that used to come on mens things
I - What was your perception before you went skiing, can you remember
R - No just the boys at school who tempted us
I - Right so you were were not, was the fear factor there before you went 
R - No, I just hated going down the hill 
I - You just did not feel safe 
R-No
I - So nothing could ever tempted you back onto the slopes
R - No, and I’m not an adventurous type and not an athletic type. I really, really am 
scared
I - You have mentioned to me that you liked activity holidays
R - Well moving about holidays. Not actually climbing mountains. We don’t just like 
lying around on a beach or something. Particularly Bob who does not like it. My 
idea would probably be a week on a beach and then a week doing skiing
I - So you are not sporty, have you every been sporty
R - No, never
I - You have friends that ski
R - Yes Ron and Jackie and Brian so yes, yes but most of our friends don’t 
I - No, so there is no pressure to come with them
R - No, we have with a couple of them. No I think we are such a big family and 
we’ve got friend so we have never had to find people to come with
I - Just going back. You said that you won’t ski again and that you were frightened. 
Were you sold the wrong kind of image of skiing
R - Do you mean when I got there
I - Well before you went
R - No there was no image at all because I just chose to go. It was either skiing or a
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week on a beach. As the boys wanted to ski we though it was fair to let David have 
a go at it
I - But if it is a fact that ten per cent of people, well I don’t know if it is a fact but if ten 
per cent of people who go skiing don’t ski after that, and the reason is fear is there 
any way do you think that it could be overcome
R - No 1 think there are just lots of women who don’t like skiing.
I - So you think it would be women
R - Well yes I think so. I don’t know any men that don’t like it
I - You see I’ve spoken to a lot of people who just say, I am not interested in skiing. 
You ask them why and they say they are frightened and they don’t want to get cold 
or whatever but you have been and you were frightened
R- Yes
I - So you were tempted to go
R - Only because we were there and I did not know anything about skiing
I - Do you think it couid be made easier for you though in terms of set up
R - Yes, see when we first skied, Bob looked at the mountains and they were not 
very good mountains. He said I hope by the end of the week I can come down that. 
Then I looked at the mountain and thought I hope I never every in my life have to 
come down. So that is different people
I - Yes, sorry were you going to say something
R 2- (I think Bob) - When we arrived skiing the first time, Margaret booked the 
holiday, I had never seen a pair of skies in my life. We were told to go to a shop 
and buy the stuff there. We had actually bought the clothing but hired the skis. You 
can imagine what it is like, we though how are we every going to move in these 
things. I think probably people going on skiing holidays need some more 
education
R - Well there is now there is the dry ski slopes, Daves girlfriend has just gone 
there
R2 - We did not even know how to fasten the boots we had to ask someone
R - It was just that twenty years ago it was not a very popular holiday
I - Ah yes I know. I mean when we say it is expensive now, we could say that it was 
even more expensive then as it was not available to the masses
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R - But it was not publicised. I don’t really know how we even came to....
R2 - Well even I don’t know if dry ski slopes in the UK market it or just so they are 
thinking, that people who are going on a skiing holiday might like to have an idea 
or some skiers want to rush up the mountain straight away.
R - Yes well David girlfriend is going this year. She said if they only taught her how 
to put her boots on but they just don’t give classes
I - 1 don’t think there is time
Both - No, no
R2 - I personally think that dry ski slopes could put people off skiing 
I - Right that is interesting
R2 - Well two things. If you fall they are really hard 
I - Yes you burn
R2 - People think that getting hold of those ropes to pull yourself up are about the 
worst part. You don’t have those in the Alps. The other thing is you are on the side 
of some old mountain which a lot are constructed on
R - Do you think they are any good
I - 1 don’t know I’ve never been to one but I agree with you that beginners can learn 
just the basics. I have noticed in my experience that people who have been to dry 
ski slopes tend to get on a lot quicker. As you say just the fact of wearing the boots
R2 - But as I am saying when you go to the top of there and it is proper. It has got to 
be one of the best views in the world with the mountains covered in snow or you go 
to wherever. But on top of some mountain with the factories below you that is no 
the alps
I -1 think it could be well book your holiday with us and we will give you a free dry 
slope
R - Yes just to put the boots on 
R2 - But you have to see the scenery 
I - Yes the atmosphere
R - Once he had stopped pressurising me when he realised I just did not want to 
come. I think you have got to do what you want to as you get older. I am just happy
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I - Well they say that twenty five per cent of people that visit the alps or ski resorts 
don’t actually ski. Which is a very high percentage
R- Weil the lady I spoke to she was about ten years younger about in her forties 
and she said that the thought of paying a hundred or whatever it is for the ski lift for 
me to learn, she said she just had so many other outlets at her time of life. She is a 
horse rider and things like that. She said but the children wanted to come on a 
holiday like this as cheap as we can
I - That is probably why she did not go to ski school
R - Yes, probably
doing my own thing. Reading my books and things
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Appendix 3: Questionnaires and Holiday Offer
jP  PILOT QUESTIONNAIRE
«l would be pleased if you could help me with my PhD by completing this questionnaire. I am trying to research the ndividual motivations of both skiers and non-skiers.
I"* The questionnaire is very simple. You are to say whether you AGREE or DISAGREE with a list of statements relating to skiing.
You have a choice of 5 answers:Strong!y Agree; Agree; Undecided; Disagree; Strongly Disagree.
130, WHAT DO YOU THINK ABOUT THE FOLLOWING STATEMENTS RELATING TO SKIING? Please tick just one 30X for each statement.
i
I
STRONGLY AGREE AGREE UNDECIDED DISAGREE STRONGLY DISAGREE
Skiing is too physically d  CU d  CU CU
manding
2. Learning to ski would be a d  d  d  d  d
experience
r: 3. I would anticipate not being Q  CU d  CU d
(le to afford to go skiingSkiing would not be too d  d  d  d  d
t stressful
Skiing and learning to ski d  d  d  d  d
uld make me feel too 
self-conscious
S Skiing would not be harder d  d  d  d  dlearn than other sports
I
don't go skiing because I d  d  d  d  d
n't want to get cold and wet
Skiing is not dangerous and d  d  d  d  d
an't imagine injuring myself
I
I
i
n  n  □  n9. The thought of going back d  d  d  U  d
'school' puts me off
. The lifts don't scare me d  d  d  d  d
I like to be in control and d  d  d  d  d
thought of falling over puts 
me off
I. The holiday preparations d  d  d  d  d
|e worth the effort
. Skiing is poor relative d  d  * d  d  d
lue compared to other 
[sure pursuits
I[. I am not frightened of d  d  d  d  drights
15. I don't have the energy to d  d  d  d  d
■b skiing
i wouldn't embarass d  Cd d  d  d
myself in front of friends and 
ners
K
i17. I am not chic and d  U-» d  d  d
Jamorous enough
2 3 7
I
— STRONGLY AGREE AGREE UNDECIDED DISAGREE STRONGLY DISAGREE
H8. I don't have difficulty in D  O  CD □  □
finding others to participate
I 9. My partner is not CD CD CU CD Q
I interested
10. My partner has enough □  CD CD Cd Dme to come with me
1
1. My partner does not have Cd CD Cd Cd CU
nough money to go with me
22. My partner is not too good D  CU D  CD CD
t skiing to take me with
1 j m/her
23. People I know are not CD CD CD CD D
Mterested
24. People I know have the CD CD' CD CD CD
I me to go with me5. People I know don't have CD CD CD CD CD
enough money to go with me
| 6. People I know don't have CD □  □  □  □
100 many family obligations to 
ao with me
|7 .  People I know are too CD CD CD CD CD
good at skiing to take me with
Jpem  
■8. M8 y friends are physically CD CD CD CD CD
capable of going skiing
9. Skiing is not a family CD CD CD CD CD
'ased pursuit
0. I think other skiers would CD CD CD CD CD
je friendly
31. I have too many family CD CD CD CD D
mmitments
1
32.1 have enough money to CD CD CD CD CD
£ 0  skiing
■3. Clothing and equipment CD CD Cd CD CD
are too expensive
4. Work commitments don’t CD CD CD CD CD
revent me from going skiing
5. The slopes are too CD CD CD CD Cd
vercrowded
36. I am not worried about Cd Cd Cd Cd CD
Jick of snow
I
1
37. I have never had the CD CD CD CD CD
pportunity
2 3 8
I
STRONGLY AGREE AGREE UNDECIDED DISAGREE STRONGLY C
38. There is plenty of 
iiformation on how to book a 
Ikiing holiday
□ □ □ □ □
|9 . i have too many other 
lisure commitments
□ □ □ □ □
40. I have the time to go 
Ikiing
□ □ □ □ □
*1.! prefer to take a holiday
elsewhere£
□ □ □ □ □
|2. 1 don't think there is too 
much planning involved
□ □ □ □ □
■3. it is too much hassle 
Buying or renting clothing 
and equipment
□ □ □ □ □
■4. There is plenty of 
information on how to learn
□ □ □ □ □
1 5 .  There are a lack of 
|)w-cost, all-inclusive skiing 
holidays
□ □ □ □ □
I
THE FOLLOWING QUESTIONS AR.E JUST AS IMPORTANT TO ME AND JUST INVOLVE TICKING THE APPROPRIATE BOX
1
i
I
I
I
I
l
l
I
l
■
46a. Have □  No □  Yes 46b' lf yes’ □  One □  Two □  3-5 □  6-10 □  10-50 □  Over 50
you been how many
skiing weeks have
before? you skied?
47. Are LH Year O  2 Years LH 5 Years? LH Of not
you likely ai all
to ski in
the next
48. How D o-15 □  16-24 □  25-35 □  36-65 □  66-75 □  Over 75
old are
you?
,n A n  ka i rn  «- i 50- Are D  Married □  Single49. Are LH Male \_\ Female
you
51a. Do D  Yes D  No 51b. if D  One D  Two D  Three O Over 3
i you have yes, how
children? many?
THANK YOU VERY MUCH FOR YOUR HELP
2 3 9
health & fitness
W i n  a  f r e e  s k i i n g  h o l i d a y  b y  f i l l i n g  i n  t h i s  q u e s t i o n n a i r e !
As a fellow member of DRAGONS, I would be pleased if you could help me with my PhD by 
completing this questionnaire. I am trying to research why some people don’t ski and why 
those that do go skiing don't ski more often.
...............................................................................  Please Fold Here ..................................................................................
2 1  I
U n iv e r s it y  o f  B r ig h to n
Department of Service Sector Management
49 Darley Road
EASTBOURNE
East Sussex
BN27BR
Please Fold Here
This is part of a huge research project which I am undertaking both here in the UK and 
abroad. The results of this questionnaire and all my other studies will be analysed in depth, 
published in academic journals, and then used by the skiing industry to attract more people 
to the slopes.
Your cooperation is vital, and in appreciation i am offering you the chance to win a FREE SKI­
ING HOLIDAY from MERISKI, in Meribel, France. Everyone who completes my questionnaire 
and returns it to me (NO STAMP OR ENVELOPE REQUIRED!), will be put into the raffle for 
the holiday. You can remain anonymous. All I need is your Dragons membership number 
should you win the holiday (which is 14,000 times more likely than winning the lottery!).
Completing the questionnaire is very simple. You are to say whether you AGREE or DIS­
AGREE with a list of statements relating to skiing. You have a choice of 5 answers: Strongk 
agree; Agree; Undecided: Disagree: Strongly Disagree.
BUSINESS REPLY SERVICE 
Licence No BR854
M B tK S K I
U n i v e r s i t y  o f  B r i g h t o n
2 4 0
fl Based on my experience 
or opinion - STRONGLY AGREE AGREE UNDECIDED DISAGREE STRONGLY [
I  1.1 just don't fancy the 
B physical challenge D
□ □ □ □
^  2. 1 don’t like heights □ □ □ □ □
fl 3. 1 would feel self-conscious 
I or embarassed learning to ski
□ □ □ □ □
B 4.1 think skiing holidays are 
j too expensive
□ □ □ □ □
B 5. I am afraid of injuring 
B  myself skiing
□ □ □ □ □
A  6.1 am likely to get cold and 
fl wet skiing
□ □ □ □ □
7. Skiing is/would be too 
m stressfull
□ □ □ □ □
T  8. Skiing is too dangerous □ □ □ □ □
■ 9. Skiing is/would be harder 
fl to learn than other sports
□ □ □ □ □
1 10. The ski lifts scare me □ □ □ □ □
■ 11.1 feei that skiing is an 
T  elitist sport
□ □ □ □ □
1  12. My partner is not 
■ interested in skiing
□ □ □ □ □
X 13. I have difficulty finding 
■ others to go with me
O □ □ □ □
14. People I know don't have 
■ the money to go with me
c □ □ □ D
T  15. People I know are too 
I good at skiing to take me 
■ with them
□ □ □ □ □
T 16.1 may embarass myself in 
L  front of friends and others
□ □ □ □ □
1 17. I am not chic and 
glamorous enough to go 
L skiing
□ □ □ □ □
P 18. People I know don’t have 
I the time to go with me
□ □ □ □
1 19. I have too many family 
T commitments to go skiing
□ □ ” □ □ j ,
1 20. My family are too young 
1 to take skiing
□ □ □ □ □
L 21. 1 don't have enough 
1 money to go skiing
□ □ □ □ □
T 22. It is too much hassle 
L buying or renting equipment
□ □ i i1_i □ ( ^
P 23. The ski slopes are too 
! overcrowded
□  ■ □ □ □ 1_;
pI
I
I
I
I
STRONGLY AGREE AGREE UNDECIDED DISAGREE STRONGLY DISAGREE
25. Clothing and equipment 
for skiing are too expensive
□ □ □ □ □
26. There are a lack of 
low-cost, all-inclusive skiing 
j holidays
□ □ □ D □
I
27. There is just too much 
planning involved in arranging 
a skiing trip
□ ' □ □ □ □
i
28. I prefer to take a holiday 
elsewhere
□ □ □ □ □
29. I am concerned about the 
lack of snow
□ □ □ □ □
i
| 30. I have too many other 
leisure commitments to go 
skiing
□ □ □ □ □  !ii
i
■ ---- - -- ............. «
I • 31a. , □  No aD  Yes 31 b. If yes. q  0ne q  Tw0 Q  3.5 q  ^  0 .50 Q  0ver 50Have you- how many — L—J ' L-J
been weeks
skiing - have you
before? skied?
32. Are D  Year D  2 Years O  5 Years Cd Not at O  Undecided 
you likely all
to ski in 
the next
33. How DO-14 □  15-19 □  20-24 □  25-34 □  35-44 □  45-54 □  55-65 □  Over 65
old are
you?
34. Are □  Male □  Female 35. Are □  Married/Living with partner D  Single 
you you
36a. Do D  Yes D  No
you have
children?
36b. If D  0ne D  Two | j Three D  Over 3
yes, how 
many?
.... □  £4,900 or less □  £5,000-£7,999 □  £8,000-£10,999 □  £11,000-£14,99937. What is your —J 1—1 U-J 1—'
household
income? □  £15,000-£19,999 □  £20,000-£34,999 □  £35,000 or more
l
l
2 4 2
A 7 h
M E R IS K I
Exclusively Meribel
The Old School, Great Barrington, Burford, Oxfordshire OXI8 4UR 
Sales: 0145 I-844788 Administration: Cl451-844367 
Fax: 01451-844799
THE D R A G O N S  BALL 
February 1997 
The M etropole H otel
ik ic  i f  *  ifr k iT k  O rtr
C O N G R A T U L A T I O N S
if ifr  r i'#  f r k  i T k
Congratulations on winning this prize. You have w on  a one week's skiing holiday for 
one w ith Meriski, w ho operate in Meribel, in the heart o f the vast Trois Vallees region.
This prize entitles you  to stay in one of Meriski's standard catered chalets during the 
forthcom ing 1997/8 winter season where you  w ill be looked after by their carefully 
chosen resort staff. The prize also includes return flights from Gatwick, transfers to and 
from  the resort, accom m odation, meals and equipm ent rental with free daily ski 
guiding. The dates your holiday can be taken are 11th to 18th January, 18th to 25th 
January, 25th January to 1st February or 5th to 12th April 1998.
Enclosed w ith  this letter is the Meriski 1996-97 brochure for you to brow se through at 
your leisure. If you  w ou ld  like to contact our office and speak to me, I w ill be delighted 
to help you  w ith your booking and answer any queries you  may have.
Yours sincerely,
RACHEL LLOYD 
Sales and Marketing
Please note that this holiday m ust be taken w ith in  the 1997/98 ski season, is non-transfer able and is 
subject to availability .
Travel insurance is not included in this prize and should be paid fo r  unless equivalent cover is in place. 
No cash alternative can be given under any circumstances.
i 4 - o x . S 7
2 4 3
iAppendix 4: Demographics for Dragons Health Clubs and Catchment
Area Acorn Profiles
244
H
O
V
E
 
*
G
U
IL
D
F
O
R
D
W
E
S
T
E
R
N
 
A
V
E
m
T l
C/>
o
s
H-
C
L
U
B
S
toro
ro
CO
CO
173
24
5
1
8
-2
5
Y
E
A
R
S
6
4
2
6
8
3
9
3
8
8
6
0
2
6
-3
5
Y
E
A
R
S
517
540
550
...
561
3
6
-4
5
Y
E
A
R
S
ro
rof t
2
8
3 <o
CO 
05 _-
♦
05
OtOT
5
3
_x
K _*.
O)oo
160
cn
un
+
367 fSJ 00CO o
U
N
K
N
O
W
N
CO
o
CO
o>
f t
1,006
f t
s
M
A
L
E
1
,158
—V.
COCn
1,002  
!;
1
,413
F
E
M
A
L
E
1,967
1
,856
ro
o
o00
2
,1
97
T
O
T
A
L
a
o
o
z
w
o
r*
c
CD
(fi
>
Q
m
>
z
>
r~
- <
w
i f )
Ti
m
TO
O
245
H O V E  A G E  B R E A K D O W N
i i i ® G r o u p F e m a l e M a l e
1 8 - 2 5 5 2 4 0 9 2
' 2 6 - 3 5 3 8 4 2 5 8 6 4 2. . .- - - j -... -
3 6 - 4 5 2 9 4 2 2 3 5 1 7
4 6 - 5 5 1 3 8 8 9 2 2 7
f } 6 + 7 0 5 2 1 2 ^
T o t a l 1 6 0 0
T h e  c u r r e n t  m e m b e r s h i p  t o t a l  a t  t h e  t i m e o f  t h i s  r e p o r t  i s  1 9 6 8 .  
T h i s  m e a n s  t h a t  3 6 8  m e m b e r s  h a v e  n o t  g i v e n  in  t h e i r  d a t e s  o f  b ir th .
H O  V E  M A L E / F E M A L E  B R E A K D O W N
A g e |  G r o u p F e m a l e M a l e \ T o t a l
1 8 - 2 5 3 . 3 % 2 . 5 % 5 . 8 %
2 8  - 3 5 2 4 % 1 6 . 2 % 4 0 . 2 %
3 8 - 4 5 1 8 . 3 % 1 3 . 9 % 3 2 . 2 %
J
4fjT- 5 5 8 . 6 % 5 . 6 % 1 4 . 2 %
8 6 +
|
4 . 4 % 3 , 2 % 7 . 6 %
T o t a l 5 8 . 6 % 4 1 . 4 % 1 0 0 %
T h is !  i s  b a s e d  o n  t h e  1 6 0 0  w h o  h a v e  g i v e n  in  t h e i r  d a t e s  o f  b ir th .
H O V E  M A L E / F E M A L E  S P L I T
F e m a l e " -/V? M a l e "  ■ j : t + f e T t o t a  ! # : :  *
1 1 5 8 8 0 9  1 9 6 7  i
5 8 . 8 % 4 1 . 1 %  j 9 9 . 9 % ;
T h i s  s p l i t  i s  b a s e d  o n  1 9 6 8  m e m b e r s  - 1 r e c o r d  i s  a  c o r p o r a t e  
c o m p a n y  p a y i n g  f o r  4  m e m b e r s  o f  s t a f f  a n d  i s  t h e r e f o r e  n e i t h e r
m a l e  n o r  f e m a l e .
2 4 6
A r e a D a t a  A C O R N  P r o f i l e
( ' A <  !
Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Hove - 15 Minute Drivetime 
Base: ALL G.B.
Data for Data as % Data as % Base
Population: area for area for base av— 100
CATEGORIES:
A Thriving 44175 21.8 19.8 110
B Expanding 7435 3.7 11.6 32
C Rising 52373 25.9 7.6 342
D Settling 53699 26.5 24.1 110
E Aspiring 31548 15.6 13.7 113
F Striving 12953 6.4 22.8 28
Unclassified 335 0.2 0.4 41
GROUPS:
1 Wealthy Achievers, Suburban Areas 24676 12.2 15.1 80
2 Affluent Greys, Rural Communities 0 0.0 2.3 0
3 Prosperous Pensioners, Retirement Areas 19499 9.6 2.3 412
4 Affluent Executives, Family Areas 1033 0.5 3.7 14
5 Well-Off Workers, Family Areas 6402 3.2 7.8 40
6 Affluent Urbanites, Town & City Areas 9264 4.6 2.2 204
7 Prosperous Professionals, Metropolitan Areas 12247 6.0 2.1 291
8 Better-Off Executives, Inner City Areas 30862 15.2 3.2 A l l
9 Comfortable Middle Agers, Mature Home Owning Areas 46206 22.8 13.4 170
10 Skilled Workers, Home Owning Areas 7493 3.7 10.7 35
11 New Home Owners, Mature Communities 24257 12.0 9.8 123
12 White Collar Workers, Better-Off Multi Ethnic Areas 7291 3.6 4.0 91
13 Older People, Less Prosperous Areas 3818 1.9 3.6 52
14 Council Estate Residents, Better-Off Homes 5060 2.5 11.6 22
15 Council Estate Residents, High Unemployment 4075 2.0 2.7 75
16 Council Estate Residents, Greatest Hardship 0 0.0 2.8 0
17 People in Multi-Ethnic, Low-Income Areas 0 0.0 2.1 0
Unclassified 335 0.2 0.4 41
TYPES:
1.1 Wealthy Suburbs, Large Detached Houses 3393 1.7 2.6 65
1.2 Villages with Wealthy Commuters 282 0.1 3.2 4
1.3 Mature Affluent Home Owning Areas 11175 5.5 2.7 204
1.4 Affluent Suburbs, Older Families 3394 1.7 3.7 45
1.5 Mature, Well-Off Suburbs 6432 3.2 3.0 106
2.6 Agricultural Villages, Home Based Workers 0 0.0 1.6 0
.2.7 Holiday Retreats, Older People, Home Based Workers 0 0.0 0.7 0
3.8 Home Owning Areas, Well-Off Older Residents 2181 1 .1 1.4 77
3.9 Private Flats, Elderly People 17318 8.6 0.9 912
4.10 Affluent Working Families with Mortgages 0 0.0 2.1 0
4.11 Affluent Working Couples with Mortgages, New Homes 1033 0.5 1.3 40
4.12 Transient Workforces, Living at their Place of Work 0 0.0 0.3 0
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Report For: D RAGONS HEALTH  & LEISURE CLUBS 
Sample Area: Hove - 15 Minute Drivetime 
Base: ALLG.B.
Data for Data as % Data as %
Page 2
Base
Population: area for area for base av— 100
TYPES (cont’d):
5.13 Home Owning Family Areas 2006 1.0 2.6 38
5.14 Home Owning Family Areas, Older Children 1874 0.9 3.0 31
5.15 Families with Mortgages, Younger Children 2522 1.2 2.2 56
6.16 Well-Off Town & City Areas 1890 0.9 1.1 87
6.17 Flats & Mortgages, Singles & Young Working Couples 0 0.0 0.8 0
6.18 Furnished Flats & Bedsits, Younger Single People 7374 3.6 0.4 868
7.19 Apartments, Young Professional Singles & Couples 8076 4.0 1.1 354
7.20 Gentrified Multi-Ethnic Areas 4171 2.1 1.0 216
8.21 Prosperous Enclaves, Highly Qualified Executives 15597 in 0.7 1079
8.22 Academic Centres, Students & Young Professionals 1007 0.5 0.5 96
8.23 Affluent City Centre Areas, Tenements & Flats 3737 1.8 0.4 421
8.24 Partially Gentrified Multi-Ethnic Areas 406 0.2 0.7 29
8.25 Converted Flats & Bedsits, Single People 10115 5.0 0.9 581
9.26 Mature Established Home Owning Areas 12276 6.1 3.3 183
9.27 Rural Areas, Mixed Occupations 928 0.5 3.4 13
9.28 Established Home Owning Areas 18648 9.2 4.0 229
9.29 Home Owning Areas, Council Tenants, Retired People 14354 7.1 2.6 268
10.30 Established Home Owning Areas, Skilled Workers 975 0.5 4.5 1 1
10.31 Home Owners in Older Properties, Younger Workers 6518 3.2 3.1 105
10.32 Home Owning Areas with Skilled Workers 0 0.0 3.1 0
11.33 Council Areas, Some New Home Owners 12471 6.2 3.8 162
1134 Mature Home Owning Areas, Skilled Workers 11786 5.8 3.1 188
11.35 Low Rise Estates, Older Workers, New Home Owners 0 0.0 2.9 0
12.36 Home-Owning Multi-Ethnic Areas, Young Families 0 0.0 1.1 0
12.37 Multi-Occupied Town Centres, Mixed Occupations 7291 3.6 1.8 201
12.38 Multi-Ethnic Areas, White Collar Workers 0 0.0 1.1 0
13.39 Home Owners, Small Council Flats, Single Pensioners 2698 1.3 1.9 70
13.40 Council Areas, Older People, Health Problems 1120 0.6 1.7 32
14.41 Better-Off Council Areas, New Home Owners 2456 1.2 2.4 50
14.42 Council Areas, Young Families, Some New Home Owners 0 0.0 3.0 0
14.43 Council Areas, Young Families, Many Lone Parents 1504 0.7 1.6 47
14.44 Multi-Occupied Terraces, Multi-Ethnic Areas 0 0.0 0.8 0
14.45 Low Rise Council Housing, Less Well-Off Families 1100 0.5 1.8 30
14.46 Council Areas, Residents with Health Problems 0 0.0 2.0 0
15.47 Estates with High Unemployment 489 0.2 1.1 22
15.48 Council Flats, Elderly People, Health Problems 3586 1.8 0.7 259
15.49 Council Flats, Very High Unemployment, Singles 0 0.0 0.9 0
,16.50 Council Areas, High Unemployment, Lone Parents 0 0.0 1.9 0
16.51 Council Flats, Greatest Hardship, Many Lone Parents 0 0.0 0.9 0
17.52 Multi-Ethnic, Large Families, Overcrowding 0 0.0 0.6 0
17.53 Multi-Ethnic, Severe Unemployment, Lone Parents 0 0.0 1.0 0
17.54 Multi-Ethnic, High Unemployment, Overcrowding 0 0.0 0.5 . 0
Unclassified 335 0.2 0.4 41
AREA TOTAL 202518 100.0 100.0
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A r e a D a t a  B u y i n g  P r o f i l e :  S p o r t s  &  L e i s u r e CACI
Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Hove - 15 Minute Drivetime 
Base: ALLG.B.
Outdoor Sports: 
Running 
Football 
Rugby Union 
Cricket 
Fishing 
Golf 
Tennis 
Athletics 
Shooting 
Rambling/Hiking 
Bowls 
Cycling
Indoor Sports:
Dancing 
Keeping fit 
Weight training 
Badminton 
Squash 
Table tennis 
Swimming 
Skating
Adventure Sports:
Skiing
Camping
Climbing
Sailing
' Water skiing 
Windsurfing
Adults %  Ior %  for Index
area base av= 100
11794 6.8 6.0 114
9598 5.5 5.4 103
1566 0.9 1.4 63
4629 2.7 3.2 84
11411 6.6 5.6 118
10625 6.1 7.8 78
11130 6.4 6.0 108
2703 1.6 1.8 85
3968 2.3 2.5 91
24859 14.4 11.1 130
5128 3.0 3.5 84
14567 8.4 7.3 115
19548 11.3 12.6 90
18485 10.7 11.3 95
11911 6.9 6.4 107
16873 9.7 7.6 129
11634 6.7 4.7 143
8729 - 5.0 3.6 140
40036 "" 23.1 21.6 107
3997 2.3 2.0 118
7341 4.2 3.3 129
18688 10.8 9.1 118
3344 1.9 1.7 116
6005 3.5 1.7 203
1394 0.8 0.9 90
2480 1.4 1.0 150
Other:
Betting on horses
Betting on football
Bingo
Darts
Snooker
10 Pin bowling
Leisure Activities (regularly visit):
Cinemas
Art galleries
Theatres
Museums
Theme parks
Zoos/Safari parks
Stately homes and castles
Other places of historic interest
Other places of natural interest
11556 6.7 8.2 81
16495 9.5 9.6 99
7217 4.2 5.8 72
13494 7.8 6.5 120
14404 8.3 8.6 97
18787 10.8 11.5 94
38135 22.0 18.5 119
22717 13.1 8.9 147
37760 21.8 15.8 138
53833 31.1 28.0 U l
32398 18.7 18.5 101
37589 21.7 18.5 117
45892 26.5 23.0 115
65506 37.8 30.8 123
65680 37.9 31.4 121
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Report For: DRAGONS HEALTH & FITNESS
Sample Area: Northolt - 15 Minute Drivetime Year 1991 Data Source: Census
Base: ALL G.B.
Data Cor Data as % Data as %
Population: area for area Cor base
CATEGORIES:
A Thriving 70480 10.3 19.8
B Expanding 30604 4.5 11.6
C Rising 132004 19.4 7.6
D Settling 88026 12.9 24.1
E Aspiring 219607 32.2 13.7
F Striving 137289 20.2 22.8
Unclassified 3106 0.5 0.4
GROUPS:
1 Wealthy Achievers, Suburban Areas 68913 10.1 15.1
2 Affluent Greys, Rural Communities 0 0.0 2.3
3 Prosperous Pensioners, Retirement Areas 1567 0.2 2.3
4 Affluent Executives, Family Areas 7871 1.2 3.7
5 Well-Off Workers, Family Areas 22733 3.3 7.8
6 Affluent Urbanites, Town & City Areas 45444 6.7 2.2
7 Prosperous Professionals, Metropolitan Areas 63690 9.4 2.1
8 Better-Off Executives, Inner City Areas 22870 3.4 3.2
9 Comfortable Middle Agers, Mature Home Owning Areas 53910 7.9 13.4
10 Skilled Workers, Home Owning Areas 34116 5.0 10.7
11 New Home Owners, Mature Communities 32876 4.8 9.8
12 White Collar Workers, Better-Off Multi Ethnic Areas 186731 27.4 4.0
13 Older People, Less Prosperous Areas 5469 0.8 3.6
14 Council Estate Residents, Better-Off Homes 41198 6.0 11.6
15 Council Estate Residents, High Unemployment 15587 2.3 2.7
16 Council Estate Residents, Greatest Hardship 490 0.1 2.8
17 People in Multi-Ethnic, Low-Income Areas 74545 10.9 2.1
Unclassified 3106 0.5 0.4
TYPES:
1.1 Wealthy Suburbs, Large Detached Houses 11832 1.7 2.6
1.2 Villages with Wealthy Commuters 1943 0.3 3.2
1.3 Mature Affluent Home Owning Areas 9768 1.4 2.7
1.4 Affluent Suburbs, Older Families 10603 1.6 3.7
1.5 Mature, Well-Off Suburbs 34767 5.1 3.0
2.6 Agricultural Villages, Home Based Workers 0 0.0 1.6
2.7 Holiday Retreats, Older People, Home Based Workers 0 0.0 0.7
3.8 Home Owning Areas, Well-Off Older Residents 0 0.0 1.4
3.9 Private Flats, Elderly People 1567 0.2 0.9
4.10 Affluent Working Families with Mortgages 0 0.0 2.1
4.11 Affluent Working Couples with Mortgages, New Homes 6280 0.9 1.3
4.12 Transient Workforces, Living at their Place of Work 1591 0.2 0.3
Page 1
Base 
av- 100
52
39
257
54
235
88
113
67
0
10
31
43
297
449
104
59
47
49
692
22
52
85
3
522
113
67
9
53
42
171
0
0
0
25
0
72
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A r e a D a t a  A C O R N  P r o f i l e
Report For DRAGONS HEALTH & FITNESS 
Sample Area: Northolt - 15 Minute Drivetime Year: 1991 Data Source: Census
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Base: ALLG.B.
Data for Data as % Data as % Base
Population: area for area for base av= 100
TYPES (cont’d):
5.13 Home Owning Family Areas 12206 1.8 2.6 69
5.14 Home Owning Family Areas, Older Children 7764 1.1 3.0 38
5.15 Families with Mortgages, Younger Children 2763 0.4 2.2 18
6.16 Well-Off Town & City Areas 19325 2.8 1.1 265
6.17 Flats & Mortgages, Singles & Young Working Couples 23159 3.4 0.8 452
6.18 Furnished Flats & Bedsits, Younger Single People 2960 0.4 0.4 104
7.19 Apartments, Young Professional Singles & Couples 24110 3.5 1.1 314
7.20 Gentrified Multi-Ethnic Areas 39580 5.8 1.0 608
8.21 Prosperous Enclaves, Highly Qualified Executives 13746 2.0 0.7 283
8.22 Academic Centres, Students & Young Professionals 830 0.1 0.5 23
8.23 Affluent City Centre Areas, Tenements & Flats 1713 0.3 0.4 57
8.24 Partially Gentrified Multi-Ethnic Areas 4785 0.7 0.7 101
8.25 Converted Flats & Bedsits, Single People 1796 0.3 0.9 31
9.26 Mature Established Home Owning Areas 6491 1.0 3.3 29
9.27 Rural Areas, Mixed Occupations 430 0.1 3.4 2
9.28 Established Home Owning Areas 32561 4.8 4.0 119
9.29 Home Owning Areas, Council Tenants, Retired People 14428 2.1 2.6 80
10.30 Established Home Owning Areas, Skilled Workers 0 0.0 4.5 0
10.31 Home Owners in Older Properties, Younger Workers 34116 5.0 3.1 164
10.32 Home Owning Areas with Skilled Workers 0 0.0 3.1 0
11.33 Council Areas, Some New Home Owners 29108 4.3 3.8 112
11.34 Mature Home Owning Areas, Skilled Workers 3768 0.6 3.1 18
11.35 Low Rise Estates, Older Workers, New Home Owners 0 0.0 2.9 0
12.36 Home-Owning Multi-Ethnic Areas, Young Families 154998 22.8 1.1 2034
12.37 Multi-Occupied Town Centres, Mixed Occupations 1652 0.2 1.8 14
12.38 Multi-Ethnic Areas, White Collar Workers 30081 4.4 1.1 419
13.39 Home Owners, Small Council Flats, Single Pensioners 4503 0.7 1.9 35
13.40 Council Areas, Older People, Health Problems 966 0.1 1.7 8
14.41 Better-Off Council Areas, New Home Owners 17280 2.5 2.4 106
14.42 Council Areas, Young Families, Some New Home Owners 0 0.0 3.0 0
14.43 Council Areas, Young Families, Many Lone Parents 18409 2.7 1.6 171
14.44 Multi-Occupied Terraces, Multi-Ethnic Areas 2644 0.4 0.8 46
14.45 Low Rise Council Housing, Less Well-Off Families 2272 0.3 1.8 19
14.46 Council Areas, Residents with Health Problems 593 0.1 2.0 4
15.47 Estates with High Unemployment 13349 2.0 1.1 177
15.48 Council Flats, Elderly People, Health Problems 1029 0.2 0.7 22
15.49 Council Flats, Very High Unemployment, Singles 1209 0.2 ,0.9 20
16.50 Council Areas, High Unemployment, Lone Parents 0 0.0 1.9 0
16.51 Council Flats, Greatest Hardship, Many Lone Parents 490 0.1 0.9 8
17.52 Multi-Ethnic, Large Families, Overcrowding 51193 7.5 0.6 1214
17.53 Multi-Ethnic, Severe Unemployment, Lone Parents 17987 2.6 1.0 275
17.54 Multi-Ethnic, High Unemployment, Overcrowding 5365 0.8 0.5 153
Unclassified 3106 0.5 0.4 113
AREA TOTAL 681116 100.0 100.0
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Report For: DRAGONS HEALTH & FITNESS 
Sample Area: Northolt - 15 Minute Drivetime 
Base: ALL G.B.
Outdoor Sports:
Running
Football
Rugby Union
Cricket
Fishing
G o l f
Tennis
Athletics
Shooting
W alking/Rambling
B o w ls
Cycling
Indoor Sports:
Dancing 
Keeping fit 
Weight training 
Badminton 
Squash 
Table tennis 
Swimming 
Skating
Adventure Sports:
Skiing
Camping
Climbing
Sailing
Water skiing
Windsurfmg
Adults %  for %  for Index
area base av— 100
25088 4.6 3.3 138
39702 7.2 5.3 137
8768 1.6 1.3 125
26759 4.9 3.0 162
20421 3.7 5.4 68
47094 8.6 7.8 n o
40450 7.4 5.8 128
10399 1.9 1.2 151
12120 2.2 2.5 88
143341 26.1 29.1 90
10971 2.0 3.3 60
38505 7.0 7.5 93
76477 13.9 12.6 110
68200 12.4 11.2 111
46254 8.4 6.5 129
38735 7.0 6.8 103
29668 5.4 3.9 137
27810 5.1 3.3 152
130285 .• 23.7 21.9 108
9833 * 1.8 1.8 102
27454 5.0 3.2 157
36993 6.7 8.4 80
9298 1.7 1.6 104
11419 2.1 1.8 114
5550 1.0 0.7 148
5735 1.0 0.8 132
Other:
Betting on horses
Betting on football
Bingo
D a r t s
Snooker
10 Pin bowling
Leisure Activities (regularly visit): 
Cinemas 
Art galleries 
Theatres 
Museums 
Theme parks 
Zoos/Safari parks 
Stately homes and castles 
Other places of historic interest 
Other places of natural interest
43673 7.9 8.6 93
75740 13.8 16.8 82
23263 4.2 5.8 73
30976 5.6 5.8 97
59122 10.7 8.0 134
55087 10.0 11.0 91
133038 24.2 19.8 122
63937 11.6 9.2 127
110912 20.2 17.6 114
185549 33.7 28.3 119
125193 22.8 19.1 119
124558 22.6 16.6 137
139696 25.4 23.9 106
184307 33.5 30.3 U l
186805 34.0 35.8 95
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Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Epsom- 15 Minute Drivetime 
Base: ALL G.B.
Data for Data as % Data as % Base
Population: area for area for base av= 100
CATEGORIES:
A Thriving 131873 40.8 19.8 206
B Expanding 18587 5.8 11.6 50
C Rising 66764 20.7 7.6 274
D Settling 73628 22.8 24.1 94
E Aspiring 16619 5.1 13.7 37
F Striving 12299 3.8 22.8 17
Unclassified 3363 1.0 0.4 257
GROUPS:
1 Wealthy Achievers, Suburban Areas 125095 38.7 15.1 256
2 Affluent Greys, Rural Communities 0 0.0 2.3 0
3 Prosperous Pensioners, Retirement Areas 6778 2.1 2.3 90
4 Affluent Executives, Family Areas 980 0.3 3.7 8
5 Well-Off Workers, Family Areas 17607 5.4 7.8 70
6 Affluent Urbanites, Town & City Areas 24332 7.5 2.2 336
7 Prosperous Professionals, Metropolitan Areas 34259 10.6 2.1 509
8 Better-Off Executives, Inner City Areas 8173 2.5 3.2 78
9 Comfortable Middle Agers, Mature Home Owning Areas 55262 17.1 13.4 127
10 Skilled Workers, Home Owning Areas 18366 5.7 10.7 53
11 New Home Owners, Mature Communities 7946 2.5 9.8 25
12 White Collar Workers, Better-Off Multi Ethnic Areas 8673 2.7 4.0 68
13 Older People, Less Prosperous Areas 0 0.0 3.6 0
14 Council Estate Residents, Better-Off Homes 7217 2.2 11.6 19
15 Council Estate Residents, High Unemployment 5082 1.6 2.7 59
16 Council Estate Residents, Greatest Hardship 0 0.0 2.8 0
17 People in Multi-Ethnic, Low-Income Areas 0 0.0 2.1 0
Unclassified 3363 1.0 0.4 257
TYPES:
1.1 Wealthy Suburbs, Large Detached Houses 43630 13.5 2.6 523
1.2 Villages with Wealthy Commuters 0 0.0 3.2 0
1.3 Mature Affluent Home Owning Areas 17086 5.3 2.7 196
1.4 Affluent Suburbs, Older Families 20861 6.5 3.7 174
1.5 Mature, Well-Off Suburbs 43518 13.5 3.0 451
2.6 Agricultural Villages, Home Based Workers 0 0.0 1.6 0
2.7 Holiday Retreats, Older People, Home Based Workers 0 0.0 0.7 0
3.8 Home Owning Areas, Well-Off Older Residents 373 0.1 1.4 8
3.9 Private Flats, Elderly People 6405 2.0 0.9 211
4.10 Affluent Working Families with Mortgages 506 0.2 2.1 7
4.11 Affluent Working Couples with Mortgages, New Homes 474 0.1 1.3 11
4.12 Transient Workforces, Living at their Place of Work 0 0.0 0.3 0
2 5 3
A r e a D a t a  A C O R N  P r o f i l e CACI
Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Epsom- 15 Minute Drivetime 
Base: ALL G.B.
Data for Data as % Data as %
Page 2
Base
Population: area for area for base av- 100
TYPES (cont’d):
5.13 Home Owning Family Areas 12916 4.0 2.6 155
5.14 Home Owning Family Areas, Older Children 3382 1.0 3.0 35
5.15 Families with Mortgages, Younger Children 1309 0.4 2.2 18
6.16 Well-Off Town & City Areas 17634 5.5 1.1 509
6.17 Flats & Mortgages, Singles & Young Working Couples 4453 1.4 0.8 183
6.18 Furnished Flats & Bedsits, Younger Single People 2245 0.7 0.4 166
7.19 Apartments, Young Professional Singles & Couples 29805 9.2 1.1 819
7.20 Gentrified Multi-Ethnic Areas 4454 1.4 1.0 144
8.21 Prosperous Enclaves, Highly Qualified Executives 5542 1.7 0.7 240
8.22 Academic Centres, Students & Young Professionals 0 0.0 05 0
8.23 Affluent City Centre Areas, Tenements & Flats 2631 0.8 0.4 186
8.24 Partially Gentrified Multi-Ethnic Areas 0 0.0 0.7 0
8.25 Converted Flats & Bedsits, Single People 0 0.0 0.9 0
9.26 Mature Established Home Owning Areas 5576 1.7 3.3 52
9.27 Rural Areas, Mixed Occupations 0 0.0 3.4 0
9.28 Established Home Owning Areas 37124 11.5 4.0 286
9.29 Home Owning Areas, Council Tenants, Retired People 12562 3.9 2.6 147
10.30 Established Home Owning Areas, Skilled Workers 0 0.0 45 0
10.31 Home Owners in Older Properties, Younger Workers 18366 5.7 3.1 186
10.32 Home Owning Areas with Skilled Workers 0 0.0 3.1 0
11.33 Council Areas, Some New Home Owners 7453 2.3 3.8 60
11.34 Mature Home Owning Areas, Skilled Workers 493 0.2 3.1 5
11.35 Low Rise Estates, Older Workers, New Home Owners 0 0.0 2.9 0
12.36 Home-Owning Multi-Ethnic Areas, Young Families 7379 2.3 1.1 204
12.37 Multi-Occupied Town Centres, Mixed Occupations 836 0.3 1.8 14
12.38 Multi-Ethnic Areas, White Collar Workers 458 0.1 1.1 13
13.39 Home Owners, Small Council Flats, Single Pensioners 0 0.0 1.9 0
13.40 Council Areas, Older People, Health Problems 0 0.0 1.7 0
14.41 Better-Off Council Areas, New Home Owners 4997 1.5 2.4 64
14.42 Council Areas, Young Families, Some New Home Owners 0 0.0 3.0 0
14.43 Council Areas, Young Families, Many Lone Parents 2220 0.7 1.6 44
14.44 Multi-Occupied Terraces, Multi-Ethnic Areas 0 0.0 0.8 0
14.45 Low Rise Council Housing, Less Well-Off Families 0 0.0 1.8 0
14.46 Council Areas, Residents with Health Problems 0 0.0 2.0 0
15.47 Estates with High Unemployment 5082 1.6 1.1 142
15.48 Council Flats, Elderly People, Health Problems 0 0.0 0.7 0
15.49 Council Flats, Very High Unemployment, Singles 0 0.0 0.9 0
,16.50 Council Areas, High Unemployment, Lone Parents 0 0.0 1.9 0
16.51 Council Flats, Greatest Hardship, Many Lone Parents 0 0.0 0.9 0
17.52 Multi-Ethnic, Large Families, Overcrowding 0 0.0 0.6 0
17.53 Multi-Ethnic, Severe Unemployment, Lone Parents 0 0.0 1.0 0
17.54 Multi-Ethnic, High Unemployment, Overcrowding 0 0.0 0.5 0
Unclassified 3363 1.0 0.4 257
AREA TOTAL 323133 100.0 100.0
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A r e a D a t a  B u y i n g  P r o f i l e :  S p o r t s  &  L e i s u r e
Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Epsom- 15 Minute Drivetime 
Base: ALL G.B.
Outdoor Sports: 
Running 
Football 
Rugby Union 
Cricket 
Fishing 
Golf 
Tennis 
Athletics 
Shooting 
Rambling/Hiking 
Bowls 
Cycling
Indoor Sports:
Dancing 
Keeping fit 
Weight training 
Badminton 
Squash 
Table tennis 
Swimming 
Skating
Adults %  for %  for Index
area base av-100
17572 6.6 6.0 110
14173 5.3 5.4 99
5120 1.9 1.4 134
11602 4.4 3.2 137
12217 4.6 5.6 82
25048 9.4 7.8 120
27053 10.1 6.0 170
8096 3.0 1.8 165
6229 2.3 2.5 93
30829 11.6 11.1 104
8603 3.2 3.5 91
20227 7.6 73 104
27977 10.5 12.6 84
35437 13.3 113 118
21821 8.2 6.4 127
20516 7.7 7.6 102
14670 5.5 4.7 117
14113 53 3.6 147
67456 25.3 21.6 117
6326 2.4 2.0 122
Adventure Sports:
Skiing 17277 6.5 3.3 197
Camping 24227 9.1 9.1 100
Climbing 4405 1.7 1.7 99
Sailing 8590 3.2 1.7 189
•Water skiing 4677 1.8 0.9 195
Windsurfing 4649 1.7 1.0 182
Other:
Betting on horses 20319 7.6 8.2 93
Betting on football 19252 7.2 9.6 75
Bingo 8596 3.2 5.8 56
Darts 12756 4.8 6.5 74
Snooker 18365 6.9 8.6 81
10 Pin bowling 30177 113 11.5 98
Leisure Activities (regularly visit):
Cinemas 58968 22.1 18.5 120
Art galleries 31464 11.8 8.9 132
Theatres 62619 23.5 15.8 149
Museums 83897 31.5 28.0 113
Theme parks 59528 22.3 18.5 121
Zoos/Safari parks 64275 24.1 18.5 130
Stately homes and castles 70703 26.5 23.0 115
Other places of historic interest 95921 36.0 30.8 117
Other places of natural interest 89442. 33.6 31.4 107
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A r e a D a t a  A C O R N  P r o f i l e
Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Merrow - 15 Minute Drivetime 
Base: ALL G.B.
Data for Data as % Data as % Base
Population: area for area for base
§IIivOJ
CATEGORIES:
A Thriving 53787 46.6 19.8 236
B Expanding 12308 10.7 11.6 92
C Rising 14922 12.9 7.6 171
D Settling 18034 15.6 24.1 65
E Aspiring 11695 10.1 13.7 74
F Striving 3655 3.2 22.8 14
Unclassified 988 0.9 0.4 212
GROUPS:
1 Wealthy Achievers, Suburban Areas 52164 45.2 15.1 299
2 Affluent Greys, Rural Communities 449 0.4 2.3 17
3 Prosperous Pensioners, Retirement Areas 1174 1.0 2.3 44
4 Affluent Executives, Family Areas 3834 3.3 3.7 89
5 Well-Off Workers, Family Areas ' 8474 7.3 7.8 94
6 Affluent Urbanites, Town & City Areas 6604 5.7 2.2 255
7 Prosperous Professionals, Metropolitan Areas 6650 5.8 2.1 277
8 Better-Off Executives, Inner City Areas 1668 1.4 3.2 45
9 Comfortable Middle Agers, Mature Home Owning Areas 17039 14.8 13.4 110
10 Skilled Workers, Home Owning Areas 995 0.9 10.7 8
11 New Home Owners, Mature Communities 10818 9.4 9.8 96
12 White Collar Workers, Better-Off Multi Ethnic Areas 877 0.8 4.0 19
13 Older People, Less Prosperous Areas 0 0.0 3.6 0
14 Council Estate Residents, Better-Off Homes 3655 3.2 11.6 27
15 Council Estate Residents, High Unemployment 0 0.0 2.7 0
16 Council Estate Residents, Greatest Hardship 0 0.0 2.8 0
17 People in Multi-Ethnic, Low-Income Areas 0 0.0 2.1 0
Unclassified 988 0.9 0.4 212
TYPES:
1.1 Wealthy Suburbs, Large Detached Houses 22900 19.8 2.6 769
1.2 Villages with Wealthy Commuters 4354 3.8 3.2 120
1.3 Mature Affluent Home Owning Areas 13097 11.4 2.7 420
1.4 Affluent Suburbs, Older Families 3907 3.4 3.7 91
1.5 Mature, Well-Off Suburbs 7906 6.9 3.0 229
2.6 Agricultural Villages, Home Based Workers 449 0.4 1.6 24
2.7 Holiday Retreats, Older People, Home Based Workers 0 0.0 ' 0.7 0
3.8 Home Owning Areas, Well-Off Older Residents 0 0.0 1.4 0
3.9 Private Flats, Elderly People 1174 1.0 0.9 108
4.10 Affluent Working Families with Mortgages 1619 1.4 2.1 66
4.11 Affluent Working Couples with Mortgages, New Homes 2215 1.9 1.3 150
4.12 Transient Workforces, Living at their Place of Work 0 0.0 0.3 0
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A r e a D a t a  A C O R N  P r o f i l e
Report For: DRAGONS HEALTH & LEISURE CLUBS Page 2
Sample Area: Merrow - 15 Minute Drivetime 
Base: ALL G.B.
Data for Data as % Data as % Base
Population: area for area for base av= 100
TYPES (cont’d):
5.13 Home Owning Family Areas 7875 6.8 2.6 265
5.14 Home Owning Family Areas, Older Children 599 0.5 3.0 17
5.15 Families with Mortgages, Younger Children 0 0.0 2.2 0
6.16 Well-Off Town & City Areas 5526 4.8 LI 447
6.17 Flats & Mortgages, Singles & Young Working Couples 321 0.3 0.8 37
6.18 Furnished Flats & Bedsits, Younger Single People 757 0.7 0.4 156
7.19 Apartments, Young Professional Singles & Couples 6650 5.8 1.1 512
7.20 Gentrified Multi-Ethnic Areas 0 0.0 1.0 0
8.21 Prosperous Enclaves, Highly Qualified Executives 1154 1.0 0.7 140
8.22 Academic Centres, Students & Young Professionals 0 0.0 0.5 0
8.23 Affluent City Centre Areas, Tenements & Flats 514 0.4 0.4 102
8.24 Partially Gentrified Multi-Ethnic Areas 0 0.0 0.7 0
8.25 Converted Flats & Bedsits, Single People 0 0.0 0.9 0
9.26 Mature Established Home Owning Areas 2777 2.4 3.3 73
9.27 Rural Areas, Mixed Occupations 1512 1.3 3.4 38
9.28 Established Home Owning Areas 6022 5.2 4.0 130
9.29 Home Owning Areas, Council Tenants, Retired People 6728 5.8 2.6 220
10.30 Established Home Owning Areas, Skilled Workers 0 £  o.o 4.5 0
10.31 Home Owners in Older Properties, Younger Workers 995 0.9 3.1 28
10.32 Home Owning Areas with Skilled Workers 0 0.0 3.1 0
11.33 Council Areas, Some New Home Owners 9224 8.0 3.8 210
11.34 Mature Home Owning Areas, Skilled Workers 1594 1.4 3.1 45
11.35 Low Rise Estates, Older Workers, New Home Owners 0 0.0 2.9 0
12.36 Home-Owning Multi-Ethnic Areas, Young Families 0 0.0 1.1 0
12.37 Multi-Occupied Town Centres, Mixed Occupations 877 0.8 1.8 42
12.38 Multi-Ethnic Areas, White Collar Workers 0 0.0 1.1 0
13.39 Home Owners, Small Council Flats, Single Pensioners 0 0.0 1.9 0
13.40 Council Areas, Older People, Health Problems 0 0.0 1.7 0
14.41 Better-Off Council Areas, New Home Owners 2578 2.2 2.4 93
14.42 Council Areas, Young Families, Some New Home Owners 0 0.0 3.0 0
14.43 Council Areas, Young Families, Many Lone Parents 619 0.5 1.6 34
14.44 Multi-Occupied Terraces, Multi-Ethnic Areas 0 0.0 0.8 0
14.45 Low Rise Council Housing, Less Well-Off Families 0 0.0 1.8 0
14.46 Council Areas, Residents with Health Problems 458 0.4 2.0 20
15.47 Estates with High Unemployment 0 0.0 1.1 0
15.48 Council Flats, Elderly People, Health Problems 0 0.0 0.7 0
15.49 Council Flats, Very High Unemployment, Singles 0 0.0 0.9 0
16.50 Council Areas, High Unemployment, Lone Parents 0 0.0 1.9 0
16.51 Council Flats, Greatest Hardship, Many Lone Parents 0 0.0 0.9 0
17.52 Multi-Ethnic, Large Families, Overcrowding 0 0.0 0.6 0
17.53 Multi-Ethnic, Severe Unemployment, Lone Parents 0 0.0 1.0 0
17.54 Multi-Ethnic, High Unemployment, Overcrowding 0 0.0 0.5 0
Unclassified 988 0.9 0.4 212
AREA TOTAL 115389 100.0 100.0
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A r e a D a t a  B u y i n g  P r o f i l e :  S p o r t s  &  L e i s u r e CACI
Report For: DRAGONS HEALTH & LEISURE CLUBS 
Sample Area: Merrow - 15 Minute Drivetime 
Base: ALL G.B.
Outdoor Sports: 
Running 
Football 
Rugby Union 
Cricket 
Fishing 
Golf 
Tennis 
Athletics 
Shooting 
Rambling/Hiking 
Bowls 
Cycling
Indoor Sports:
Dancing 
Keeping fit 
Weight training 
Badminton 
Squash
Table tennis . •
*Swimming
Skating
Adventure Sports: 
Skiing 
Camping 
Climbing 
Sailing 
Water skiing 
Windsurfing
Adults %  for %  for Index
area base av= 100
6066 6.3 6.0 106
4922 5.1 5.4 95
1821 1.9 1.4 133
4409 4.6 3.2 146
4290 4.5 5.6 80
9243 9.7 7.8 123
9975 10.4 6.0 175
3399 3.6 1.8 193
2654 2.8 2.5 U l
11482 12.0 11.1 108
3252 3.4 3.5 96
7270 7.6 7.3 104
9382 9.8 12.6 78
12782 13.4 11.3 119
7842 8.2 6.4 127
7781 8.1 7.6 108
5079 5.3 4.7 113
5080 5.3 3.6 148
23540 24.6 21.6 114
2260 2.4 2.0 121
6441 6.7 3.3 205
8306 8.7 9.1 95
1561 1.6 1.7 98
3527 3.7 1.7 216
1751 1.8 0.9 204
1769 1.9 1.0 194
Other:
Betting on horses
Betting on football
Bingo
Darts
Snooker
10 Pin bowling
Leisure Activities (regularly visit): 
Cinemas 
Art galleries 
Theatres 
Museums 
Theme parks 
Zoos/Safari parks 
Stately homes and castles 
Other places of historic interest 
Other places of natural interest
7046 7.4 8.2 90
6425 6.7 9.6 70
2903 3,0 5.8 53
4355 4.6 6.5 70
6018 6.3 8.6 74
10912 11.4 11.5 99
19517 20.4 18.5 110
10698 11.2 8.9 125
21989 23.0 15.8 146
29430 30.8 28.0 n o
21102 22.1 18.5 120
22178 23.2 18.5 125
25902 27.1 23.0 118
34480 36.1 30.8 117
32421 33.9 31.4 108
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A p p en d ix  5: F requency  Tab les  fo r  Each C o n s tra in t
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1 = Strongly Disagree
2 = Disagree
3 = Undecided
4 = Agree
5 = Strongly Agree
CHEAPHOL
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 17 4.1 4.2 4.2
2.00 54 13.1 13.3 17.4
3.00 114 27.7 28.0 45.5
4.00 157 38.1 38.6 84.0
5.00 65 15.8 16.0 100.0
Total 407 98.8 100.0
Missing 9.00 5 1.2
Total 5 1.2
Total 412 100.0
C O LD W ET
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 99 24.0 24.0 24.0
2.00 167 40.5 40.5 64.6
3.00 57 13.8 13.8 78.4
4.00 69 16.7 16.7 95.1
5.00 20 4.9 4.9 100.0
Total 412 100.0 100.0
Total 412 100.0
CROW DED
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 42 10.2 10.2 10.2
2.00 112 27.2 27.3 37.6
3.00 157 38.1 38.3 75.9
4.00 86 20.9 21.0 96.8
5.00 13 3.2 3.2 100.0
Total 410 99.5 100.0
Missing 9.00 2 .5
Total 2 .5
Total 412 100.0
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DANGER
Frequency Percent
Valid
Percent
Cumuiative
Percent
Valid 1 .00 104 25.2 25.2 25.2
2.00 206 50.0 50.0 75.2
3.00 62 15.0 15.0 90.3
4.00 34 8.3 8.3 98.5
5.00 6 1.5 1.5 100.0
Total 412 100.0 100.0
Total 412 100.0
ELITIST
Frequency Percent
Valid
Percent
Cumuiative
Percent
Valid 1.00 88 21.4 21.4 21 .4
2.00 175 42.5 42.5 63.8
3.00 61 14.8 14.8 78.6
4.00 72 17.5 17.5 96.1
5.00 16 3.9 3.9 100.0
Total 412 100.0 100.0
Total .412 100.0
EMBARASS
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 161 39.1 39.1 39.1
2.00 188 45.6 45.6 84.7
3.00 21 5.1 5.1 89.8
4.00 31 7.5 7.5 97.3
5.00 11 2.7 2.7 100.0
Total 412 100.0 100,0
Total 412 100.0
E Q C L C O S T
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 11 2.7 2.7 2.7
2.00 44 10.7 10.7 13.3
3.00 61 14.8 14.8 28.2
4.00 215 52.2 52.2 80.3
5.00 81 19.7 19.7 100.0
Total 412 100.0 100.0
Total 412 100.0
261
EQHASSLE
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 70 17.0 17.0 17.0
2.00 149 36.2 36.2 53.2
3.00 77 18.7 18.7 71.8
4.00 94 22.8 22.8 94.7
5.00 22 5.3 5.3 100.0
Total 412 100.0 100.0
Total 412 100.0
EXPENSE
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 21 5.1 5.1 5.1
2.00 55 13.3 13.3 18.4
3.00 69 16.7 16.7 35.2
4.00 210 51.0 51.0 86.2
5.00 57 13.8 13.8 100.0
Total 412 100.0 100.0
Total 412 100.0
FAMILY
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 121 29.4 29.4 29.4
2.00 195 47.3 47.4 76.9
3.00 41 10.0 10.0 86.9
4.00 39 9.5 9.5 96.4
5.00 15 3.6 3.6 100.0
Total 411 99.8 100.0
Missing 9.00 1 .2
Total 1 .2
Total 412 100.0
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FAM YOUNG
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 163 39.6 41.9 41.9
2.00 154 37.4 39.6 81.5
3.00 34 8.3 8.7 90.2
4.00 28 6.8 7.2 97.4
5.00 10 2.4 2.6 100.0
Total 389 94.4 100.0
Missing 9.00 23 5.6
Total 23 5.6
Total 412 100.0
GO ELSEW H
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 45 10.9 10.9 10.9
2.00 92 22.3 22.3 33.3
3.00 92 22.3 22.3 55.6
4.00 114 27.7 27.7 83.3
5.00 69 16.7 16.7 100.0
Total 412 too.o 100.0
Total 412 100.0
HEIG HTS
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 168 40.8 40.8 40.8
2.00 150 36.4 36.4 77.2
3.00 29 7.0 7.0 84.2
4.00 44 10.7 10.7 94.9
5.00 21 5.1 5.1 100.0
Total 412 100.0 100.0
Total 412 100.0
INJURY
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 72 17.5 17.5 17.5
2.00 179 43.4 43.4 60.9
3.00 48 11.7 11.7 72.6
4.00 95 23.1 23.1 95.6
5.00 18 4.4 4.4 100.0
Total 412 100.0 100.0
Total 412 100.0
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LACKSNOW
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 40 9.7 9.7 9.7
2.00 151 36.7 36.7 46.4
3.00 106 25.7 25.7 72.1
4.00 95 23.1 23.1 95.1
5.00 20 4.9 4.9 100.0
Total 412 100.0 100.0
Total 412 100.0
LEARNING
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 86 20.9 21.0 21.0
2.00 173 42.0 42.3 63.3
3.00 72 17.5 17.6 80.9
4 .00 69 16.7 16.9 97.8
5.00 9 2.2 2.2 100.0
Total 409 99.3 100.0
Missing 9.00 3 .7
Total 3 .7
Total . 412 100.0
LEISCOMM
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 67 16.3 16.3 16.3
2.00 200 48.5 48.5 64.8
3.00 61 14.8 14.8 79.6
4.00 65 15.8 15.8 95.4
5.00 19 4.6 4.6 100.0
Total 412 100.0 100.0
Total 412 100.0
LIFTS
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 159 38.6 38.6 38.6
2.00 160 38.8 38.8 77.4
3.00 30 7.3 7.3 84.7
4.00 37 9.0 9.0 93.7
5.00 26 6.3 6.3 100.0
Total 412 100.0 100.0
Total 412 100.0
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MONEY
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 45 10.9 10.9 10.9
2.00 118 28.6 28.6 39.6
3.00 47 11.4 11.4 51.0
4.00 135 32.8 32.8 83.7
5.00 67 16.3 16.3 100.0
Total 412 100.0 100.0
Total 412 100.0
O TH ER S
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 87 21.1 21.3 21.3
2.00 167 40.5 40.8 62.1
3.00 65 15.8 15.9 78.0
4 .00 79 19.2 19.3 97.3
5.00 11 2.7 2.7 100.0
Total 409 99.3 100.0
Missing 9.00 3 .7
Total 3 .7
Total 412 100.0
OTHM O NEY
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 37 9.0 9.0 9.0
2.00 146 35.4 35.4 44.4
3.00 77 18.7 18.7 63.1
4.00 129 31.3 31.3 94.4
5.00 23 5.6 5.6 100.0
Total 412 100.0 100.0
Total 412 100.0
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OTHSTIME
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 77 18.7 18.7 18.7
2.00 176 42.7 42.8 61.6
3.00 74 18.0 18.0 79.6
4.00 71 17.2 17.3 96.8
5.00 13 3.2 3.2 100.0
Total 411 99.8 100.0
. Missing 9.00 1 .2
Total 1 .2
Total 412 100.0
O TH TO O G D
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 120 29.1 29.3 29.3
2.00 203 49.3 49.6 79.0
3.00 38 9.2 9.3 88.3
4.00 40 9.7 9.8 98.0
5.00 8 1.9 2.0 100.0
Total 409 99.3 100.0
Missing 9.00 3 .7
Total 3 .7
Total 412 100.0
PARTNER
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 126 30.6 32.8 32.8
2.00 116 28.2 30.2 63.0
3.00 78 18.9 20.3 83.3
4.00 35 8.5 9.1 92.4
5.00 29 7.0 7.6 100.0
Total 384 93.2 100.0
Missing 9.00 28 6.8
Total 28 6.8
Total 412 100.0
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PHYSCHAL
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 194 47.1 47.5 47.5
2.00 144 35.0 35.3 82.8
3.00 39 9.5 9.6 92.4
4 .00 18 4.4 4.4 96.8
5.00 13 3.2 3.2 100.0
Total 408 99.0 100.0
Missing 9.00 4 1.0
Total 4 1.0
Total 412 100.0
PLANNING
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 37 9.0 9.0 9.0
2.00 196 47.6 47.6 56.6
3.00 95 23.1 23.1 79.6
4.00 74 18.0 18.0 97.6
5.00 10 2.4 2.4 100.0
Total 412 100.0 100.0
Total 412 100.0
SELFCO N S
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 193 46.8 47.9 47.9
2.00 154 37.4 38.2 86.1
3.00 24 5.8 6.0 92.1
4 .00 23 5.6 5.7 97.8
5.00 9 2.2 2.2 100.0
Total 403 97.8 100.0
Missing 9.00 9 2.2
Total 9 2.2
Total 412 100.0
2 6 7
STRESS
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 189 45.9 45.9 45.9
2.00 167 40.5 40.5 86.4
3.00 30 7.3 7.3 93.7
4.00 20 4.9 4.9 98.5
5.00 6 1.5 1.5 100.0
Total 412 100.0 100.0
Total 412 100.0
TIME
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 68 16.5 16.6 16.6
2.00 190 46.1 46.3 62.9
3.00 65 15.8 15.9 78.8
4.00 72 17.5 17.6 96.3
5.00 15 3.6 3.7 100.0
Total 410 99.5 100.0
Missing 9.00 2 .5
Total 2 .5
Total 412 100.0
TO O CH IC
Frequency Percent
Valid
Percent
Cumulative
Percent
Valid 1.00 182 44.2 44.4 44.4
2.00 181 43.9 44.1 88.5
3.00 29 7.0 7.1 95.6
4 .00 12 2.9 2.9 98.5
5.00 6 1.5 1.5 100.0
Total 410 99.5 100.0
Missing 9.00 2 .5
Total 2 .5
Total 412 100.0
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Appendix 6: Correlation Matrix
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F A C T O R  A N A L Y S I S
Analysis number 1 Listwise deletion o 
Correlation Matrix:
CBEAPHOL COLDWET CROWDED
CHEAPHQL 1.00000
COLDWET -.04145 1.000Q0
CROWDED .15620 .23018 1.00000
DANGER .05164 .37742 .26051
ELITIST .12190 .22775 .26993
EMBARASS- .05552 .22970 .23141
EQCLCOST .42373 .15513 .30122
EQHASSLE .17079 .28717 .28659
EXPENSE .32841 .15413 .26409
FAMILY .16283 .20446 .17415
FAMYOUNG .08770 .15118 .09196
GOELSEWH .00015 .31606 .18171
HEIGHTS .07516 .23230 .14889
INJURY .01888 .30745 .14797
LACKSNOW .01978/ .04217 .21940
LEARNING .05652 - .26236 .16778
LEISCOMM .03868 .10384 .155,99
LIFTS .09854 i26777 .24547
MONEY .33146 .08229 .09684
OTHERS .00229 .18361 .04243
OTHMONEY .21299 .07163 .07525
OTHSTIMB .15747 .13632 .14546
OTHIOOGD .05006 .16718 .12993
PARTNER .03681 .14483 .20703
PHYSCHAL .00150 .23680 .11829
PLANNING .25387 .17093 .12454
SELFCONS .07333 . .16622 .12599
STRESS .02074 .41135 .27370
TIME .11991 .08879 .21517
TOOCHIC .06242 .17857 .20453
cases with missing values
DANGER ELITIST EMBARASS EQCLCOST
1 . 0 0 0 0 0
,37238 1 .0 0 0 0 0
.43160 .33493 1 . 0 0 0 0 0
.19339 .35702 • .18925 1 .0 0 0 0 0
.36469 . 402 83 .27679 .44336
.13743 .31735 .13121 .55495
,22439 .31261 .19186 .16837
- .17734 .14003 .16810 .06526
.31288 .25056 .24048 .17458
.33481 .26255 .25380 .07018
.60934 .24908 .34500 .12319
.01549 .09711 .00816 ..07848
.31104 .26324 .29590 *.22897
.25260 .26669 .26660 .10462
.38345 .30240 ...*31107 .14943
.04155 .29240 '.13050 .43179
.17205 .22522 .21325 .14037
.08458 ..11126 .11751 .21902
.09434 .17023 ,18498 .19380
.27376 .25548 .42398 .11059
.16374 .20098 .16046 .08539
.35937 .16365 ,33021 -.01378
.27486 .30291 .26006 .39446
.36431 .29125 .36200 .13844
.53828 .31974 .49662 .09264
.19136 .32288 .21364 .20118
.28261 .31952 .43241 .14408
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BQHASSIiB
EQHASSLE 1.00000
EXPENSE .31768
FAMILY .22731
FAMYOUNG .08703
GC0EL5EWH .39042
HEIGHTS .22268
INJURY .28475
LACKSNOW -.06341
LEARNING .22009
LEISCOMM '.32807
LIFTS .24070
MONEY .29247
OTHERS .28076
OXBMCNSY .16249
OTHSTIME .16367
OTHTOOGD .21832
PARTNER .12042
PHY3CHAL .+8519
PLANNING .52578
SELFCONS .28581
STRESS ;26824
TIME .35288
TOOCHIC .21198
LACKSNOW
LACKSNOW 1.Q0000
LEARNING. -.01323
LEISCOMM .05339
LIFTS .06685MONEY .01450
OTHERS .08586
OTHMONEY .12855
OTHSTIME .14103
-OTHTOOGD .02218
PARTNER .00895
PHY5CHASJ .09700
PLANNING .05220
SELFCONS -.03823
STRESS .01401
TIME .03267
TOOCHIC .10466
EXPENSE FAMILY
1.00000
.09389 1.00000
.01825 .32279
.13178 .16644
.14170 .20377
• .14068 .14 4-90
.07623 .09103
.11082 .18137
.10585 .25436
.14254' .22615
.39053 .19733
.10961 .14164
.21826 .12618
.13656 .36611
.06790 .19611
.01456 .12768
..04119 .15856
.31488 .23033
-.05200 .13731
.05621 .25345
.16107 .40478
.09656 .21828
LEARNING LEISCCWM
i.ooooo
.12489 1.00000
.21625 .15286
.06499 .02465
.10309 .15789
.04517 .04806
.07193 ' .14794
.29976 ' .25947
.10001.. .16261
•19262 .22134
.14196 .28784
.20420 .10393
.34345 .30594
.10205 .38730
.23712 .17991
FAMYOUNO 0OBL3BHH
1.00000
.14615 1.00000
.08582 .25314
.14643 .29853
.01021 -.10690
+3505 .21758
.08294 .50912
.14253 . .25484
.07630 .15303
.07197 .15627
.01363 .03238
.16154 .05268
+6567 .28501
.39631 .20261
.15902 .30744
.13153 .32053
.05617 .16299
.11706 .34455
.16533 .*20944
.12979 .13035
i'r
LIFTS MONEY
1.00000
.04236 ■1.00000
.15801 .13195
.06773 .38825
,.14115 .25993
.31155 -.00555
.12812 +1159
. 302.7 5 .04-012
.16022 .24493
.32438 .11740
.43159 .04816
.12931 .25031
.28158 .01420
JHBIGHIS INJURY
1.00000
.41697 1.00000
-.03175 -.07909
.19451 .26487
.13437 .13964
.55568 .44296
.03725 .02676
.13735 .14476
.00619 .01144
.20508 .07384
.23908 .25820
.14532 .10869
.34729 .40340
.13398 .21679
.20666 .33594
.35154 .40195
.14157 .11659
.16882 .21489
OTHERS OTBMONEY
1.00000
.44892 1.00000
.31371 .39146
.31196 .10879
.21039 .11883
.09207 .02987
.27194 .25069
.26685 .06061
.17991 .10012
.11982 .08977
.16170 .09530
271
'OTHSIIME
OTHTOOGD
PARTNER
PHXSCHAL
PLANNING
SSUPCONS
STRESS
TIME
TOOCHIC
T IM E
TOOCHIC
OTHSTIMB OTHTOOGD PARTNER PHT3CHAL PLANNING .SELPCCWS
1.00000
.16317
.19640
.11790
.18422
.07300
.17548
. 3 . 7 4 6 2
.17966
1.00000 
.11512 
.24435 
.17579 
.23856 
.32181 
. J.5448 
.30821
1.00000
.18313
.08951
.10414
.22920
. . 1 3 7 . 6 5
.14895
1.00000
.10291
.25269
.45146
. 0 7 4 1 0
.17808
1.00000
.19694
.23091
.21536
.18565
1.00000
.40639
.18996
'.17676
TIME TOOCHIC
1.00000 
.20451 1.00000
STRESS
1 * 00000 .19420 
.26967
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Appendix 7: Scree Graph
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Initial Principal Axis and their Variance
s to r E ig e n v a lu e % of Var Cum %
1 6.34180 21.1 21.1
2 2.19890 7.3 28.5
3 1.15458 3.8 32.3
4 0.98867 3.3 35.6
5 0.85308 2.8 38.5
6 0.66367 2.2 40.7
7 0.59755 2.0 42.7
8 0.51530 1.7 44.4
F a cto r  S c r e e  P lot
F a c t o r  N u m b e r
2 7 4
A p p e n d ix  8: C o rre la tio n  Betw een V a ria b les  and F ac to rs  P roduced  by
O b liq u e  R o ta tion
2 7 5
OBLIMIN r o t a t i o n  1 f o r  e x t r a c t i o n 1 i n  a n a l y s i s  1 -  K a i s e r  N o r m a l iz a t io n .
O B L IM IN  c o n v e r g e d  i n  2 0  i t e r a t i o n s .
Pattern Matrix:
Factor 1
EMBARASS .59360
SELFCCW il .55213
TO O C H IC .43621
DANGER .43111
STRESS .39205
OTHTOOGD .35319
LE A R N IN G .34967
E L IT I S T .32032
BQCLCOST .13352
EXPENSE -.12470
MCNET -.06131
chbAphooq -.01894
EQHASSLE .22126
P LA N N IN G .15697
EAMTOUNG -.00729
PARTNER . -.02426
LEISCCW M .007-39
GC8KLSEWB -.08693
OTBMONEX -.05334
OTHERS .16963
T IM E .10992
F A M IL X  ’ .06123
OTHSTXME -.10668
H E IG H T S -.09290
L IF T S .10482
IN  J U K I .27155
PHXSCHAL .11452
COLDUET .12144
IACKSNOW .00207
CROWDED .11236
Factor 2 Factor 3
-.00533 :05925
.00439 -.06074
-.02292 .05788
.07664 .07745
-.09410 ' .06294
-.09891 .07055
i09843 .10869
.27092 .03715
.77676 .00961
.66901 -.06139
.53861 .05308
.51402 .04705
.40627 -.04151
.36740 i01931
.01056 .83274
-.03467 ..48106
-.11895 -.02007
.06540 .13288
.17575 -.00016
-.06120 .02608
.08730 .00882
.05299 .22941
.01293 .10797
.01081 -.04582
.03140 -.01912
.06602 .03613
-.12533 .11808
.06910 .14663
-.00754 -.02641
.22987 ’.07513
Factor 4 Factor 5
-.03494 -.06152
. 0.7553 -.09404
.00903 -.01430
-.09900 .03396
-.1357.4 -.05037
-.11876 -.14991
-.03462 .04441
-.12130 .01647
-.04236 .01086
-.09977 -.01278
.03095 -.20680
.17534 00968
-.36819 -.06769
-.27844 -.17763
.08882 .09023
-.07198 -.11256
-.71729 -.00532
-.68098 -.01805
.06517 -.70461
-.09619 -.65079
-.21668 .07074
-.02748 .00321
.07296 -.38966
.00214 -.01199
.04750 -.00605
-.02470 .03239
-.11526 .01882
-.14280 -.05058
.05207 -.08943
-.09504 .11792
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F a c to r  6 F a c to r  7 F a c to r  8
EMBARASS -.04087 -.05129 .06701
SBLFCONS -.07904 -.11203 -.20370
TOOCHIC -.09700 -.00682 .22798
DANGER .07823 -.29793 -.01971
STRESS .01041 -.33468 .05831
OTHTOOGD -.01644 -.08586 .06812
LEARNING .07094 -.07133 .05092
ELITIST -.14789 -.06324 .10913
EQCLCOST .03757 .09066 .09090
EXPENSE .07528 -.11866 .16859
MONEY -.14976 .04129 -.11865
CHEAPHOL -.09858 -.03767 -.02622
EQHASSLE -.07764 -.01686 -.13525
PLANNING -.02715 .05810 -.09412
FAMYOUNG -.06288 .08093 -.07633
PARTNER .01905 -.01243 .04275
LEISCOMM -.25126 .03088 .08916
GOELSEWH .07335 -.16739 -.12304
OTHMONEY . 02301. .01823 .06708
OTHERS .05532 .01614 -.00530
TIME -.65675 .01794 -.00797
FAMILY -.43183 -.11501 .05626
OTHSTIME -.39778 -.18084 .13263
HEIGHTS -.09318 -.76210 -.01210
LIFTS -.02355 -.66311 .09446
INJURY .10443 -.49247 -.15737
PHYSCHAL .03006 -.45024 -.08943
COLDWET .14715 -.23901 .08592
LACKSNOW -.02699 .04026 .46824
CROWDED -.00295 -.10695 .38008
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Appendix 9: Chi-Square Statistics for Each Constraint Comparing Skiers to Non-
Skiers
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skbefore * CHEAPHOL
Crosstab
Count
CH EAPHO L
Disagree Undecided Agree Total
skbefore No 16 60 108 184
Yes 55 54 114 223
Total 71 114 222 407
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square
18 .332a 2 .000
Likelihood Ratio 19.391 2 .000
Linear-by-Linear
Association 9.573
1 .002
N of Valid Cases 407
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 32.10.
skbefore * COLDW ET ..
Crosstab
Count
C O LD W ET
TotalDisagree Undecided Agree
skbefore No 101 37 46 184
Yes 165 20 43 228
Total 266 57 89 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 16 .0543
2 .000
Likelihood Ratio 16.092 2 .000
Linear-by-Linear
Association 8.368 1 .004
N of Valid Cases 412
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 25.46.
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skbefore * CROWDED
Crosstab
Count
C R O W D E D
TotalDisagree Undecided Agree
skbefore No 48 103 33 184
Yes 106 54 66 226
Total 154 157 99 410
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 44 .300*
2 .000
Likelihood Ratio 44 .847 2 .000
Linear-by-Linear
Association 1.539
1 .215
N of Valid Cases 410
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 44.43.
skbefore * DANGER
Crosstab
Count
DANGER
TotalDisagree Undecided Agree
skbefore No 116 42 26 184
Yes 194 20 14 228
Total 310 62 40 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 26 .637a
2 .000
Likelihood Ratio 26.765 2 .000
Linear-by-Linear
Association 21.814
1 .000
N of Valid Cases 412
a. o cells (.0%) have expected count less than 5.
The minimum expected count is 17.86.
skbefore * ELITIST
2 8 0
Count
Crosstab
ELITIST
Disagree Undecided Agree Total
skbefore No 98 35 51 184
Yes 165 26 37 228
Total 263 61 88 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-taiied)
Pearson
Chi-Square 16 .1083 2 .000
Likelihood Ratio 16.120 2 .000
Linear-by-Linear
Association 14.161 1 .000
N of Valid Cases 412
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 27.24.
skbefore * EMBARASS
Crosstab
Count
EM BARASS
TotalDisagree Undecided Agree
skbefore No 143 19 22 184
f Yes 206 2 20 228
Total 349 21 42 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 2 0 .7673 2 .000
Likelihood Ratio 22.726 2 .000
Linear-by-Linear
Association 6.454
1 .011
N of Valid Cases 412
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 9.38.
skbefore * EQCLCOST
281
Count
Crosstab
EQCLCOST
TotalDisagree Undecided Agree
skbefore No 7 30 147 184
Yes 48 31 149 228
Total 55 61 296 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 26.193* 2 .000
Likelihood Ratio 29.639 2 .000
Linear-by-Linear 20.136 1 .000Association
N of Valid Cases 412
a- 0 cells (.0%) have expected count less than 5. 
The minimum expected count is 24.56.
skbefore * EQHASSLE
Crosstab
Count
EQHASSLE
TotalDisagree Undecided Agree
skbefore No 52 57 75 184
Yes 167 20 41 228
Total 219 77 116 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 84.396* 2 .000
Likelihood Ratio 87.465 2 .000
Linear-by-Linear
Association 62.141 1 .000
N of Valid Cases 412
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 34.39.
skbefore * EXPENSE
2 8 2
Crosstab
Count
EXPEN SE
TotalDisagree Undecided Agree
skbefore No 18 37 129 184
Yes 58 32 138 228
Totai 76 69 267 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square
17 .2163 2 .000
Likelihood Ratio 18.110 2 .000
Linear-by-Linear
Association 10.476 1 .001
N of Valid Cases 412
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 30.82.
skbefore * FAMILY
Crosstab
Count
FAMILY
TotalDisagree Undecided Agree
skbefore No 125 30 29 184
Yes j 191 11 25 227
Total 316 41 54 411
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 18 .5913 2 .000
Likelihood Ratio 18.827 2 .000
Linear-by-Linear
Association 9.013 1 .003
N of Valid Cases 411
a- 0 cells (.0%) have expected count less than 5.
The minimum expected count is 18.36.
skbefore * FAMYOUNG
2 8 3
Crosstab
Count
FAM YO UNG
TotalDisagree Undecided Agree
skbefore No 129 25 20 174
Yes 188 9 18 215
Total 317 34 38 389
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 14 .455* 2 .001
Likelihood Ratio 14.657 2 .001
Linear-by-Linear
Association 6.500 1 .011
N of Valid Cases 389
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 15.21.
skbefore * GOELSEW H
Crosstab
Count
G O ELSEW H
TotalDisagree Undecided Agree
skbefore No 28 40 116 184
Yes 109 52 67 228
Total 137 92 183 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 58 .545* 2 .000
Likelihood Ratio 61.308 2 .000
Linear-by-Linear
Association 58.332
1 .000
N of Valid Cases 412
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 41.09.
skbefore * HEIGHTS
2 8 4
Count
Crosstab
HEIG HTS
TotalDisagree Undecided Agree
skbefore No 124 19 41 184
Yes 194 10 24 228
Total 318 29 65 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 18 .1563 2 .000
Likelihood Ratio 18.166 2 .000
Linear-by-Linear
Association 15.948 1 .000
N of Valid Cases 412
a. 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 12.95.
skbefore * INJURY
Crosstab
Count
INJURY
TotalDisagree Undecided Agree
skbefore No 87 35 62 184
Yes 164 13 51 228
Total 251 48 113 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 3 0 .4243
2 .000
Likelihood Ratio 30.841 2 .000
Linear-by-Linear
17.044 1 .000Association
N of Valid Cases 412
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 21.44.
skbefore * LACKSNOW
2 8 5
Crosstab
Count
LACKSNO W
TotalDisagree Undecided Agree
skbefore No 98 61 25 184
Yes 93 45 90 228
Total 191 106 115 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 34 .985*
2 .000
Likelihood Ratio 36.846 2 .000
Linear-by-Linear
Association 21.089 1 .000
N of Valid Cases 412
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 47.34.
skbefore * LEARNING
Crosstab
Count
LEARNING
TotalDisagree Undecided Agree
skbefore No 96 47 40 183
Yes 163 25 38 226
Total 259 72 78 409
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 19 .804* 2 .000
Likelihood Ratio 19.884 2 .000
Linear-by-Linear
Association 9.805 1 .002
N of Valid Cases 409
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 32.22.
skbefore * LEISCOMM
2 8 6
Count
Crosstab
LEISC O M M
TotalDisagree Undecided Agree
skbefore No 108 28 48 184
Yes 159 33 36 228
Total 267 61 84 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 7 .2 49a 2 .027
Likelihood Ratio 7.224 2 .027
Linear-by-Linear
Association 7.065 1 .008
N of Valid Cases 412
a. 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 27.24.
skbefore * LIFTS
Crosstab
Count
LIFTS
TotalDisagree Undecided Agree
skbefore No 131 19 34 184
Yes 188 11 29 228
Total 319 30 63 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 8 .1 09* 2 .017
Likelihood Ratio 8.088 2 .018
Linear-by-Linear
Association 5.438 1 .020
N of Valid Cases 412
a- 0 cells (.0%) have expected count less than 5.
The minimum expected count is 13.40.
skbefore * MONEY
2 8 7
Count
Crosstab
M O NEY
TotalDisagree Undecided Agree
skbefore No 55 23 106 184
Yes 108 24 96 228
Total 163 47 202 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square
03oCM00 2 .001
Likelihood Ratio 13.359 2 .001
Linear-by-Linear
Association 12.599 1 .000
N of Valid Cases 412
a- 0 ceils (.0% ) have expected count less than 5. 
The minimum expected count is 20.99.
skbefore * OTHERS
Crosstab
Count
O TH ERS
Disagree Undecided Agree Total
skbefore No 104 44 36 184
Yes 150 21 54 225
Total 254 65 90 409
Chi-Square Tests
Value df
Asymp.
Sig
(2-taiied)
Pearson
Chi-Square 16.121* 2 .000
Likelihood Ratio 16.202 2 .000
Linear-by-Linear
Association .484
1 .487
N of Valid Cases 409
a. 0 ceils (.0%) have expected count less than 5.
The minimum expected count is 29.24.
skbefore * OTHMONEY
2 8 8
Count
Crosstab
O TH M O N E Y
TotalDisagree Undecided Agree
skbefore No 81 36 67 184
Yes 102 41 85 228
Total 183 77 152 412
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square .169a 2 .919
Likelihood Ratio .169 2 .919
Linear-by-Linear .000 1 .986Association
N of Valid Cases 412
a. o cells (.0% ) have expected count less than 5. 
The minimum expected count is 34.39.
skbefore * OTHSTIME
Crosstab
Count
O TH STIM E
TotalDisagree Undecided Agree
skbefore No 110 33 41 184
Yes 143 41 43 227
Total 253 74 84 411
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square .726a 2 .696
Likelihood Ratio .724 2 .696
Linear-by-Linear
Association .669 1 .413
N of Valid Cases 411
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 33.13.
skbefore * OTHTOOGD
2 8 9
Count
Crosstab
O TH TO O G D
TotalDisagree Undecided Agree
skbefore No 130 27 25 182
Yes 193 11 23 227
Total 323 38 48 409
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 14 .330* 2 .001
Likelihood Ratio 14.441 2 .001
Linear-by-Linear
Association 6.550 1 .010
N of Valid Cases 409
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 16.91.
skbefore * PARTNER
Crosstab
Count
PARTNER
Disagree Undecided Agree Totai
skbefore No 93 53 29 175
Yes 149 25 35 209
Total 242 78 64 384
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 20 .725* 2 .000
Likelihood Ratio 20.905 2 .000
Linear-by-Linear
Association 5.273 1 .022
N of Valid Cases 384
a. 0 cells (.0%) have expected count less than 5.
The minimum expected count is 29.17.
skbefore * PHYSCHAL
2 9 0
Count
Crosstab
PHYSCHAL
TotalDisagree Undecided Agree
skbefore No 137 23 21 181
Yes 201 16 10 227
Total 338 39 31 408
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 12 .247* 2 .002
Likelihood Ratio 12.247 2 .002
Linear-by-Linear
Association 11.943 1 .001
N of Valid Cases 408
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 13.75.
skbefore * PLANNING
Crosstab
Count
PLANNING
TotalDisagree Undecided Agree
skbefore No 74 64 46 184
Yes 159 31 38 228
Total 233 95 84 412
Crosstab
Count
PLANNING
Disagree Undecided Agree Total
skbefore No 74 64 46 184
Yes 159 31 38 228
Total 233 95 84 412
skbefore * SELFCONS
291
Count
Crosstab
SELFC O N S
TotalDisagree Undecided Agree
skbefore No 138 21 21 180
Yes 209 3 11 223
Total 347 24 32 403
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 26 .870 * 2 .000
Likelihood Ratio 28 .398 2 .000
Linear-by-Linear
Association 17.065 1 .000
N of Valid Cases 403
a- 0 ceils (.0% ) have expected count less than 5. 
The minimum expected count is 10.72.
skbefore * STRESS
Crosstab
Count
STRESS
TotalDisagree Undecided Agree
skbefore No 151 23 10 184
Yes 205 7 16 228
Total 356 30 26 412
Crosstab
Count
STRESS
TotalDisaqree Undecided Aqree
skbefore No 151 23 10 184
Yes 205 7 16 228
Total 356 30 26 412
skbefore * TIME
2 9 2
Count
Crosstab
TIM E
TotalDisagree Undecided Agree
skbefore No 97 32 54 183
Yes 161 33 33 227
Total 258 65 87 410
Crosstab
Count
TIM E
TotalDisaqree Undecided Agree
skbefore No “  g7 32 54 183
Yes 161 33 33 227
Total 258 65 87 410
skbefore * TOOCHIC
Crosstab
Count
TO O C H IC
TotalDisaqree Undecided Agree
skbefore No 158 17 9 184
Yes 205 12 9 226
Total 363 29 18 410
Chi-Square Tests
Value df
Asymp.
Sig.
(2-tailed)
Pearson
Chi-Square 2 .6 73* 2 .263
Likelihood Ratio 2.659 2 .265
Linear-by-Linear
Association 1.511 1 .219
N of Valid Cases 410
a- 0 cells (.0% ) have expected count less than 5. 
The minimum expected count is 8.08.
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